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, Now Ive got One 
I cant Break! 


Special 
STAR Flexible Blade 
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Star Special Flexible 
Blades prove their in- 

wi valuable service when 
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used in cutting pipe, 


soft stock, light angles, 
em. 


Mechanics will find new value in this STAR blade. It is different 
from all others and will not give way under stress of hard usage 


WRITE FOR FREE SAMPLE BLADES 
“Makers Since 1883” 


STAR HACK SAWS 


CLEMSON BROS., INC. MIDDLETOWN, N. Y. 
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Made in two types 
Glide No. 1—Flexible; Glide No. 2— Adjustable 


Packed in strong fibre carton, complete with 
bolts, lag screws, end stops for track, socket 
wrench, name plates, and direction sheet. 


Send for 
this Catalog 


which shows 
hundreds of 
items of barn, 
garage, and 
house hard- 
ware made 
with FRANTZ 
thoroughness 
and guar- 
anteed by the 
FRANTZ label 
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Distinguish the 
hardware by 
the label 





Thousands of Contractors now Specify 


“GLIDE” 
Barn Door Hangers 


Contractors and builders have learned 
that when the institution of FRANTZ has 
placed its name and bright red label upon a 
piece of builders’ hardware, it is a warranty of 
good design and thorough manufacture. 


Thousands of‘contractors now refuse “‘just-as-good” or 
“about-the-same” hangers and insist upon the FRANTZ 
“Glide” with its original waterproof track. Glide-hung 
doors, they have found, run smoothly year after year. 


Keep Glide Barn Door Hangers Always on Hand 


Wheels and axles are larger, 
with roller bearings. Derailing 
impossible. Patented Glide 
waterproof track is bird proof, 
rust-resisting. Made in one 
piece with patented joints that 
nest together. We absolutely 
guarantee satisfaction. 


Contractors like them because 
they are easily installed. They 
carry doors of any thickness 
without blocking the track 
away from the building. Drop 
strap is on inside of door — 
adjustable type is adjusted 
from inside. 


Sold only by our authorized dealers 


Frantz Manufacturing Company 
Sterling, Illinois ae 
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The Kitchen Comes Into Its Own 
—and PYREX Sales Go Up 


HANKSGIVING ahead! Now 

is the time to put PYREX on 
display! Now is the time to run 
PY REX advertisements! Now is 
the time to talk PYREX to your 
customers! 


The Kitchen will soon be the 
scene of glorious bustling! And 
PYREX will be working over- 
time! 


You can boost PYREX sales 
now if you'll lend a hand! Our 
advertisements will help you! 
Our reputation will help you! 
The stage is set for PYREX 
sales if you'll do a little stage- 
managing. 


P. S. Better look over your PYREX stock 
and fill in those empty spaces. 


PYREX Sales Division 
CORNING GLASS WORKS, Corning, N. Y. 


World’s Largest Makers of Technical Glassware 
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Burgess Dry Batteries — Flashlight — Radio — Telephone— 
General Ignition and Heavy Duty—have earned the position 
they now occupy. 

Their success with the battery buying public is reflected in the 
increased number of strongly established dealers who sell them. 

In selling products made and guaranteed by the Burgess 
Battery Company, you are passing on to your trade products 
which will, through their quality and dependability, add to 
your high standing in your community. 


Burcess BATTERY COMPANY 
GENERAL SALES Orrices: CHICAGO 
Canadian Offices and Factones: Niagara and Winnipeg 


“zy BURGESS 


“ FLASHLIGHTS & 


GATTERIES 














ounces | amis ee 


oe 


il. ak | 
iT il] , rogt ‘Neel 


: |NLesutl BATTERY ai) BATTERY 


ez 





October 29, 1925 


Pe 


ye 





. 
—_— 


= oe 


th | 


‘ 





[ 








‘(October 29, 1925 HARDWARE AGE 


4.3 Re & 

















Ws 
THE FINEST ON EARTH 














A PROFITABLE SAW TO SELL—THE BEST 
THAT MONEY AND SKILL CAN PRODUCE 


In fact you'll not find a saw “just as 
good.” The Four Hundred is without 
doubt “The Finest on Earth.” 


Discriminating users who pride them- 
selves on owning the best saw that 
money and skill can produce, demand 
The Four Hundred. 


It is a saw extraordinary in quality, 
workmanship and finish. Made from 
“Silver Steel,’ Atkins exclusive for- 
mula, it will therefore outwear and 
outcut any other saw. 


Good hardware merchants all over the 
world are authorized to guarantee this 
saw, “The Finest on Earth.” 


This saw is five gauges taper ground 
and given a mirror polish. Fitted with 
Improved Perfection Handle, the Han- 
dle that Prevents Wrist Strain; Solid 
Rosewood, piano finish. 


You can obtain (he Feur Hundred in 
skew back regular or ship point pat- 
tern; also straight back regular or ship 
point pattern. 


Write for our latest catalog descriptive 
of “A Perfect Saw for Every Purpose”’ 
which includes Hand, Rip, and Panel 
Saws, AAA Non-Breakable Hack Saw 
Blades, AAA Power Saw Blades, Hack 
Saw Frames, Coping Saws, Compass 
Saws, Metal Cutting Saws and Plumb- 
ers’ Saws. 


Modern Manufacturing Methods Make Atkins Saws the Leaders 


FE. C. ATKINS & COMPANY 


Established 1857 


The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES: 
Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 


Paris, France 


Vancouver, B. C. 
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HARDWARE DEALERS: 


Does the profit on GYD Taps warrant a 
special drive for increased sales? 








Here’s a dealer who said “No! But when he and our salesman 
went to work and figured up a mixed order just received from one of 
his customers, what did he find?’ 


The order amounting to $400, of which $50 was for taps, showed that 
after all charges were distributed, the nef profit on the taps alone 
exceeded the net profit on the whole of the balance of the order. He 
got busy and instructed his salesmen to push GPD Taps. 


Of what use ts volume without profit? Let 
every dealer sharpen his pencil and figure his 
various lines——and begin with taps. 
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( GREENFIELD riaP AND DIE 











CORPORATION 








GREENFIELD. MASS., U.S.A, 
Canadian Plant: Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ont. 
New York Store—15 Warren St. Chicago Store—13 So. Clinton St. 


CTD Screw Plates, Taps, Dies, Reamers, Gages, 
Pipe Tools, Twist Drills, Machine Tools 
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VA Profitable Line to Keep Pushing 
* 


stale 


WINCHESTER 


TRADE MARK 
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Another Record With Winchester 


A new International match record in the Dewar Cup 
competition was hung up by E. F. Shearer of Renova, 
Pa., at Camp Perry this year with the sensational mark 
of 398 x 400. Shearer used the famous Winchester 
Model 52 rifle equipped with Winchester 5A telescope 
sight and Winchester Precision .22 caliber ammuni- 
tion—the famous Winchester small-bore combination 
of victory. 

Bullets will soon be singing down hundreds of indoor 
ranges. Indoor target shooting is a growing and pop- 
ular sport. | 

The foremost outdoor .22 caliber target combination 
is equally dominant in the indoor winnings. 


WINCHESTER REPEATING ARMS COMPANY 
DEPT. D., NEW HAVEN, CONN., U. S. A. 
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Here’s a profitable field for the gun and ammunition 
dealer during the coming winter months. 

Is your home rifle club equipped with the Winchester 
combination for the coming season? 

Early orders will help you develop some good business 


this winter. 
Send for the new Winchester No. 83 Catalog. at 
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Order From 








SIMONDS 


BLUE RIBBON 


HAND SAWS 








Sell Simonds Blue Ribbon Hand Saws because they assure rapid turn- 
over, a good margin of profit and quality unequalled. The consistent 
demand for Simonds Blue Ribbon Saws is strong evidence of their 


ability to satisfy the man who wants a good Saw at a reasonable price. 


Every Simonds Saw is fully warranted. 
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Your Jobber 










Crescent Ground 
Cross-Cut Saws 
Hack Saws-Files 










When you stock the Simonds line—Crescent-Ground Cross-Cut Saws, 
Hand Saws, Hack Saws and Files, you are offering the trade something 
better, nationally known and high grade products. Consequently you 
are selling quality and service which means satisfied customers and 


more profit to you. 


Order now from your jobber. 


SIMONDS 


Saw and Steel Co. 


Established 1832— Fitchburg, Mass. 
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TRIMO 
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Here’s Another Full 
Page Advt. Scheduled for 


THE SATURDAY EVENING POST 


(November 28) 


THE COUNTRY GENTLEMAN 


(November) 


POPULAR SCIENCE MONTHLY 


(October) 


POWER 


(Oct. 6) 





Other Attractive October Advts. will appear in 


Farm Journal . Oil & Gas Journal Plumbers Trade Journal 
Successful Farming Oijl Weekly Purchasing Agent 


_ Place a TRIMO order with your jobber—NOW—to meet the “ar 


big consumer demand which this advertising will create. 


Trimont Mfg. Co., Roxbury, Mass. 


America’s Leading Wrench Makers for Nearly 40 Years 
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NUT-GUARDS 
keep the 
TRIMO Pipe Wrench 
in Adjustment 


The arrow in this picture points to another 
TRIMO feature that makes this the preferred 
Pipe Wrench among householders, mechanics, 
farmers and American industries. 


Note how these NUT GUARDS extend beyond 
the adjustment nut, so that when you work 
with the TRIMO in close quarters, or when you 
lay it down, the wrench stays adjusted. This is 
a big time-saving feature which you cannot 
fully appreciate until you actually work with 
the TRIMO. 

In previous advertisements we’ve told you about the 
replaceable insert jaw in the handle which makes it pos- 
sible to extend the life of this durable tool almost indefi- 
nitely and at trifling cost; we’ve told you of TRIMO’S Steel 
Frame that WILL NOT BREAK; and this third feature—the 
NUT GUARDS—is just another reason why you should 
always “INSIST on TRIMO and ACCEPT NO OTHER.” Made 
in eight STEEL handle sizes, 6, 8, 10, 14, 18, 24, 36 and 48 
inches ; in four WOOD handle sizes, 6, 8, 10 and 14 inches. 

At all hardware, mill and plumbing supply stores. 


TRIMONT MFG. CO. 


ROXBURY, MASS. 


America’s Leading Wrench Makers 
For Nearly 40 Years 
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IN XMAS CARTONS 
This 10-inch household Wood 
Handle TRIMO Wrench is put 
up in attractive Xmas cartons 
and makes a very practical gift 
for any man — particularly car 
owaers, mechanics and the 
handy man around the bouse. 
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In Sargent Goods Profit and 


Your business is to make sales. Profitable sales— 
and sales that satisfy your customers. Are you taking 
advantage of the fine opportunity in Sargent Locks 
and Hardware, Sargent Specialties, Sargent Planes 
and Squares? 


These are quick sellers. Most profitable. Satis- 
fying as only such quality goods can be. The enthu- 
siasm of foremost hardware merchants goes to prove 
these statements. More concretely we can mention 
the continual repeat orders—testimonials from users— 
our own tremendous growth. 


The unvarying quality of Sargent goods. Fair 
prices. Good- will built through years of satisfying 





Sargent Door Closer for 
heavier doors. Nos. 521 service and constant advertising. These will help you, 
oo too, to obtain greater sales, bigger profits, and to 


serve and keep the most desirable sort of clientele. 











Sargent Day and Night Latch—fast-sell- 


Sargent Closer ‘520°’ for Sargent Padlocks insure 
i ing, profitable. 


home doors. security. 


The Sargent Specialties shown on this page are 
year-round sellers—as active in November and De- 
cember as in the months of spring. Most of them 
are featured from time to time in the Sargent adver- 
tising constantly appearing in foremost magazines. 





a Each of them has a reputation for speedy turnover. 

All should be prominently displayed in your show- 
cases and windows. Every customer who comes into 
your store is a prospect for at least one of them. We 
furnish descriptive folders on each imprinted with 
your name for mailing or counter use. 





Sargent Door Closers are unusually easy to attach 
because of a clear installation diagram packed with 
each. Sargent Night Latches and Padlocks are as 
carefully made as those famous locks in the Sargent 
builders’ hardware line. Gem Food Choppers are 
needed in every home. Perfection Oil Gates are for 
oil, gasoline or molasses and are guaranteed not to 


Gem Food Chopper — leak 
chops everything . 





THE DECIMAL SYSTEM OF PRICING AND PACKING IS USED FOR SARGENT HARDWARE 
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Satisfaction Go Hand in 


For years, Sargent Planes and Squares have en- 
joyed the highest esteem of the building trade. Now 
an additional tremendous field has been opened. This 
is made up of lads with home workshops, manual 
training students and men who like to do odd jobs 
about the home. 


The Sargent Auto-Set is a most convenient plane 
for this class. It is strong in construction, effective 
in operation, simple in adjustment. With this and the 
Sargent Steel Block Plane (also illustrated on this 
page) you can meet practically every amateur demand 
for a plane. 


With the Christmas season approaching you wil! 
find it very profitable to suggest to both men and 
women customers that these tools make practical gifts. 
Display Sargent Planes in your windows with a card 
calling attention to the fact that here is a really worth- 
while present for husband, father, or son. 










Sargent Stee 


1 Block 
Plane No. 5206 






Sargent Auto-Set 
Bench Plane No. 714 


All Sargent Planes have cutters of chromium steel. 
This material is one of the toughest metals obtain- 
able. It takes a keen edge and holds it—a point in 
which carpenters are particularly interested. There 
are styles and sizes in Sargent Planes for every pro- 
fessional need and preference. 


Sargent Framing Squares are known to carpenters as the 
most helpful squares ever made. The scales and tables 
stamped on them are unusually complete and absolutely accu- 
rate. One very profitable number is the Take-Down Square, 
which can be conveniently carried in the popular shoulder kit. 
Sargent Tools are regularly advertised in carpenter and 
builder trade papers, and to home workers and manual! train- 
ing students through Popular Science Monthly and Popular 
Mechanics. 


Sell Sargent Planes and Squares. We’ll furnish descrip- 
tive folders imprinted with your name. Write today for com- 
plete information about all the goods shown on these two 
pages. Our Co-operative Advertising Service Booklet also 
will be sent. 


SARGENT & COMPANY, Hardware Manufacturers es, 


New Haven, Conn. 
New York: 92-98 Centre St. Chicago: 221-223 W. Randolph St. 









Popular 
field. 








Sargent Adjustable 
Ifon Bench Plane 
No. 414 





Professional Tools through and through 
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A New 
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Look for 
this Label 
on the Roll 

















WICKWIRE SPENCER | 
PRODUCTS 
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brand - 
ERICAN 


KALOID 


HIS is a cloth of attractive appearance and great 

rigidity. It is so heavily coated with zinc, after weaving, 
that this metal represents one quarter of the composition 
of the finished product. 








Indications are that 1926 will be the biggest window screen 
cloth year in the history of the industry. Zinkaloid will 
help you get your share of the increased business. 


Write for samples and place orders with your jobber early. 


To Jobbers: Get the Zinkaloid proposition before making 
any commitments on screen cloth for next year. 


American Wire Fabrics Corporation 
Subsidiary of 


Wickwire Spencer Steel Company 


General Offices: 
41 East Forty-Second Street, New York 
Western Sales Office: 


208 South LaSalle Street, Chicago 


# 


Worcester Buffalo Cleveland Detroit 
San Francisco Los Angeles Seattle 


WICKWIRE SPENCER 
PRODUCTS 
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In this Week’s Saturday Evening Post 
the Great Value Demonstration Event 
Campaign Begins with a Double Page 





‘ THE TOWN-HOUSE SET with the Utility Tray— 
retailing complete at $26.10 


A double-spread, in color, in this week’s 
Saturday Evening Post (Oct. 3lst.) in- 
augurates the nation-wide campaign, che 
Value Demonstration Event, which for 
three weeks—from October 31st to Novem- 
ber 2lst—will feature’ a typical value in 
1847 Rogers Bros. Silverplate—The Town- 
House Set. With the double-purpose Util- 
ity Tray. 


In addition to the special campaign to in- 
terest the thirteen million women whom it 
will reach and upon whose minds it will 
impress the fact that fine silverplate is well 
within their means, the Utility Tray will be 
featured in magazines and women’s publi- 
cations reaching additional millions of 
readers. 


1847 ROGERS BROS - 


SILVER PLATE —_ 
INTERNATIONAL_SILVER_CO) 


A page in full colors in the November issue 
of Good Housekeeping (distributed the 
latter part of October) will be devoted to 
the Utility Tray and in the December issue 
of the same publication and the November 
and December issues of such publications 
as Ladies’ Home Journal, Photoplay, etc., 
the tray will be illustrated. 


Write today to Sales Promotion Depart- 
ment, International Silver Company, Meri- 
den, Conn., for advertising and display 
helps that will bring to your store your 
share of the results of this great Value 
Demonstration Event campaign. 
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No. 25—8 inch Size 


Powerful, Keen-Edged d bs 
Pruning Shears, $1.00 


The lever action and the keen, shear- 
ing cut make it possible to cut thick 
branches easily. While the blades open 
wide, the handles do not spread unduly, 
and a simple catch locks the handles 
closed when not in use. 








Every home owner is a prospect for 
this tool, and the inviting price of $1.00 
—plus the fine workmanship that speaks 
for itself—will get the business. It is 
sold to you singly, or as a part of the 
popular Bernard Display Case described 
below. Ask your jobber. 
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@ CLOSED Ge: 


Display 
the 
Entire CL 

SPREAD — 


Line WHEN OPEN 
ONLY 37g" 
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This display nqt only shows up a representative line of 
Bernard Pliers, but the Demonstrator has a pair of cut- 
ting pliers on a chain. With these the customer is invited 
to turn a nut found on the back panel, and to cut the wire 
or nails found in the pocket. The invitation is irresistible, 
and the business-like “feel” of the tool closes the sale! 


BERNARD PGIERS 


THE WILLIAM SCHOLLHORN CO., DEPT. H, NEW HAVEN, CONN. 
A Pair of Pliers for Every Job 
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Hardware Retailing 
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A YEAR ago a Nationally Organized 
Hardware Trade Undertaking was 
launched with this avowed purpose— 
“To make business more profitable for 
both Wholesaler and Retailer of Hard- 


ware.”’ 


Each Cooperating Jobber in the Plan 
undertook a definite task. 


The response was such that the un- 
dertaking succeeded from the start— 
and soon became successful beyond 


anticipation. 


The Retailer’s part in the undertak- 
ing was carefully studied and from this 
study was developed “The Three Point 
Plan” to make hardware retailing more 


profitable. 





HE Three Point Plan is a simplification of the 
original idea, to make it easier for Hardware Re- 
tailers to enjoy its benefits. 


The Hardware Retailer has long needed a simple, 
workable, definite, controlling policy for his business. 


Numerous economists have written volumes on the 
problems of The Hardware Retailer. 


He has had advice from many sources—not always 
disinterested—not always sound. 


He has been pulled and hauled this way and that. 


The Retailer’s problems are complex—and any 
attempt to cover all of his difficulties results in a con- 
fused mass of data and remedy that is of no practical 
benefit. 

Practical study by practical hardware men re- 
veals three main reasons for lack of profits in the re- 
tail hardware business. 


When these three troubles are definitely understood, 
it becomes clear that three simple rules of business 
can be laid down to correct them. 


ETTING back to the source of the difficulties, 
one chief drain on profits is the gradual change 
that took place in buying. 
Formerly the Hardware Retailer had one depend- 
able source of supply for his entire stock. 
Gradually came direct dealings, first with a few 
manufacturers, then such dealings with many. 
Instead of regular, fortnightly, short buying ses- 
sions with one salesman, the constant interruption 
of long sessions with many salesmen. 
Instead of the Jobber’s Salesman’s interest in his 
complete welfare, the manufacturers’ salesman’s in- 
terest in one thing—a big order for his product. 


Instead of one nearby source of supply, many 
distant sources. 

Instead of little or no correspondence over orders, 
shipments, deliveries, adjustments,—much corres- 
pondence over these details. 


These are only a few of the profit-dissipating results 
of direct, scattered buying. 

Buying direct from manufacturers sounds fine, but 
it costs retailers a big part of their profit because it 
takes time and attention from more important, more 
profitable effort. 
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Retailers Will. 








| Make More Money 





The first principle in The Three 
Point Plan is concentration of 
buying with one Jobber. 


Try it and see how much more time you have for 
money-making. 
* * * x 


HE second loop-hole where profits escape develops 
from the first. 

From far away sources of supply, the retailer must 
buy less frequently and in larger quantities than he 
should. 

Result-—unbalanced inventory, frozen capital, re- 
quiring frequent loss of profit in cut-price sales to 
liquidate inventory into fluid capital and quicken a 
slow turnover. 


The second sound business prin- 
ciple in The Three Point Plan is 
“Buy frequently in small quantities.” 


Try it and see your stock inventory shrink and your 
stock turnover multiply. 


* *K %* 


HE third reason for shrinking profit in Hardware 
Retailing is not a leak but a lack. 


The Hardware Retailer has lacked quick-turning, 
big-volume items. 

Many a Retailer has corrected this difficulty this 
year. 

A year ago the Cooperating Jobbers in this ‘‘Na- 
tionally Organized Hardware Trade Undertaking’’ 
agreed among themselves as follows:— 


That a big-volume, quick-turning item to make 
business more profitable for both Wholesaler 
and Retailer is desirable in The Hardware 
Trade. 


That the automobile tire promises more in 
this respect for the concerted effort of the 
Hardware Trade than any other item that 
might be considered, because: 


No other single, suitable item is regularly 
a consumed in such money-volume quantities: 


b The consumption of no other single, suit- 

able item is so preponderantly in the 
country and small towns where the Hard- 
ware Trade has decided advantages. 


Point Plan 


That the brand of tire behind which concerted 
effort is most logical is the brand upon which 
Hardware Wholesalers have already expended 
the most nationally uniform effort and gained 
the widest national distribution. 





The volume of renewal tire business is now nearly 
three-fifths as big as the whole hardware business of 
the country. 

The buying of renewal tires is constant and com- 
pulsory. 


The third principle of The Three 
Point Plan is “Push quick-turning, 
big-volume items.” 


Try it and see both volume and profits increase. 
*k *k * * 


HE Cooperating Hardware Jobbers who have 

unanimously endorsed The Nationally Organized 
Hardware Trade Undertaking and The Three Point 
Plan cover every state in The Union. 

One of them is ready to cooperate with you locally 
in applying the principles of The Three Point Plan 
to make retailing more profitable. 

The application of these principles is simple, and 
adherence to them cannot but make hardware retail- 
ing more profitable. 

‘*Bill Howell, Hardware Merchandiser,’’ is a book 
that will make it all clear to any Hardware Retailer— 
even to building business in quick-turning, big-vol- 
ume items. 

It will take you fifteen minutes to read it,—but 
many a year to forget it. 

The organization of The Mansfield Tire & Rubber 
Company is National Headquarters for The Three 
Point Plan. 

Sign and mail this coupon and you will get a copy 
of the ‘‘ Bill Howell Book.”’ 


MANSFIELD TIRE & RUBBER CO., 
Mansfield, Ohio. 


I would like a copy of ‘‘Bill Howell, Hardware Merchandiser.”’ 


Se i ee ten seni 2 x 


a TT Ne ee RE ar tet Nae ea cee se ager, neh 








And the Mansfield 
is everywhere known 
as “The Tire of the 
Hardware Trade” 
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The Nationally Organized Hardware Trade Undertaking 


ANSFIELD Tires are distributed exclusively 
by Hardware Jobbers. 

The Cooperating Jobbers who, working together, 
effect the national distribution of Mansfield Tires 
worked on a simple plan. 

Collectively, they had the organization, re- 
sources and facilities to effect such distribution at 
lower cost than any tire had ever been nationally 
distributed. 

Their collective saving on distribution is applied 
to the production of tires of distinctly better 
quality. 

Public recognition of this superior quality is 
growing at a tremendous rate. 


A comprehensive national advertising campaign 
is rapidly making The Mansfield one of the best 
known, most highly regarded tires. 

This year sales of Mansfield Tires have doubled 
the country over and trebled in whole large groups 


of states. 


And The Mansfield is known as “‘The Tire of the 
Hardware Trade.”’ 

Many a Hardware Retailer is now in the tire 
business on a big scale. 

The Mansfield Tire is now the biggest-volume, 
fastest-turning item in many a Hardware Retaile:’s 
stock. 

Ask your Jobber’s Salesman about The Mans- 
field Plan. 


THE MANSFIELD TIRE & RUBBER COMPANY, MANSFIELD, OHIO 


Balloon Cords Truck Cords 


Heavy Duty Cords 


Resular Cords Fabric Tires 


Tire Manufacturers Extraordinary to the Hardware Trade 


Nationally Distributed by Hardware Jobbers 
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The White Genuine 
KIDDIE PEDAL KAR | 


23 




















POLISHED 
NICKEL 


ON- WOBBLE 
STEERING 


FAMOUS 


SATISFIES 


SERVICE CUSTOMERS 





The White Genuine KIDDIE PEDAL KAR 
IDDIE PEDAL Kar and other “Kippr&” Vehicles have the individuality of 
design and sales plan that sets them apart from competing vehicles. 
A sound and stable sales plan is as essential for dealer profits as good values. 


Dealer purchases, even though made below cost may turn into liabilities unless the manu- 

facturer co-operates by establishing and maintaining a stable market price. 

Kippie Pepat Kar and other “Krippie” Vehicles are kept stable in price as well as quality. 
List prices $4.25 to $6.75. 

















H. C. White Company, North Bennington, Vermont 
“KIDDIE KAR” and “KIDDIE” Vehicles 


TRADE MARK TRADE MARK 


New York Sales Office—Fifth Avenue Building 
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The New BUHL Semi1-Solderless 


As one of the largest and 
oldest milk can manufac- 
turers, we are proud of 
our new Model H Semi- 
Solderless Can. It is 
built to withstand the ter- 
rific abuse of modern 
motor car transportation, 
hustle and hurried load- 
ing. It is a great devel- 
opment in design and 
welded one-piece con- 
struction. Hard knocks, 
frequent bumps and end- 
less vibration are taken 
care of by an almost sol- 
derless construction — 
only one soldered” seam 
and this rigidly protected 
—the balance, by electric 
welding, is made into one 
mass piece, as detailed on 
opposite page. Circular 
sent upon request. 


Only One 
Soldered Seam 


—and: that  pro- 
tected by a heavy 
steel hoop that 
adds great rigid- 
ity and an excep- 
tionally large 
amount of wear- 
ing surface. 








(Electrically Welded—Ohio Type—Patents Pending) 






































BUHL “H” ~ sme MILK CAN 


Made by BUHL STAMPING CO., Detroit, Mich. ; Walkerville, Ont. 
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—Construction gives greatest strength 
and sanitation in Milk Cans 


Probably no piece of luggage 
“or freight” is ever subjected 
to the abuse a milk can must 
suffer. Test after test has 
been made to make the Model 





The electrically welded joint con- 
struction cannot break or come apart 


“H” the most durable, sanitary —no open crevices to gather filth 
can made. The actual pound- 
age has not been increased, the and dirt 












effort made was in the rein- 
forcements, the “shock points.” 
The electrically welded joint 
construction cannot break or 
come apart—one-piece seam- 
less neck—no soldered seam to 
break open—the “Locktite 
hoops’ —cylinder seam — all 


electrically welded, affording No soldered se t 
seam to 


ermanent, unbreakable 
P wil ; » break open—the ‘‘Lock- 
strength and positive durabil- gage 

tite’? hoop _. 


itv. Write for full descriptive 

" locks the 
circular, showing sizes, types 
and prices. 


One-piece seamless neck / 

is locked to the heavy * 

seamless breast by this 

special interlocking 
joint 
















breast and 


cylinder to- |. 50 flush with 















gether, then | “SMMBER ogc) cylinder 
Handle is clec- t h - wall——no 
trically welded ey are ridges to f 
electrically welded into ng 
one solid piece 
: Cylinder seam 
electrically. $j 
i welded into 


one piece 





| 









One-piece 
seamless cover 


protected by Increased curled 
heavy curled 5 

vite: , construction of 
handle as- 

: \ 3 “-gures a 

hoo) firm 

‘grip 





















Electrically 
welded to the 
breast 






Offset on heavy steel 
hoop providesa 
: rigid seat for side and 

es vm a 3 bottom flange—no sharp or 
Send for Circular . rough edges to cut the hands— 
__.mo cracks to collect dirt 


and Prices . 











he ‘Profitable 


W. S.—46 Dish Drainer, a 
household necessity that is 
easy to sell. 






























No. 8 UNION Cold 
Pack Canning Rack. 
Fits ordinary Wash 
Boiler. Looped 
handles hook over 
sides of boiler for 
safe and easy un- 
loading. 






A complete line 
of broilers which 
are well made. 
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. UNION All-Purpose 
Baskets have dozens of 
gi! K ~ uses and the demand is 











universal. Show them 
and you'll sell them. 
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W.S-50 Dish 0 9 it 
Drainer. Big _— ate 
\ Value — Prac- as 

\ tical—Durable. “> 
j . A 
‘Wumensnesel! 
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, Line to stoc 
IT SELLS / 





Every Union Product is a live seller. 
The sales possibilities of every item in 
this line are known to retailers who 
are now displaying this merchandise. 


QUALITY, APPEARANCE, UTILITY 
and PRICE—these are the four strong 
points of Union Products. Made of 
the best grade of steel wire, electric 
welded throughout, beautifully re- 
tinned after making and every item 
cleverly designed to fulfill its uses. 
Your customers will like this mer- 
chandise. 


The illustrations show a few items of 
this well-known and ready-selling line. 
Our literature describes many more— 
ALL of them leaders in sales value. 


Ask your jobber’s salesman for further 
particulars. He will gladly tell you 
about this profitable line. 





~ - UNION 
STEEL PRODUCTS CO. 
Albion Michigan 
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lines, representing an added convenience 
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HARDWARE BUYERS CATALOG, 239 West 39th St., New York City 
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SANDPAPER: 


“Show It and Sell It 
Hide It and Keep It” 


Experience of thousands of retailers with 
the beautiful lithographed steel 


“Staht ” 
Display Case 


proves the truth of that catchy slogan. 


It’s a ten-to-one shot that, unless you are 
already using this beautiful Ruff-Stuff Coun- 
ter Display, you are hiding your sandpaper 
where it not only doesn’t sell, but where it 
rapidly deteriorates. 


Stop abusing this friendly little 100%- 
profit staple and give it a chance to 
reward you as it is rewarding your 
brother merchants, who have adopted 
the new-and-better way. 


‘Best Yet” 

‘‘We compliment you on the idea, as 
the best system for the retailer we have 
seen’’—comes from a Virginia hardware 
man, 

“Increased Salés 100%” 
says an Iowa paint retailer. 


“Trebled Sandpaper Sales” 
‘“‘Case has been in use only 3 weeks, 
but sandpaper sales are already three 
times normal’’— reports a hardware 
dealer in Spokane. i? 
“Makes All Grits Sell” a i i ae 
‘Your display case has done all we Ez > a ae. 
expected of it. It has sold rougher and pi » Om, 


finer grades than we sold before. It also 


TY - ” 
expedites sales to customers who know Lh , - wee Te 
nothing about the various grits.”’ c Pes that eens 


“A Great Thing’ 
‘*Display case a great thing—just what 
we have wanted’’—writes a Minnesota 
hardware retailer. 


‘Has Paid tor Itself Many 
Times Over 


writes a St. Louis hardware man. ‘‘We 

t it on a show case in our paint 
department. Saves time by permitting 
customers to pick out the kind of sheets 
they want, where formerly we had to 
take a sheet of each grit out of stock. 
This stand has paid for itself several 
times over already.’’ (In use 2 months). 


Our Display Assortment 
which is shipped with the case, ae 






















— Bo 
Rastt-Stalt™ 


‘The Sandpaper that Satisfies 
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one ream (480 sheets) of UFF- { 
STUFF,’’ divided as follows: 4 
4 ) : gl Na 
¢ i —— Put it on your counter. It takes only 12x13% in. fh 
: tl 2 ws space, and stands 23 in. high to top of hinged headboard. iL 
. Large stores should order two or three for different if 
Fill out Coupon and mail to the nearest Branch House departments of the store. 
address. We will forward it to the jobber you indicate— sect 
or (if he does not handle the line) to jobber nearest you Hd. Age. Oct. 29. 
Wausau Abrasives Co. 


who carries a stock. 


gusau Abrasives 


Branch Houses—WAUSAU ABRASIVES CO. 


Chicago, 612 West Adams St. St. Louis, 2110 Pine St. 
New York, 45 Warren St. Cleveland, 1235 St. Clair Ave. 


Pacific and Montana States SPRAKE SALES CO., INC., 
Los Angeles, San Francisco, Denver. 


NEW ENGLAND, NEW BRUNSWICK AND N. S. 
Fred Paulsen, 45 Warren St., New York City. 


eeeseeeveteeereeereer eer eet te eeeeeet eee eee eevee eeeeeee 








PIERS GUCTE OR. nc ccccccccccecs:s Ruff-Stuft Display Cases 
and One-ream Display Assortments of Rouff-Stuff. 
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I€ took 25 Years to 












in tire construction is the outside rubber tread 
and sidewalls. Rubber is the only flexible, elas- 
tic material that will withstand the wear and 
friction of roads and pavements. Treads and 
sidewalls vary in design with different makes, 
and in thickness according to size and price— 
however, 


All Tires Have This Feature. 






in tire construction is the inner carcass of cord 
or woven fabric, impregnated with rubber, in a 
varying number of plies, which largely deter- 
mines the strength and weight-carrying capac- 
ity of a tire. 


All Tires Have This Feature. 











in tire construction for maximum wear and ser- 


ae 

vice is the inner anti-friction cushion or SHOCK 
PAD of live rubber vulcanized as an integral 
part of the inner wall of the carcass. This re- 
duces frictional heat and the breaking-down 
process on the inner side of the carcass in the 
same manner that the outside rubber tread and 
sidewalls protect the carcass against the wear 
and friction of the road. 

National Balloons and Remington Cords 

Alone Have This Feature. 


NATIONAL “3 BALLOONS 


REMINGTON °rao® CORDS 
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Learn All Three Facts 


VER since rubber tires first became an 
K essential part of a self-propelled ve- 

hicle, there has been no basic change 
in tire design. Now, for the first time in a 
quarter of a century, a New Revolutionary 
Principle of Construction has been devel- 
oped—a principle that adds thousands of 
niles to service and gives a new freedom 
from blow-outs and carcass breakdowns. A 
tire without a SHOCK PAD is just as obso- 
lete in design and construction as an auto- 
mobile without a self-starter. 



























Because National SHOCK PAD 
Balloon and Remington SHOCK 
PAD Cord tires alone possess the 
exclusive SHOCK PAD feature, 
they offer the most attractive 
proposition ever presented to tire 
dealers. A complete line of bal- 
loons and heavy-duty cords to- 
gether with heavy-duty tubes 
meet every need of the private 
car owner and truck, bus and 
taxicab companies. 


Use the coupon and receive, 
without obligation, our book, 
“The Plan, the Plant and the 
Purpose back of the SHOCK 
PAD, the new NATIONAL idea 
of Tire Construction.” This 
gives you a full explanation of 
the SHOCK PAD principle and 
details of a remarkable series of 
tests which convincingly demon- 
strate the amazing superiority of 
SHOCK PAD tires compared 
with ordinary tires of standard 
make. 


The National Tire & Rubber 
Company 
East Palestine, Ohio 


Exclusive Manufacturers of 
Tires Under the Shock 
Pad Patent 


Today! 
East Palestine, Ohio 


tion,” and details of distributor’s agreement. 


NS Nc Lk a al Se or i Go a 


BE Pn ea ne a ; 


Send for the 
Shock Pad Book 


THE NATIONAL TIRE & RUBBER CO. 





Gentlemen: Send me without obligation a copy of 
“The Plan, the Plant, and the Purpose back of the 
Shock Pad, the new ‘National’ idea in tire construc- 
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ore Business 
for the Paint Dealer 
















Ca ae 
HOUSEHOLD 
LACQUEROID 





We know that our greatest growth 
lies in finding more ways to serve the 
paint dealer more effectively. To that 
end we have firmly established Ripolin 
on the American market; we have de- 
veloped a new and better white— 
Zinc-O-Lith— we have created a new 
material—Lacq—a brushing lacquer; 
and our Research Department will 
never stop adding new and better 
materials. 

















The Glidden Company ° . ° . Cleveland 
Heath & Milligan Mfg. Company - ° . Chicago 
Adams & Elting Company ° . . - Chicago 
Campbell Paint & Varnish Co. _ - ° - St. Louis 
T. L. Blood & Company - ° ° ° - St. Paul 
President The American Paint Works - . : New Orleans 
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Better Busine 


or the Faint Dealer 


% 

“Nationally-known” products must first be known 
and used “locally”. That’s the way Zinc-O-Lith, 
Lacq and Ripolin have gained their country-wide 
reputations. 

Tegday these three leagters j in the paint field repre- 
sent a money-making asset for the dealér. They will 
bring the paint buyers to your stor t. They will not 
only sell themselves, but will bring e4d8d demand 
for all of the other painting pate you carry in 
stock. 

Your paint customers will want these leaders in 
ever increasing quantity. There’s true profit for you 
in Zinc-O-Lith, Lacq and Ripolin. — 











a = 


pee 


THE GLIDDEN COMPANY 
National Headquarters 
Cleveland, Ohio 


Please send me complete information 
regarding the products checked below. 


[ ] Zinc-O-Lith s Lacq [ ] Ripolin 








List other materials here 








Twin City Varnish Company - - - St. Paul 
The Forest City Paint & Varnish Co. . - Cleveland 
The A. Wilhelm Company - ° : - Reading 
Nubian Paint & Varnish Company -~ - Chicago Name 
In Canada: Address H.A_ 10-29-25 











The Glidden Company, Limited, Toronto, Ontario s - 
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Janesville 


It is not mere chance that 
the best hardware store in 
every town displays} and 
sells Janesville products. 





JANESVILLE PRODUCTS CO. 
JANESVILLE, WIS. 


Quality Wins 
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F irst— 


in these stores means a com- 
plete line of merchandise 
correctly priced and of a 
quality that makes bragging 
by small boys permissible. 


Jobber stocks are ready! 


Ss 
4 
if 
i 
ij 
ha? 
if 
¥ 
$3 
¥. 


BO ire 0 ate oe! 
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Skudder Car 


JANESVILLE PRODUCTS CO. 
JANESVILLE, WIS. 
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Quality Wins 
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Months 


On June Ist we made this announcement to the 


trade regarding 


and WIZARD POLISH 


settin 2 “Increased ‘production, greater demand, has enabled the new management of 


Wizard # restore the original price. Wizard is now listed at the pre-war 
prices. #They are the logical prices at which furniture polish should be sold. 


the. | Please Note Original Prices 
pace : ne $ 3.00 per doz. list 








PEE «oo bck Seek eed ceedee 6.00 per doz. list 
eT ee 12.00 per doz. list 
Pn. vtesnteukeeeen es 21.00 per doz. list 
PE. 6 db60s0xd0s ddd eeeeee 36.00 per doz. list 





Have Been Restored 


Now (in October) others are reducing prices to meet ours and, in the 
same breath are saying: “‘Wizard hasn’t gotten any place” and “We do 
not take Wizard as serious competition.” 





Wizard Mops are causing as much concern as Wizard Polish. Wizard 
is making Mop and Polish history. 5 months in the new way of doing 
he things is doing things. 


Have you placed your Wizard order yet! 
Wizard products are now made and marketed by interests entirely new to Wizard—though old in 


knowledge and experience in the Mop and Polish Line. 


Send for our new illustrated catalog sheet, illustrating in full color and giving full details regarding 


the various items in the Wizard.line. QUALITY is better than ever; SHELF APPEARANCE is vastly 


improved; PRICES—as in the case of Wizard Polish—are lower than or else just the same as others. 


For your own PROFIT and your customers’ SATISFACTION, investigate—examine—compare 


WIZARD 


“The Quality Line” 
WIZARD, INC., 1444-54. West 37th St., Chicago, Ill. 


- 
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Don’t Buy Nozzles for 1926 Until You Have Seen the 





Mueller RED BAND Nozzle 


New Construction—Better Looking—Works Perfectly 


These Four Exclusive Features Mean More Sales, Satisfied Customers, 
Quick Turnover and Bigger Nozzle Profits 


1. New Construction 


Mueller Red Band Nozzle is 
made by a new, improved method of 
brass working. It is FORGED in 
dies under 300,000 pounds pressure. 
This brass is stronger and more 
durable than cast or wrought brass. 
There are no sand holes or flaws. 
It’s /eak-proof. 


2. A Better Washer 


Every nozzle iis 
equipped free of charge 
with a Mueller “Never- 





lose” threaded _ rubber 
hose washer. 

It stays put. It is 
never lost. It saves 
annoyance and_ incon- 
venience. 


HUTT: 


Me) 


(Actual Size) 
The RED BAND iden- 


tifies the genuine 
Mueller Nozzle 





3. It’s Nickeled 


Over the solid, forged brass body 
of this nozzle goes a coat of nickel. 
This bright, attractive finish at once 
sets this nozzle apart as distinctive 
and rust and tarnish-proof. The 
nozzles do not even have to be 
wrapped. There is nothing else on 
the market like it. 


4. A Trademark That’s 
Different 


The name “Red _ Band” is 
emphasized by a bright red band 
of “Duco’’—a striking contrast to 
the nickeled surface. It’s a trade- 
mark that will be remembered, 
and with the satisfaction built into 
this nozzle, will lead to repeat 
sales. ‘‘Red Band” will become a 
buy-word for the’ best in nozzles. 

cs 


3 


Sell Mueller Red Band—the Nozzle With the Four Exclusive Disares 


Order through your jobber. 


MUELLER BRASS Co., PORT HURON, MICH. 


(Associated with Mueller Co., Decatur, Ill., and Sarnia, Ont.) 


' The Muellers Have Been Making Quality Brass Goods Since 1857 











HARDWARE AGE October 29, 1925 


Sidewalk Cycle 


a 3 
~ Built Like gr were 
a Bicycle ant 









































Coil Spring : 

Saddle, 4 
ded T 

ee oe Rubber 


<—— Adjustable ‘ 
Handlebars For Children 
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| from 6 to 10 
Adjustable 
é-In. Post years of 
age 





Tubular Frame 


<— Brazed 






























12-inch Tan- Joints 
gent Spoke, 
Ball Bearing 
Wheels 
Rubber Tread Very Strong 
Adjustable Pedals Malleable 
Bicycle Chain Fork 













r Nickle -plated 
Mall. Cranks, 
Ball Bearing 
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ere From present indications there will be a 
Tot Walker al | BIG good demand for this newest number in 
- | the ‘‘Pioneer” line. No holiday stock 
will be complete without this Sidewalk 
Cycle. Read over the specifications of 
this new Juvenile Vehicle. Quality pre- 
dominates. Gendron’s long experience in 
building bicycles puts the ‘Pioneer”’ 
Sidewalk Cycle away past the experi- 
mental stage in design and construction. 
It is a finished article in every sense of 
the word. Don’t go into the holiday 
season without a stock of these vehicles. 


They'll sell fast. ; 


The Gendron Wheel Company 
Toledo, Ohio 








Mr. Jobber: 


8 Catalogue pages like thisinsert with wide white margins for punching and trimming furnished on request, 
makes Bo-kay Polish and Mops easy to add and sell. 
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The Fragrance of Rowers |} For Beautifying 
Not the Odor of Oils Sill Floors 


HE Bo-kay Mop is as strong and sturdy as a mop can be BO-KAY MOP PRICES Price 
made. It will stand a lot of rough and hard use. It is Per Doz. 
. > . ° : a a a No | Bo-ka\ Polish Mop | a eee aes $18.00 
large, has a wide spread; a big plume; it picks up and ao 4. fe dar Seam been (Eee? £1 50 $18.00 
. * . oO O-KaV ust Op gl Fe ae ee a ee ee ee ee ee i a a oe P ; 
holds more dust. The steel frame is heavily padded and there . dom t & £a 20 Ibs a 
is nothing to come apart or get loose. All wonderful features Extra handles.......+¢er+eueesueresercersee sees geascees 35¢ $4.20 
that all women will appreciate. pn ee ee eee le 


The handle folds down flat on the mop head so the mop will 
go under low places like radiators and beds. The handle is 
highly polished; straight grained maple; will not warp; no 
threads to break—nothing to give any trouble. 

Best of all—the Bo-kay Mop is treated with Bo-kay Polish, 
which imparts “The Fra- 
grance of Flowers—Not 
the Odor of Oils.” 

Each Moo is packed in 
a highly decorated can, 
witha rolied edge, 
something new, 
and makes a won- 
derful display. 
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Tar” If your jobber cannot supply you, write us and we will give you name of jobber in your territory 
who carries Bo-kay Polish and Mops. 


Bouquet-Brownson Co..Inc. 


St. PAUL. MINN. 
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Mr. Jobber: 
8" Catalogue pages like this insert with wide white margins for punching and trimming furnished on request, 


makes Bo-kay Polish and Mops easy to add and sell. 
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The Fragrance of Rowers ~Not the Odor of Oils 





RB ~-KAY POLISH offers addition has merits no other polish has, that 


several _— ideas and all of a fragrance rather than an objectionable 
of these ideas are selling 
~ odor. 


oo \ points; points every woman 
i he will appreciate and_ conse- The Fragrance of Hlowers 
~Not the Odor of Oils 


WV * quently buy Bo-kay Polish. 


The name Bo-kay is attrac- 


tive, the package 1s attractive, Bo-kay Polish is true to its name; “It 
the polish itself is the result of innumerable has the delightful odor of flowers, not the 
experiments to make the best furniture odor of oils.” It makes the room in which 
polish possible. It possesses all the merits it is used pleasant—the delightful scent of 
of the best polishes on the market and in a conservatory. 


This is a big point. One every housewife 
will appreciate. It means big sales. 


PACKAGES, PRICES, WEIGHTS, ETC. 


Price Per 
Each Doz. 
FF EE $3.00 
Noodwork o | dozen in carton, 8 lbs. 
bloc rs - 4 ‘ = , 
; alae | Pg cn ct Birt ETT CTT eT TTT Tee eee” $6.00 
va tb } 1 dozen in a carton, 20 lbs. 
+ weingetl Mop? || Ouart cam ..... eee eee eee eee, $1.00 $12.00 
1 dozen in a carton, 28 Ibs. 
i, Ok ke each eee neues $1.75 $21.00 
YZ dozen in a carton, 26 lbs. 
en GE. . ccccewesceen ceussaaess $3.00 $36.00 


14 dozen in a carton, 50 lbs. 














sa" If your jobber cannot supply you, write us and we will give you name of jobber in your territory 
who carries Bo-kay Polish and Mops. 


Bouquet-Brownson Co..Ine. 


St. PAUL. MINN. 
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‘‘A Display Feature with 


a Real Idea Behind It,’’ 
Says One Retailer 


HE “Velchek” Self-merchandising board 

is a quietly efficient salesman. Against 
a bright background of green, the keen-edged 
chisels, polished drills, wrenches and clean, 
white hickory of the hammer handles stand 
out—they catch the eye of the passing buyer. 
Every person who enters your store sees the 
“Velchek” board. The sudden recollection of 
needed tools flashes to mind and sales are 
made. 


FRIENDS 


LIFETIME 






























(Easy to Say Velchek") 











Mr. Vacha’s letter is one of many we have re- 
ceived from retailers. Mail the coupon to us 
and find out how you, foo, can increase tool 
sales. 


The Vichek Tool Co. 


3000 East 87th St. 
Cleveland, O. 








The photo shows how Mr. lacha, a progres- 
sive Cleveland merchant, uses the “Velchek” 
Self-Merchandising board to attract the at- 
tention of his customers. 





Oee - $ ee, 
. Siedler! eels eat 


(EASY TO SAY VELCHEK) 


i efeos i 


Keep Mechanics Good Femnesed 





FRANK M. VACHA 
Successor to Fred. A. Pierce 
GHNBRAL HARDWABB & SPORTING GOODS 
6119 BROADWAY 
CLEVELAND, 0O. 


October 14, 1924 
The Vichek Tool Company 
Cleveland, Ohio 
Gentlemen: 

Just about once every so often, 
someone produces a display feature 
with a real idea behind it—such «# 
one is your Tool Display Board. 
Since we installed it, we have 
noticed a considerable increase in 
our tool sales, especially such ar- 
ticles as Vichek Cold Chisels, Screw 
Drivers and Hammers. 

Yours very truly, 


Gronk a Vacka 



































Mail This 


Coupon! 
Viehck 
Tool Co., 


3000 E. 87th St. 
Cleveland, Ohio 


Please give me full 
information on the 
“Velchek” Self-Merchan 
ing board. 
Name .. 


Address neee 


ere 
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A Level Display that does its own Selling 


Put one in the window and one on the 
counter. The bright coloring, the attrac- 





tive finish on the levels and the importance o_o 

of the name “Sand’s” all combine to make Suggested 
. - . Resale 

sales without effort on your part. National ieee 


No. 1-A Mason Wood Level, 48”.. 3.00 
No. 3-A Mason Wood Level, 48”.. 3.75 
No. 7-A Mason Wood Level, 48”.. 5.75 
No. 677 Carp. Wood Level, 18”... 1.10 


advertising in the publications read by level ; 
1 
1 
1 
P 1 No. 678 Carp. Woed Level, 24”... 1.25 
1 
1 
1 
l 


users adds effectiveness also. 


No. 118 Carp. Wood Level, 24”... 2.25 


This level display costs you less than the 


regular price for the levels. Only two, No. 18 Aluminum Level, 18”...... 4.75 

No. 24 Aluminum Level, 24”...... 5.50 

therefore, are allowed to the dealer. You soos: adie tiiitite AMI as pag 

cash in on this extensive advertising as many eine 

; Total Selling Price..........2.06. 33.85 

other hardware dealers are doing and please SI Seaiiecncudtniiniceis 21.95 
your customers by selling them levels that ; 

Margin of Profit Over 35 ........ 11.90 











give full value for every cent of their cost. 


Write or Wire Your Jobber Today. 


SANDS IEVEL & TOOL CO. 


“SAND’S LEVELS TELL THE TRUTH” | Detroit, Michigan 








8629-37 Gratiot Ave. 
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Every Man’s Barrow 


HEY just can’t pass this barrow by. Its black and 
orange color does attract attention. Its workman- 
ship and finish rarely fail to win approval. 

Akron 143 is a real barrow, built for a real day’s work. 
The three cubic foot capacity steel tray carries a useful 
load of any type of material. The handles of real hickory 
are comfortably spaced, strong and tough. The frame, 
that must stand the wear and tear, is doubly braced 
where strength is needed. 

And when they hear the price, the sale is made. This 
is just the barrow and the price for the hardware dealer’s 
many customers who need a barrow for the home, for 
the garden, for the lawn, for the farm, for the many odd 
jobs everywhere. 


Any Jobber who wants a sample of ‘‘The Fastest Selling Dealer 
Barrow’’—Akron 143, may have a barrow without expense, for his 


inspection. 
THE AKRON BARROW COMPANY 
3140 East 65th Street Cleveland, Ohio 
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Paint ~ audit 
. your Town 


/ 





VER 60% of the property in this 
country needs paint—and most 
of it is going to be painted. There’s 
enough latent demand for paint in 
your town to double your business. 


Paint-audit your town... qualify for 
the du Pont Paint and Varnish Fran- 
chise ... and get the lion’s share of 
the business. 


Write or wire our nearest office for details. 


aU PONT 


E. 1. DU PONT DE NEMOURS & CO. , Inc. 
35th Street and Gray’s Ferry Road 
Philadelphia, Pa. 


2100 Elston Avenue Everett Station No, 49 
Chicago, Ill. Boston, Mass. 
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8 SN SSF er F_ 
With the first 
breath of win- 


ter, check up 
on your stock 


of 
STAN LEY 


STORM SASH 
HARDWARE 








Write for sales literature 


THE STANLEY WORKS, NEW BRITAIN, CONNECTICUT 
New York Chicago Seattle STANLEY J San Francisco Los Angeles 
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Your hordwure deater sells 
NICHOLGIN Fides for covers hind 
af vow, and jar every Ming need. 


NICHOLSON FILE © ; 
P-nopldenge, Ft. VER J 





ee! 
Fe 
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The Sentence. That’s 
Selling for YOU 


HERE’S a “hook” in NICHOLSON advertising 
copy. A “hook” in the shape of a sentence 
that reads: “Your hardware dealer can supply 
you” or “Ask your hardware dealer about 


NICHOLSON Files.” 
We have often told you how completely NICHOLSON Ad- 


vertising covers prospective file users through national maga- 
zines, metropolitan newspapers, the trade and technical press. 


So this time we just want to remind you of the “hook” in 


NICHOLSON copy that pulls these prospects to you. And 
to urge you to stock and push NICHOLSON Files so that 


when we say “Your hardware dealer can supply you”, we 
will know you are backing us up. 


NICHOLSON FILE CO. 
crOLsy PROVIDENCE, R.1., U. S. A. 
soy 





U.S.A. ---a File for Every Purpose 
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The new Neptune Sharp- 
ener makes a tremendous 
hit with housewives— 
there are so many popu- 
lar uses for it. 


Think of it—a new article 
superior to all others on 
the market and priced 
lower than most. Look 
for these features. 


1 Rare beauty. 
2 Enclosed in 
Aluminum Case. 

3 Rust proof throughout. 

4 Durable con$truction. 

§ Supreme utility— sharp- 
ens all cutlery quick. 

6 Eighty-five cent retail 
price. 

7 One Year guarantee. 





HARDWARE AGE 


THE Latest Word in Sharpeners—the 

Neptune gives you the edge on competi- 
tion! Without hesitation you can offer this 
Sharpener to your trade with the assurance 
that it will positively sharpen all the house- 
hold cutlery including scissors and shears. 


A sparkling, attractive utility that maintains 
its appearance and efficiency indefinitely. 
Strictly a quality item at a price well below 
the average on the market. 


Now—Mr. Dealer, check this against your 
own experience on household utilities. We 
know your good judgment will determine 
the proper action and for your convenience 
this coupon is attached—better send it now. 
Your competitor will probably lose no time 
in sending his! 


Neptune Manufacturing Co. 


127 North Dearborn Street 
CHICAGO, ILLINOIS 
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Develop Chain Sales for a Bigger Hardware Business 


Do you sell chains — 


or do a few customers 
occasionally ask for them? 


HERE are scores of 

uses to which chain 
can be put. Chain very 
often can replace rope— 
but people keep on using 
rope through habit,in spite 
of the fact that it requires 
frequent replacement. 


Chain is stronger, is practi- 
cally as flexible—it cannot 
fray and rot—lasts indefi- 
nitely. When customers 


ask for rope, ind out what 
they intend using it for. 
More than likely chain 
will do better. Youll have 
better satisfied customers 
—and make a bigger profit 
on the sale. 


Ask your jobber’s sales- 
man about the “ACCO” 
line. He can suggest many 
uses to increase your 
chain profits. 


10 Basic Chains can be sold 
for 101 Different Uses 


October 29, 1925 
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ACCO CHAIN 


“A style, a size, for every purpose 










Farmers need chains 
for many purposes 


The farm market for chain is a big one— 
from general utility chain to cow ties, har- 
ness chain and hardware, etc. If you handle 
the farm trade and are not carrying the 
ACCO line of farm specialties, you are miss- 
ing a big opportunity to profit. Your jobber can 
give you all the details—ask him to do this. 
































Industry and Business are 
using chain more and more 


There are probably dozens of concerns in 
your immediate locality using chain for 
many purposes. Find out their requirements — NO 
—let them know you handle the best known j CHAIN COMPANY. 
line of chain in the country and can supply a 
them. Business like this is worth going after. 

















Home Owners will 
buy more chain 


There are many uses for chain in the home 
—Porch Swing Chain, ACCO Round Cord 
Pulley Chain to replace window cord—dog 
chain, etc., etc. Next time a housewife 
comes in for some household article, remind 
her of these specialties — you'll uncover 
profitable business by doing this. Remem- 
ber always, when chain is better, se// chain. 























American Chain Company, Incorporated 
BRIDGEPORT, CONNECTICUT 


In Canada: DOMINION CHAIN COMPANY, Limited, Niagara Falls, Ontario vt ii Wa 
District Sales Offices: Boston + Chicago + New York + Philadelphia - Pittsburgh - San Francisco Se 
World’s Largest Manufacturers of Welded and Weldless Chains for all Purposes 


| AERA CRRER DE NERRRA RRA ENRON ASIII 
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Here’s The Correct Solution 
to your customer’s Tool Problem 


—Sell Him Brown & Sharpe Tools 


When you sell a customer 
Brown & Sharpe Tools, you feel 
assured he will be satisfied. Their 
long-lived accuracy will help him 
do better work. He'll find these 
tools really give his skill every 
opportunity to show at its best— 
That's why you should sell him 
Brown & Sharpe Tools. They're 


best for every tool requirement. 












Write for Small Tool Catalog No. 29. 
See the complete line of over 2000 different 
Brown & Sharpe Tools. 


BROWN & SHARPE MFG. CO. 
Providence, R. [., U. S. A. 















































BROWN Gf SHARPE 
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Odborn Brushes 



















This Osborn 9-Piece Window Trim 


Boosting Dealer’s Brush Sales 


Osborn supplies free to its dealers this gales-producing window trim. 
It is another means by which Osborn is bringing the brush business—and 
profits—to the retail store—to your store. 


Osborn is running a strong advertising campaign in national publications* 
every month. Every Osborn advertisement tells women to buy brushes 
at retail stores, and to identify these stores, Osborn supplies you 
with this attractive window trim (one will be sent immediately if you 


write for it). 


Ask your jobber about the Osborn Blue Handle Brush line. See for your- 
self the qualities, attractiveness and low price of these better-wearing 
brushes. You can get the brush business in your locality, you can take 
the profits which are now going to house-to-house canvassers if you 
become an Osborn dealer. Think it over, then act. 

* See the full page Osborn advertisements in the Saturday 


Evening Post— Woman's Home Companion—Goed Housekeeping 
and in smaller space regularly in The Christian Science Monitor, 


TE OSBORN MANUFACTURING LOMPANY 
CLEVELAND, OHIO 








This window and counter display 
stand will work for you. Ask 
us, or any Osborn distributor 








These well-known houses are autnus 

ized distributors for Osborn Blue 

Handle Household and Personal Use 
Brushes. Ask them. 


Atlanta, King Hdw. Co.; Birmingham, 
Wimberly and Thomas Hardware Co.; 
Beaumont, E. L. Wilson Hardware 
Co.; Boston, Decatur & Hopkins Co.; 
Buffalo, H. D. Taylor Co.; Chicago, 
L. Gould & Co.; Cedar Rapids, Har- 
per & McIntire Co.; Cleveland, W. 
Bingham Co.; Cleveland, Kinney & 
Levan Co.; Cleveland, Geo. Worthing- 
ton Co.; Dallas, Huey & Philp Hard- 
ware Co.; Detroit, Buhl Sons Co.; 
Duluth, Kelley-How-Thomson Co.; 
Evansville, Evansville Supply Co.; 
Fort Wayne, Wayne Hdwe. Co.; 
Huntingdon, C. H. Miller Hdwe. Co.; 
Indianapolis, Van Camp Hdwe. & 
Iron Co.; Ithaca, Treman, King &Co.; 
Kansas City, Townley Metal & Hard- 
ware Co.; Manchester, John B. Varick 
Co.; Milwaukee, John Pritzlaff Hdwe. 
Co.; Minneapolis, Janney, Semple, 
Hill & Co.; New Haven, Bronson & 
Townsend Co.; New York, C. H. & 
E. S. Goldberg Co.; New York, Mas- 
back Hdwe. Co.; Omaha, Lee-Kountze 
Hdwe. Co.; Ottumwa, Harper & 
McIntire Co.; Philadelphia, Supplee- 
Biddle Hdwe. Co.; Pittsburgh ,Logan- 
Gregg Hdwe. Co.; St. Joseph, Wyeth 
Hdwe. & Mfg. Co.; St. Louis, Geller, 
Ward & Hasner Hdwe. Co.; St. Paul, 
Farwell, Ozmun, Kirk & C o.; Saginaw, 
Morley Bros.; Salt Lake City, Salt 
Lake Hdwe. Co.; Seattle, Schwabacher 
Hdwe. Co.; Syracuse, Burhans & 
Black, Inc.; Toledo, Bostwick- Braun 
Co.; Watertown, W. W. Conde Co. 
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The 
FOSTER 
400 


The New Parlor 


Furnace with 


the Self-Cleaning 
Fire-Pot 





amenntaeiiainanen 














The Public Demands Something NEW 


o 
Something new in furnaces—not only new in design and construction but new 
in results—this describes the Foster 400. Here is a heater that appeals because 
of its attractiveness, the ease with which it can be taken care of, its adaptability 


to any home, its real heating power and, finally, its cleanliness. 














Dealers who handle the Foster 400 find that the above features never fail to 
sell this heater to those who want value. Put one in your window; it makes a 


handsome display that will attract everyone. 


Write us for full details about this profitable and ready seller. 


The Foster Stove Co., Ironton, Ohio 
Makers of *‘The Foster Line’’ 
Parlor Furnaces, Cooking and Heating Stoves for Wood, Coal or Gas, Steel and Cast Ranges 
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SAMSON 
Trade Mark 





Mr. Jobber—There Is a 
Difference In Sash Cord 


The illustration above shows a sash cord with a loaded center. 
Such cord is avoided by discerning dealers, because they know it 
will wear out quickly and give trouble to their customers and 
because they have to pay the price of honest cotton cord for loading 
material that the cord is better off without. They have learned 
to look for smoothly braided cord of uniform quality free from 
loading in either the center or the outside strands. Their cus- 
tomers demand it, having learned by experience that roughly 
braided, adulterated cord is more expensive in the end. 


SAMSON SPOT SASH CORD 


has established a reputation for maximum service. It is made of extra 
quality stock, is carefully inspected and is guaranteed free from imperfections 


of braid or finish. 


PHOENIX SASH CORD 


Made of good, even yarn, smoothly and firmly braided, and uniform in 
size and quality. It can be depended on to be free from the prominent 
imperfections and rough places found in common cord of other makes. 


SACHEM SASH CORD 


Like the Phoenix, except made of a little cheaper stock and not: quite so 


firmly braided. 
None of these cords are doped with wax or other loading material, either 


in the center or in the strands. 
The “imitation” sash cord used in recent years is giving out fast now and 
every time a window cord breaks a demand is automatically created for 


something good to replace it. 

All the above cords furnished in 100 ft. hanks, one dozen in a package, or 
in coils, reels or tubes. Samson Spot Cord also furnished in cartons con- 
taining four 25 ft. hanks of No. 7 for retail distribution. if 


ARE YOU READY TO SUPPLY THIS DEMAND? 
CAN YOU FURNISH REAL SASH CORD? : 
: 


Send for samples and catalogue of braided cord of all 
kinds, including clothes lines, small lines, awning Ifne, etc. 


SAMSON CORDAGE WORKS 


88 Broad St., Boston 9, Mass. 
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UR sales records prove that Irwin Auger Bits 

in sets move particularly well as a Christmas 
item. Their range of appeal is wide—a set of bits 
is needed in every home—every mechanic needs a 
good set. 


This year we are helping to point out Irwin Auger 
Bit Sets for Christmas gifts by supplying the trade 
with attractive display.cards, as shown in the illus- 
tration at the left. These cards perch Santa Claus 
‘up on the set box for wind6v or counter display, 
and he calls attention to this gift that will be appre- 
ciated by hundreds of men in. your. community. 















Be sure your stock of Irwin Auger Bit Sets is ample 
to meet Christmas requirements. 








THE IRWIN AUGER BIT COMPANY 
WILMINGTON, OHIO 


“Largest Makers of Woodboring Tools in the World” 











European Agents: 
Markt & Hammacher Co., 193 West Street, New York City 


ThelRWIN Bit 


REG. U.S. BAT. OFF. 
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——h————_————— McKAY tire chains 


have satisfied motor- 
ists everywhere. 


McKAYS will stand 
the gaff. They cost 
no more at the start 
—less in the end— 
because they last. 





TIRE CHAINS 
C 


MCKAY. os BUMPERS 


Add “Good Looks”’— 
Protect “Good Looks” 


UNITED STATES CHAIN 
& FORGING COMPANY 
Makers of Complete Lines of Chains for All 
Commercial and Industrial Purposes 
Union Trust Building 
PITTSBURGH, PA, 
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Simple—yet Most Efficient 


FTER glancing at the preceding page you might ask, “How can 
an oil burner so simply constructed have all the unique features 
attributed to it and generate the intense heat claimed for it?” 
Below is an explanation of a few of the special features of the 

Lorain High Speed Oil Burner. But words cannot demonstrate the 
heating-efficiency or fuel-economy of the Lorain Burner. If, however, you 
will write to any of the American Stove Company Divisions listed below, 
an actual demonstration will be quickly arranged and you will be shown 





how easy it is to sell Lorain-equipped Oil Cook Stoves at a good profit. 


Combustion-Tube (Inner): The only part of the 

Lorain High Speed Oil Burner that can possibly be 
affected by the intense heat. Therefore, the inner 
combustion tube is made of heat-resisting “Vesuvius 
Metal,” and is guaranteed to give ten years’ service 
without burning out. The bottoms of both inner and 
outer combustion tubes are tapered. This prevents 
“boil-overs” reaching the wick. This taper-construc- 
tion also permits the use of a small-diameter wick 
with the heating-efficiency of a large-diameter wick. 


Wick (Lorain): Manufactured exclusively for 

the Lorain High Speed Oil Burner. Has the 
smallest diameter of any wick used in an oil cook 
stove. A small-diameter wick can be raised easier 
and truer than a large-diameter wick and, therefore, 
always has a more even burning-surface. Regardless 
of their small diameter, Lorain Wicks give more 
burning-hours because they have more burning-surface 
above the sleeve. The perforations in the wick-sleeve 
serve to engage the ratchet wheel at any point, and 
cause the wick to be raised and lowered with a rotary 
movement that insures an even burning-surface. Lorain 
Wicks seldom require cleaning. 


Head (Removabie). Made of material that does 

not transmit heat from the combustion chamber. 
A one-quarter turn engages or disengages this Re- 
movable Head. When in position, the Removable Head 
allows just enough space for the Lorain Wick to 
pass. The wick fits this space so closely that par- 
ticles of carbon cannot get into the oil-chamber. Also 
the close fit of the Removable Head around the wick 
keeps the wick-sleeve from being carelessly turned 
out of engagement with the ratchet wheel. 


GUARANTEE 


Should the inner combus- 
tion tube of the Lorain 
High Speed Oil Burner 
burn out within 10 years 
from date of purchase, re- 
placement will be made 
entirely free of charge. 


AMERICAN STOVE 
ST. LOUIS, MO. 


Raiser (for Chimney): A simple device, operat- 
ing on the eccentric principle. Never fails to 
elevate and hold the chimney for lighting. 


Wick-Stop (Patented): Requires no adjustments. 

' Always stops the wick at correct lighting-point 

which, with the Lorain Burner, is also the burning- 

point. In other words, after turning up the Lorain 

Wick for lighting, it is ready for continuous work—no 
further adjustment being required. 


Wick-Tube (Inside): All brass — corrugated to 

eliminate friction when wick is being raised or 
lowered. The corrugations also permit thorough sat- 
uration of wick from the inside surface as well as 
from the outside surface. 


The Red Wheel: American Stove Company’s 

mark of identification—a symbol of highest qual- 
ity guaranteed by the World’s Largest Manufacturers 
of Cooking Appliances. 


Wick-Tube (Outside): All brass, with bottom 

corrugated to give great strength and rigidity. 
Note extra-wide space between wick and outer tube 
at all points, made possible by unique removable head 
feature. This construction insures easy movement of 
wick, prevents wick-sticking, and makes wick-changing 
quick, clean and easy. 


ALL PARTS OF THE LORAIN BURNER ARE 
MADE OF LONG-LASTING MATERIALS THAT 
RESIST THE MECHANICAL ACTION OF HARD 
USAGE AND THE CHEMICAL ACTION OF 
FUEL AND INTENSE HEAT, 


Many famous makes of Oil Cook 
Stoves are now equipped with 
Lorain High Speed Oil Burners 
including: 

Quick Meal—Quick Meal 
Co. Div., St. Louis, Mo. 
Clark Jewel—George M. Clark & 

Co. Div., Chicago, III. 
Dangler—Dangler Stove Co. Div., 
Cleveland O, 
Direct Action—National Stove Co. 
Div., Lorain, O. 
New Process—New Process Stove 
Co, Div., Cleveland, O. 
1925 


COMPANY 


Stove 
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Hammers for 
Carpenters 
Wood Workers 
Machinists 
Blacksmiths 


Farriers 
Tinsmiths 


Sheet Metal Workers G O od Hammers for the Mechanic 


Bricklayers 
PEXTO HAMMERS are the result of expert 


Upholsterers ) ; | 
workmanship, unusual care and inspection from 
start to finish. 


They are forged from one piece of special tool 
steel and tempered to an extreme toughness. The 
handles, which are shaped to fit the hand, are made 
from selected second growth white hickory. 


The line is complete and covers practically 
every style of hammer in common use. 


Our dealer helps consisting of Metal Display 
Fixtures, Window Cards and Booklets, will help 


you increase your sales. 


The WORTH WHILE TOOLS 


PECK STOW & WILCOX CO. 
Southington, Conn. U.S.A. 
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| THE STORY OF THE EMPIRE NEW PROCESS BOLT — Chapter 2. No..6 * 














Under stress and strain, they hold! 





} 

: 

i HEN you're looking for profit fitted to cope. Older problems—like 

1 leaks, look at your bolts. See heading bolts cold, punching steel nuts 

4 how much of your mechanic's time 1s cold, automatic chamfering, trimming 

lost because of them. See what come and burnishing—had been solved here. 

backs they cause and what ill will they And it was here a way was found to em arn 

| engender. produce a thread having the accuracy EMPIRE. 

And then ask if you can afford to of a hardened and ground gauge and the New Process 

keep on in that way. There was a time strength to stand up under any strain Bolt Thread 
not very long ago, when you couldn't that the hardest service could impose. 

3 help yourself. You had to take cut The thread of an Empire New Process 

thread bolts whether you wanted them bolt is built up on a prepared blank, : 
or not. using a new type of die. Under the 


pressure of the die the steel molecules. 
The conventional way of making a instead of — a ae —_—, 
bolt thread is with a cutting die. And unite more Closely an¢ form a sol 
that way leads to stripping structure that -makes the thread so 
You can't cut into soft steel without The that jo can ig tg . 
breaking down its molecular structure 4 Use OF “4 te ro eer ae ” 
; The walls of the thread are thus deprived a seine — a 4 aque 
of the support they so badly need, and expense that cut thread bolts are 
where the strain on the bolt is greatest. causing. And they cost no more than 


Cutting Weakens the Steel 


former Empire Bolts. ' 
The stripping evil was a problem with will give you the opportunity. Write 
which the Empire plant was singularly tor them. 








RUSSELL, BURDSALL & WARD 
| ©® BOLT & NUT COMPANY ® 


PORT CHESTER.NY. 








Branch Office Branch Office Branch Strimple & Gillette Maydwell & Hartzell, Inc. 
Straus Building General Motors Bidg Factory 169 Jackson Street 158-168 Eleventh Street 
CHICAGO DETROIT ROCKFALIS, is. SEATTLE 

| Makers of Bolits,Nuts and Rivets Since i453 
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Start The Screen Cloth Season Right 


Be 





OW is the time to place your orders for screen cloth for next spring’s sales. 
And the screen cloth you order should give your customers complete satis- 
faction and provide you with increased profits, quick sales and rapid turnover. 


Jersey Copper Insect Screen Cloth meets al] these requirements. Read what a 
few of the merchants who have recently stocked Jersey have to say about it. 


“It is with pleasure and satisfaction that we 
check up on this year’s business in 16 mesh 
Jersey Copper Screen Cloth. We started the 
sale of this material last year and apparently 
customers who purchased then must have 
broadcast the virtues of Jersey Cloth because 
so many of this year’s customers have said 
that Mr. So-and-So had purchased his Jersey 
Copper Cloth here. Weare firmly convinced 
that the trade is very much satisfied with the 
Roebling process cloth because it surely does 
hold its shape. We are excluding all other 
copper and bronze cloths.” —J. V. Vrooman’s 
Sons Co., Schenectady, N. Y. 


‘“Since-1924 your 16 mesh copper wire, dark 
finish, is a part of our permanent stock. We 


are very well pleased with the results we have 
had in the sales of this screen cloth. A great 
many of our customers have called for Jersey 
Copper Screen Cloth.” —Joseph T. Burrowes 
Co., Red Bank, N. J. 


“We have been handling Jersey Copper 
Screen Cloth for the last two years and have 
experienced a steadily increasing sale for 
same.’—L. Birkel & Sons, Louisville, Ky. 


‘It has always been our policy to stock the 
best manufactured product in each line. We 
have found the products of The New Jersey 
Wire Cloth Co. the most satisfactory, and 
have never had a dissatisfied customer.’’— 
H. M. Sanders Co., Boston, Mass. 





Get your share of the profits by laying in a stock of Jersey—the most widely 
advertised screen cloth on the market—the cloth which will not rust and has 
stiffness and tensile strength comparable to steel, qualities imparted to it by a 
special Roebling process. 

THE NEw JERSEY WIRE CLOTH COMPANY 


628 South Broad Street New Jersey 
}/1 Grades of Wire Cloth Made of All Kinds of Wire 


JERSEY 
Copper Screen Cloth 


Trenton 
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Made of Copper 99.8% Pure 
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i sic cll Means Quality Locks, 
Padlocks, Night Latches, 
Key Blanks 
Write for copy of our new 164-page 


Catalogue No. 30—just off the press. 


Fraim Padlocks, Night Latches and 
Key Blanks made only by 
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The E. T. Fraim Lock Co. eta fl 


14.” & 2” pin tumbler bronze LANCASTER, PA. 


Nos. 753 and 825 
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Nos. 206 and 200 


























% esis yt Nee ston ai om ‘ 


hs: 
2 





























October 29, 1925 HARDWARE AGE 
i FE OTT OD 
| J" 
lt jr 
: ; 2. 7 : \___ 4 








No. 234 


THE BRAINERD LINE 
JOBBERS! 1; Your Stock in Shape? 


Brass and Steel Trimmings for Radio Cabinets— 
Chests—Tool Boxes—Suit Cases—Fancy Boxes 
—Medicine Cabinets—Refrigerators. 


Hinges wil ROU Hooks 

Hasps ‘ea ys Keychecks _ 
Corners : " 4 ia " Escutcheons 
Catches | sia Card Holders 
Knobs Cleats 

Levers Cabin Hooks 
Fasteners _ Moulding Hooks 
Flush Rings Stair Corners 
Bolts Washers 
Handles Screen Numbers 
Pulls Flush Lifts 
Straps Brackets 





No. 614 


ALL CUTS REDUCED SIZE 
These Illustrations Are a Few of the 
1500 Different Items and Sizes We Make 





May We Have Your Inquiries and Orders? 


VVVVAVVAN 


} 


; » } 


THE BRAINERD MFG. CO. 


East Rochester, N. Y. 





No. 99 





No. 83 


No. 1015 No. 1123 





No. 1812 





No. 1908 
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Mason Paint Co. 


The Acme Quality Paint Store 
WALLACE J. MABON 


Peoreisror 
FULL LINE OF— 
Acme Quality Paints WwW. 603 FIRST AVE, 
VARNISHES. STAINS AND MAIN 2007 


ALL PAINTING SUPPLIES 


Vance Paint Coe, 
Walla Walle, Wash. 


Gentlemen: 


This is an exclusive paint store, in our second year 
in the business. We have carried the Aome Quality line of 
paint and varnish from the start eee 


oe 
tr 


At the beginning of our second fiscal year we laid 
out a quota month by month, and every month we have gone over 
this quote all the way from $365 to $1,250 ... and, while our 
total quota for the year calls for about $50,000, it looks 
very much as if we are going over $65,000 - and this will mean 
more than five turnovers of our stocke 





Regarding the Acme line: In our opinion, there is no 
better line on the market. It is clean, popular with contrac- 
tors, covers better than the average paints and is certainly 
of the highest possible quality. 


The window displays, the national advertising and 
direct mail advertising sent out have been of invaluable help 
and assistance, and "believe me,” we are grateful for then, 
for we do not think there is another company of any kind which 
does any more for its agents than the Acme White Lead and 
Color Works. 

Whenever any dealer, whether hardware merchant or an 


exclusive paint store, asks us what line he should sell, we al- 
ways say, "Try to get the Acme Quality franchise." 


eel 


oT 
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Yours fraternally, 


AINT COMPANY 























“No better line on the market to handle” 


There is no discrimination in the helpful selling service we render 
our dealers. Nor is there any variation in the type of commendatory 
letters we receive from them. Forty years’ experience has produced 
in Acme Quality a really remarkable line of paint and varnish. And 
the selling helps we are putting behind them are just as superior as 
the products. The above letter tells its own story. Read it. Then 
write us for details of the Acme Quality Resale Plan. Address 
Dept. 116. 


Acme White Lead and Color Works 
Administration Offices: Detroit, Michigan 


Branches in Principal Cities 
Dealer Service Stations Everywhere 


ACME QUALITY 


Paint-4*Varnish 
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Machine Screws 
Stove Bolts 
Tire Bolts 


BAEC AER 


Jd 


DCD ERDECES 


Dx 


Se 





American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 


ERR 
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From Raw Materials to Finished Products 


The above is a Sample Display of WICKWIRE 
BROTHERS Products, each product being made in its 
entirety—from raw material to finished goods by our 
own workmen—in our own plant—under our personal 
supervision. Open hearth steel used exclusively. 


This assures an unvarying quality which has char- 
acterized WICKWIRE BROTHERS Brands of Wire 


Goods for over 50 years. 


Special attention is directed to WICKWIRE 
BROTHERS Poultry Netting and Fencing made in 
three styles: Hexagon, Graduated and “W. W.” All 
three are furnished galvanized after or galvanized be- 
fore weaving. 


We suggest that you obtain these goods from your 
jobber, who is authorized to stand back of every trans- 
action whether you order a single roll or a hundred. 
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49 Years Leadership 
3 A stock of Bommer Spring ie 





Hinges is always a _ live 
Stock. It turns over rapidly 
enough to please the most 
energetic dealers. The rea- 
son is simple—selected ma- ~ 
terials, handsome appear- Scsens Duar Slings 
ance and perfect design ‘a @ 
making a hinge that is not 

only efficient and quiet but 
attractive as well. You'll ee tn 
find them in the finest public 
buildings and homes. 








It isn't necessary to edu- 
cate your customers up to 
Bommer Q ualit y—they 
No. 10558 want hinges as good as these. 


Lavatory Door Strike 





Late bs on ~ 
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Are you going to satisfy this 
want ? 


An Ordering Help 
Catalog 47 


BOMMER SPRING HINGE 
COMPANY 


Manufacturers 
251-271 Classon Ave. Brooklyn, N. Y. 





Type 2400 Type 2500 
Door Springs 


eRe rico ek rchoitta oe saat eee om 
2 MW ANY rece By UabNents Arisa lL eee , 














Lavatory Door Spring Pivot 
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Little Giant Scythes 
i 
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Any Pattern 
Any Weight 
S. B. or D. B. 
Men’s, House, 
Hunter, Boys’ 


Lightning Grass Shears Nowatoco 
No. 1—Japanned No. 2—Polished Scythook 
No 
cami and 
snath. 
Not a 
Grass 
Hook. 
Half-way 
between 


a 
Scythook. 


Blade— 
18 in. long 









Nowatoco 
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Blade— 
12% in. long 


— 
—_ en OS 


Little Giant Corn Knife 





Handle— 
31% ft. long 


LIT TLE STANT PATD 5-30-99 
CORN KNIFE 


The Original Hiram Holt Lightning 
Hay Knife 
We also make 


Little The Little Giant and Blizzard 
Giant z 
Corn 
Hook 





Blade— 
13 in. long. 


A real 


Tool. ~ NORTH WAYNE 
TOOL COMPANY 


13 in. long. 


i the Plants at North Wayne and Oakland, Maine Teeth 
Sales Office Main Office that stay 

1409-1410 Ford Bldg. Plant Office teeth. 
Detroit, Mich. Oakland, Maine Cuts fast 
atid easy. 


Little Giant, Kitchen Queen and Nokrum Bread Knives 









Licensed under Earle, Tilden, Sellers, Barden Patents. Other Patents Pending 
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NATIONALLY ADVERTISED 
OF COURSE! 





1926 will see our national advertising continued 
just as agegresively as in the past. 


Pennsylvania Quality Mowers are not only 
known as the best—but the best known. 






V : : it Ni \ 
PENNSYLVANIAIEAWAIMONYE 


{ aorta oyry.© 
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*OUNDEO 1877 PHILADELPHIA 


DENNSYLVANTA 


LAWN MOWERS 























Standard 
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SS” WATER SYSTEMS 
HAY UNLOADING TOOLS 
DOOR HANGERS -STORE LADDERS etc. 
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FOR EVERY PURPOSE 








With a background of over fifty years of successful manufac- 
turing of pumps, water systems, hay and grain unloading tools, 
barn and garage door hangers—with a thoroughly established 
reputation for highest quality and reliability—with a world wide 
distribution through over twenty-five thousand dealers—Myers 
“Honor-Bilt” Products are considered standard the world over. 


Our ability to design, produce and market products of uni- 
formly high quality has won the confidence of both consumers 
and dealers in this and other lands and is responsible for the posi- 
tion we now occupy as leaders in our particular field of endeavor. 
Today, dealers rely on the Myers Line for the best to be had in 
design, material, workmanship and finish, and hundreds of them 
are placing their exclusive efforts behind Myers Pumps, Water 
Systems, Hay and Grain Unloading Tools, Door Hangers, etc. 


With the growing tendency on the part of consumers generally 
to be more and more discriminating and to demand advertised 
products of known excellence, those dealers who are not already 
selling the Myers Line will do well to write us for catalog, in- 
formation and prices. (Note catalog illustrations to the left and 
ask for catalog covering line of Myers Products vou are inter- 
ested in.) 


ASHLAND, OHIO. 


rters for over Fifty Years of MYERS HONOR-BILT PUMPS for Ev 
RAGE DOOR HANGERS- STORE LADDERS, Etc. 
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the World Over | 





CO. 


| Headqua ery Purpose 
WATER SYSTEMS-“HAY GRAIN UNLOADING TOOLS ~- BARN,FACTORY and 
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Below, showcase dis- 
playof VollrathWare 
in front of the elevator 
on the second floor of 
the Geo.W. Hubbard 
Hardware Co., Flint, 
Michigan. At right, 
shelf display and gen- 
eral stock. This stock 
is kept up-to-date and 
completebyMr Wilke, 
who keeps the stock 
record. 
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This hardware store in Flint, Michigan, 
gives both showcase and shelf display 
to Vollrath Ware 


The Geo. W. Hubbard Hardware Co.., 
in Flint, Michigan, started in business 
the year President Lincoln was assas- 
sinated and has grown steadily since. 
Today it rates as one of the largest retail 
hardware stores in the state. 

The first thing customers see when 
they step out of the elevator on the 
second floor of this store is the showcase 
full of Vollrath Ware illustrated above. 

Near it is the shelf display also shown 
above. 

Here, all together, are some 72 differ- 
ent items of Vollrath Ware. The stock 
inventory runs around $500.00 to $600.00, 
and is turned from four to five times a 
year. 

A paying little business in itself! 


Vollrath dealers for 15 years 


“This house has sold Vollrath Ware,” 
says Mr. T. A. Mossop, Secretary and 
Treasurer of the company, over a period 
of fifteen years or more and we have 
found a steady, increasing demand for it. 


“We have always given a consider- 
able amount of space in our house fur- 
nishing department for its display.” 


In addition to the perpetual show- 
case and shelf display above, four or 
five times a year entire windows are 
devoted toa showing of Vollrath Ware. 

Says Mr. Mossop, We enjoy a very 
good volume of business on this com- 
modity and believe that this is brought 
about primarily by its attractive ap- 
pearance, the snow-whiteness, the good 
designs; also by explaining the three- 
coat feature. 

“The customer who really is looking 
for good value realizes that it is cheaper 
to buy this grade of ware. 

THE VOLLRATH COMPANY 


Established 1874 


Sheboygan Wisconsin 


OLERA PL 


WARE 


“Added to this, the really good na- 
tional advertising in many leading mag- 
azines creates a demand for Vollrath 
Ware.” 

How they make Vollrath 
advertising work for them 
The Geo. W. Hubbard Hardware Co. 
take advantage of Vollrath national ad- 
vertising to make their own advertising 

more effective. 

They show Vollrath Ware in thei 
newspaper advertisements. 

They send out Vollrath circulars with 
bills, statements, letters, packages. Never 
do they allow their customers to forget 
that they are Vollrath dealers. 

The result is the successful business 
which they do. 

Every dealer can increase sales in these 
ways. What are you doing to increase 
your business in Vollrath Ware? 

Our salesman will help you, or write 
us for suggestions. 
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MADE OF FINEST MATERIALS 
DOUBLE TESTED—-GUARANTEED 

















STANDARD 


y 
QUALI @ 4 


For a 


Qua le 










Compressed Air 


Sprayer. An ideal 
O a outfit for general 


use — moderately 


Century ™ 






No. 1089 
[awell Bucket Pump 
Double action, prac- 
tically unbreakable. 

















Jumbo Midget. One 
of a large variety of 
hand sprayers. 


Lowell Fountain Compressed 
Air Sprayer. Strongest air 
pressure sprayer made. 


HE sprayers illustrated above are rep- To assure yourself maximum sprayer sales 
resentative of the complete Lowell next season make arrangements now to 
line of hand and compressed air handle this quality line. See the Lowell jobber 


sprayers—all are made of extra heavy mate- in your community or write us direct. 


rials, double tested for efficiency and guaran- Descriptive literature showing the complete 
teed against defects. line will be sent on request. 


LOWELL SPECIALTY CO. 


LOWELL, MICHIGAN 
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What’s In A Name? Just This— 


The name “‘ILCO” is the nation’s assurance of security with attractiveness and 
economy combined. These features are creating an ever-increasing demand 
which every dealer should take advantage of and enjoy handling a profitable line 


together with quick sales. 

Is it not splendid for any dealer to know that merchandise of the BEST 
QUALITY can be sold profitably and reasonably to his trade? 

You cannot buy the GOOD WILL of your customers, BUT you can obtain it 
with ILCO PRODUCTS. 


Defies Assault From Inside or Out 


Our No. 202 DEAD = 
BOLT Night Latch Vg 
has a patented feature 
that is both PRAC- 
TICAL and EFFEC- 
TIVE. 

By turning key once _ back- 
wards, the bolt and inside knob 
are dead-locked so that the bolt 
cannot be forced back or the lock 

No. 202 opened from the inside by the 
knob. 

—A special protection for glass panelled doors. 

—It can also be used as an ordinary night latch and doesn’t cost any more. 

The demand is big— illustrate it with a neat mounted sample and watch your 
sales increase. 
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In BEAUTY and STRENGTH our Lock 
Set No. 250B EXCELS 


Lock Case is sturdily constructed and smoothly operated. 

Glass Knobs are of pretty design—ground and polished, 
silver backed, giving high lustre. 

Set No. 250A—same as above except with metal knobs in- 
stead of glass knobs. 

Set No. 250C—same as No. 250B except with small oval 


escutcheons instead of large plates. 





Do not.hesitate to request our catalog and prices—they will 


interest you. 


@@ [NDEPENDENTIOCKCO,4® 


LEOMINSTER, MASS., U. S. A. 








BRANCHES 
23 Warren Street 17 North Fifth Street 213 State Street 121 2nd Street 406 Wall Street 
New York City Philadelphia, Pa. Room 508, Detroit, Mich. San Francisco, Cal. Los Angeles, Cal. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob Sets, Key Blanks, Auto Switch 
Keys and Hardware Specialties 
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CORRUGATING COMPANY 


Enjoy Quick Turnover in 





Wheeling Drip Pans and 
Roasters are made from 
our own highest grade 
sheet steel with wired 
edges coated with rust 
preventative. They are 
a part of 4 large line of 
serviceable household 
ware. Write for catalog. 


Wheelin 


Wheeling Corrugating Company, Wheeling, W. Va. 


Roasters and Drip Pans 


Put Wheeling Roasters and Drip Pans out front,—on the counter, in 
the window,—let them go to work now to increase your Fall business. 


Cool weather suggests their use; low cost suggests their purchase,— 
and housewives appreciate the quality and long satisfactory service 
they can recognize in these smooth, clean and even colored steel 


kitchen utensils. 


Crescent Roasters are supplied with or without dripping racks; Deep 
Roast Pans with or without anti-burn rods, in a full variety of sizes to 
meet every need. If you are not prepared to meet the season’s demand, 
get in touch with the nearest warehouse listed below. 








New York Chicago Philadelphia St. Louis Kansas City Chattanooga Richmond Minneapolis 
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Pocket containing “How to Apply 
Home Comfort Weatherstrip ‘ cir- 
culars, for consumer. 





Pockets on each end contain ah Pockets on each end contain packaged enam- 
packaged enameled (rustproof) pe ~ ze eled (rust proof) tacks. Nocounting or weigh- 
tacks. Each package contains ing of tacks. Little time is taken when 
enough tacks to apply 20 feet making a sale of Home Comfort 
of Home Comfort Weather- Weatherstrip. 

strip, the amount required for 
the average window or door. 











§ color lithographed 
metal display sign. 













Lithographed metal 
spool ends; substan- 
tial; adds to attract- 
iveness of display; 
convenient for deal- 
er. Cannot tangle 
weatherstrip. 





Home Comfort Weather- 
strip is foot-marked every 

12 inches, Easy and quick 
€:: handle; no measuring 
necessary. Just count 
number of feet required. 





Novel, permanent, folding display stand. 
K: down when ages. Loaned to 
dealer for displaying Home Comfort 
Weatherstrip only. 


Easy to Handle 


Le can readily see why Home Comfort Weatherstrip is rapidly replac- 
ing all other types of weatherstrip. Think of the trouble you used to 
go to whenever you made a sale of the old style weatherstrip—measuring, 
cutting, sawing; dust and dirt; unhandy; unwieldy. Think of the loss from 
left over pieces, breakage, moths, vermin, etc. 


Whereas Home Comfort Weatherstrip comes in continuous lengths ona 
reel. You cut off the exact amount each customer wants—no yard sticks 
needed —because there is a foot-mark on every foot of Home Comfort 
Weatherstrip. No waste. No deterioration. The reel and stand takes up 
little room on your counter; only 10” x 14” x 20” high. Compartments on 
the back of the stand hold packaged tacks and circulars. Each package con- 
tains enough tacks to apply 20 feet of strip, the usual amount required for 
the average door or window. 

Home Comfort Weatherstrip is Nationally Advertised. There is a big and national con- 
sumer demand for it. It is easy to apply. Anyone can doit. Lasts for years + + + Including 
enameled rustproof tacks to match, the maroon Home Comfort Weatherstrip retails for roc 


per foot; the white 13c per foot. Get your order in immediately—either to your jobber or di- 
rect, mentioning your jobber’s name. Demand the Genuine. Do not exberiment with imitations. 





E. J. WIRFS ORGANIZATION, 128 S. 17th St., ST. LOUIS, MO. clo 





WIRFS 


MIE, 





Trade Mark Reg. U.S. Pat. Office 





PATENTED 


WEATHERSTRIP 
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DISTRIBUTORS 


O. D. PETERS, 
34 Murray St........... New York 


CHAS. J. WACHTER CoO., 
and and Arch St... . Philadelphia, Pa. 


W. W. BOLZ, 
Brady Bldg......... Pittsburgh, Pa. 


HARDWARE SALES CO. 
1278 West 3rd St.. .Cleveland, Ohio 


C. J. WATERHOUSE SONS CO., 


55 New Montgomery St., 
San Francisco, Cal. 


DANWILL CO., 
67 Columbia St... ... Seattle, Wash. 


LADORE & CO., 
610 Buhl Bldg....... Detroit, Mich. 


FRED S. WILSEY, 


826 Plymouth Bldg. 
Minneapolis, Minn. 


THE PRYCER CO., 
709 3rd Ave., Cedar Rapids . . . lowa 


AIRSEAL PRODUCTS CO., 
Exchange Bank Bldg., Albany. . .Ga. 


MacFADGEN & HART, 
1060% Milwaukee Ave.Chicago, Ill. 

















Note ease of making corner turn 
when applying Home Comfort 
Weatherstrips. No sawingor 
mitering; no taking down of doors 
or windows. Anybody can apply 
Home Comfort and that is anot 
reason why it sells so easily. 
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And Now 
KITCHEN KATCH-ALL 





The sanitary under-the-sink strainer 





Keeps Garbage OUT 
of Your Sink! 


ON’T let your nice white sink get all 
D stained up and smelly from that old- 
style open sink strainer. Clamp a 
KITCHEN KATCH-ALL to the waste 
pipe of your sink. When preparing meals, 
swing it out and drop into it the peelings 
and other wastes that accumulate while 
cooking. After meals clean the table leav- 
ings directly into it. When not in use 
push it back out of sight under the sink. 


The KITCHEN KATCH ALLisa 
double aluminum receptacle with an odor- 
tight cover, made somewhat like a double 
boiler. The inner vessel is a perforated 
garbage strainer. Both vessels are easily 
removed for emptying. 

The KITCHEN KATCH-ALL is so 
handy and convenient you wouldn’t part 
with it for twice its cost. No more ex- 
posed garbage, nor cluttered sink. No 
odors or unsightly drip. No more fre- 
quent trips to the garbage-can in all sorts 
of weather. 

You can get a KITCHEN KATCH-ALL 
from your Department Store, Hardware 
Store, or Plumber. Or send $3 direct to 
THE KITCHEN KATCH-ALL Factory 
at GREENWICH, O., and we'll deliver 
one, prepaid. Have one sent to a dear 
friend as a Xmas Gift. 


Write for Descriptive Folder 


THE OHIO METAL UTENSIL CO. 
GREENWICH OHIO 





\ 
~ . ~~ ; 
MA ATI yt Al \ 
a”! | ‘ J — : 


is Advertised 
Nationally 





ERE’S the forerunner of a national cam- 
H paign for the Kitchen Katch-All. The ad- 
vertisement reproduced at the left will ap- 
pear in the December issue of Good Housekeep- 
ing. To the great intrinsic merit of this sanitary, 
Under-the-sink Garbage-Strainer, we are adding 
the prestige and salability gained through adver- 
tising in women’s magazines. More than ever, 
the Kitchen Katch-All is a specialty of rare profit 
possibilities for the hardware merchant. 


Nothing has ever been offered the housewife 
through the hardware dealer that gives more last- 
ing satisfaction than the Kitchen Katch-All. Order 
a dozen. Sell ’em. At least a dozen more will 
soon be bought from you by those who saw the 
Katch-Alls in the homes of your customers. Right 
now is an excellent time to start selling them. Last 
year merchants couldn't get enough to satisfy their 
Christmas trade. Asa sensible, useful, moderately 
priced Gift of Utility it has no peer. 

If you would like a Kitchen Katch-All for your 
own trial we'll gladly send one on receipt of $2.00. 
Will you also kindly give us your jobber’s namé 
when writing?’ 


THE OHIO METAL UTENSIL COMPANY 


GREENWICH, OHIO 


























GOOD HOUSEKEEPING — DECEMBER 
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Hygrade Window Display at Overton’s, Topeka, Kansas 
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Overton’s lamp sales increased 350 per 


AIP riPsirein 


Ses 


cent in one year with Hygrades a 


hogeeg« 39 
% 
Bers 











— Here is a genuine lighting “We are pleased to advise that ci 
window—tasteful and attractive our lamp sales during the first 5 
floor and table lamps on one side, vear of handling AY GRADE bow 
Hygrade lamps on the other. lamps increased slightly better 


Overton’s sells lamps, but it than 350 per cent., 


also sells lighting, a profitable gape. our gg ome rae 
and logical combination. a SS ee 
; stores, hotels, factories, mills, 
The best evidence of the prof- etc., which business we find easy 
its of the Hygrade part of the to hold because of the high qual- 
combination 18 1n the following ity standard maintained in HY- 
letter from Mr. Overton. GRADE lamps.” 
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Licensed under 

General Electric 
in 

cent lamp patents 


HYGRADE LAMP CO 
4, GENERAL OFFICE VW SALEM MAS S 


AND FACTORY 
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Our new catalog tells 
all about Rome's big 
line of tea kettles—the 
most complete line 
made. Write for your 
copy. 


A tea kettle is the hardest worked 
member of the “stove top frater- 
nity’’—morning, noon and night, 
it’s on the job. 


Dragged on and off the stove, it gets 
excessive wear—yes, abuse. 


A Rome Tea Kettle is husky. For 
33 years we have known the hard 
service a tea kettle must endure, 
and our kettles are built to stand it 


Your emissary 
in every home 


—to keep the handle from being 
yanked loose—to keep their shape. 


There are hundreds of women who 
need new kettles—who, no longer, 
will put up with a crippled old tea 
kettle. Just ask them to buy a 
ROME — polished copper, nickel 
plated copper, or one-piece alumi- 
num. It will be your ever-present 
emissary—a silent salesman in the 
home for other Rome Utensils. 


ROME MANUFACTURING CO. 


ROME 


NEW YORK, 342 Madison Ave. 
BOSTON, 75 Northampton St 





Branches: 


;, SE 
SAN FRANCISCO, 610-614 Wells Fargo Bidg. 


NEW YORK 


CHICAGO, 1528 Lytton Bldg. 
ATTLE, 302 Pioneer Bldg. 


— 


ROME COPPER AND ALUMINUM UTENSILS 
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Hb W Days Are H 
HH eatherstrip ays e Here! 
TH PF 
al Get Your Share of the Profits 
W) bs The home owner of today demands permanence in everything he 
Q. | \ puts into his house. He. wants Weatherstrips that will last a 
& lifetime, that he can easily install himself and that will make his 
- windows absolutely air tight, and dust proof. Home owners 
quickly recognize the superior quality and many advantages of 





Economy All Metal Weatherstrips, and that is why “Economy”’ 





4. 

te dealers are doing big Weatherstrip business at good profit. 

| 

ef Practical and Effective Weatherstrips quick turnover. Hundreds of repeat 
orders from jobbers and dealers handling Economy is 


Keonomy Metal Weatherstrips do away with storm win- 


dows, actually save 25% to 40% of the fuel bin, conclusive proof. 


keep out dust, dirt, drafts, rain and snow, and elim- Sizes and Prices 
inate all rattles. Keonomy comes in two standard sizes. Packed 24 
Permanent cartons to the case. 

They are made of spring bronze, retain their tension Retail Price 
and do not rust. Will last the life of the window ” Size ™ er Carton 
or door. en i es ce cweeeeesees Pe 
. Wi pu ee Ge”§6=—_ 8 hb be tseceeeoeeceenee 

Easily and Quickly Installed a oameeee - tlie dogma tele ieisiot: 2°00 
The installation of Economy on either window or door PacetenPen |... cwctesveeececescees 9.15 
can be completed in a few minutes by anyone. No Above prices are based on 9 cents per lineal foot. 

Subject to liberal trade discount. 


mechanical skill or special tools needed, 


, ¥ 
Packed in Cartons Special Sales and Advertising Plan 


im y ; 
aun Meee te tele te ee aes sa Our special sales plan and advertising makes sales 
plete equipment for one door or one window. with easy. A miniature window model, completely equipped 
nails and instructions for installing ; with Economy, including attractive two-color counter 

: display, is furnished for demonstrating purposes. Win- 


Increased Sales and Quick Turnover dow ecards and circulars and newspaper cuts are also 
Outstanding sales features give Economy All Metal furnished. 
Ask your Jobber’s Salesman for Full Particulars, o?— 


saeeeneeenen=====MAIL THE COUPON @=-2--------2-""1 


ECONOMY METAL WEATHERSTRIP CO., 2531 Homer St., Chicago, Ill, - 
Send without obligation at vour expense descriptive literature, sales plan, and trade discount . 
4 
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METAL WEATHER STRIPS 
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Packed twenty-four cartons 
to the case. 
Case Size 6x9” x36” 
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3/4 VIEW REAR FENDER, 
PEERLESS 


deLuxe Fenders 





give that old Ford a new look. The 
long. sweeping lines makes the Ford look 
lower The original one-piece top fender 

won't rattle or tear—-don't need extra 
supports or braces. They’re moving fast 
in all parts of the country. Should be a 
big seller in your town. 


PEER-O-LITES KEEP THE 
COLD DRAFT OFF THOSE 
IN THE BACK SEAT 





Peer-O-Lites are glass replacements for 
the old celluloid lites in the back curtain 
of the Ford. 1 lite and 2 lite models 
Dasy to install. Big fall business-get- 
ters. 


ANAT 












RADIATORS 


ae Ol - ae 8 OR. @ Se Co. ea 





PRODUCTS 


FOR FORD CARS 
Are Still Leading 
the Procession in 
the Sale of Ford 
REPLACEMENTS. 


PEERLESS ' | 

PRODUCTS 
PRODUCE 
PROFITS 











PEERLESS HONEY- 
COMB RADIATOR 


For ten years the leader in Ford re- 
placements. Its large cooling area 
makes it an ideal radiator for Ford 
trucks. Won't freeze and burst in 
winter—doesn’t boil in summer. 
You’ll have a hard time to keep ’em 
in stock. 

















ORDER FROM YOUR 
JOBBER 
IF HE CAN'T SUPPLY YOU— 
WRITE DIRECT 
The CORCORAN Mfg. Co. 


Dept. 9 Norwood Cincinnati 





















PEERLESS TUBULAR 
RADIATOR 


Exact duplicate of Ford radiator ex- 
cept that it has more pure copper 
downspouts and special Peerless rider 
eradle that takes up road shocks. 
‘These two big improvements do not 
make it cost any more than the ordin- 
nary kind—sells for same price. 


FEATURE THESE 
TOOL KITS FOR 
CHRISTMAS PRESENTS 





PEERLESS TOOL KIT 
WITH TRAY 


lfardware dealers are filling these kits with 
serviceable tools and are selling them for 
household chests. They are doing a go 

Xmas business. When filled they sell for 
from $11.50 to $14.00. <A good chance to 


feature tools. 


; 


SARANTEES . 
PRODUCTS 


FOR FORD CARS 
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BOWEN Products Sell Readily 


and Pay a Big Profit RESS 


"> 
om 


‘te 


Empress Auto Ash Trays 


This attractive three color carton catches the eyes of the 
motorists and you catch their dollar bills. 


Each Ash Tray is packed in an individual box and these 
boxes match the large counter display box. 


2) UR ROC AIR A 


Trays are pressed from heavy sheet brass, finished in 
heavy durable nickel plate. Furnished complete with 
screws for attaching to auto. Liberal profit. 


List Price Complete (10 trays) $10.00. List Price $1.00 Each 





TREE NRE IIR Hn: 
ae aka ce aan 


Empress Grease and Oil Cups 


Two popular sellers of our three Display Assortments. 
| They “move” as soon as shown. Case No. 11 contains 80 
grease cups. New Case No. 10 contains 48 grease cups of 
the Plain and Ratchet Compression types and 48 oil cups 
of the Elbow and Straight Hinge Lid types. These Lubri- 
cators sell readily to owners of motor cars, trucks and 
tractors. 








The profit makes them worth handling. 


Empress Valve Grinding Tools 


¢ 
Nw 
e- 
iat 
it 
. 


This display fairly speaks to mechanics. It holds 12 of 
these tools, but only for a short time—they’re quickly ex- 
changed for half-dollars. These handy tools may be used 
with an ordinary bit brace and the jaws are readily ad- 
justed to fit any head. Snug profit from each sale. 


List Price Complete (12 tools) $6.00. 


Send for Catalog and Discounts on the 
Complete Line of BOWEN Products. » 





‘ 
i . 
E BOWEN PRODUCTS CORPORATION Display Case No. 11 
3 AUBURN, NEW YORK 
fe BRANCHES 
NEW YORK, 220 Broadway CHICAGO, 2110 Michigan Ave. 
DETROIT, 2760 W. Warren St. CLEVELAND, 7113 Euclid Ave. 
KANSAS CITY, 2005 East 15th St. MINNEAPOLIS, 983 17th Ave. 
BOSTON, 161 Massachusetts Ave. SAN FRANCISCO, Monadnock Bldg. 
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Millers Falls Truck Jacks Nos. {8 


YEARS in the field. Specified by some and lever; other parts cast iron. Note the 
10 of the best known truck manufac- _ special type cap, to fit any shape axle. 








turers. Specifications: 
Built to stand rough use—simple, few parts. - | No.160 No. 165 
; ; Minimum height 12 107%” 
Horizontal lever action (ratchet) operates Sieniedaiinniie 1984" 1754" 
handily under trucks with overhanging Mauiennen tale 734" 634" 
bodies and in other difficult places. Per- Estimated ney 15 ton 714 ton 
. Di li pear 13 ” 134” 
manently lubricated when assembled. All ecmumee — - ve 
working parts enclosed—dirt proof. Extra Welshe with lover 30 Ib. 193 Ib. 
large base. Steel lifting screw, ball bearings, New folder on Truck and Auto Jacks sent on request. 
g ’ 
MILLERS FALLS COMPANY .: : Millers Falls, Mass. 
28 Warren St., New York 9 So. Clinton St., Chicago 
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More trucks — 
Gilje more busses — 
goon the roads every 
month. Carry a few 
Millers Falls Truck 
Jacks and feed this 
growing market. 
Every truck jack sale 1s 













a worthwhile sale. 
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Scene— Everywhere. Time—Any rainy, snowy or slippery day. 


Cast— Anyone and a traffic cop. 
Cop— Where in X X are your tire chainsP Your head ought to be 
examined. 


Anyone— Under the seat—that’s where. Takes so long and gets me so dirty 
to put them on that I take a chance without them. 

Cop— Where have you been? Why don’t you buy Hodell Tire Chains? 
They put themselves on and don’t even get your hands dirty. 





: + FIRST AID 
i -CLOSE FASTENEp< 





Solve The Problem of Putting 
Chains On. Millions have 
been spent to get people to do 
this—so they will wear them 
out and come back for more. 
This “First Aid” device actu- 
ally induces people to use 
chains because it practically 
puts the chains on for them. 


is Ds vila 


I a> 





Note the illustration, it shows 
how chains are put on from 
the seat with “First Aid.” You 
can double your chain busi- 
ness this year if you handle 
these chains. You will have a 
chain that every driver wants 
and one he cannot buy at 
every store. 


Send Post Card for cir- 
culars and information on 
these chains. You should know 


about them. 
Made in all sizes and types for fabric, cord and balioo::. 
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Explaining why this Tire 
has become the standby 
of the Hardware Trade 





® VC 


THE COLUMBIA TIRE AND RUBBER CO., Mansfield, Ohio 
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Let this “Ask ’em to Buy” 


one noe we ee eRe 


ORG Ne a a enna tern en =~ 
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It's easier tovulcanize FIRST, 2. ge 
bs th oa 


UY; 
S 
QD and make it LAST! | 
< Be 
Gj 
% 


5-MINUTE VULCANIZER — 


for Quick repairs . 
af Aome or A tech og PST!-$-S-S on eee | 
a, 7 THERE GOES = 
on the road i ANOTHER COLD PATCH” | 














SHALER SELF --MERCHANDISER 
FREE— with an order for one dozen 
or more Shaler Vulcanizers 





YY 
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How Dealers 


Can Get It 


All you need do is to give 
your Jobber’s salesman an 
order for one dozen Shaler 
Vulcanizers and ask for Free 
Self- Merchandiser. 


It is made of hardwood, 
ebony, finish, with four-color 


It will triple your sales 


YY 
This attractive Self-Merchandiser, with its GY) 
demonstration of the Shaler outfit, its simple OG 
) ) 31m) —Y) 
operation, and a sample vulcanized repair, is a 
profitable silent salesman. Every Vulcanizer . 
sold means a repeat customer who will come 
back month after month for more Shaler Patch- 








&c- Heat Units and meanwhile recommends sina esiie tituaies te 
the Shaler to his friends. } is also a compact container 
. . and holds a dozen vulcanizers. 
This repeat business on Shaler Patch-&-Heat er 
Units pays you a good profit. The motorist Next Best Thing to a 
who has once used the Shaler never goes back Personal Demonstration 
to the old-fashioned stuck-on patches. More 7 
than three million motorists use it. outfit. The simple method of 
operation is made plain by 

pictures. A real 5-minute re- 


Saturday Evening Post “Tie-Up” pair, vulcanized on a section 


of inner tube, so that your 





Many of your own customers are reading customers can examine it and YY; 
our advertisements in the Saturday Evening ee Gn 
. ° . O at cniINng. S 1e@ nex x 
Post, and other national publications, motor- cenaiiia: to aumeemel doe: 
ist magazines, and farm papers. Tell them ti intial Mt 
you sell the Shaler. Write for our attractive Jobber’s Salesman 








new window display. Put the Self-Merchan- 
diser on your counter while your customers 
are reading our advertisements. 


C. A. SHALER CO., 1504 Fourth St., Waupun, Wis. 
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You can build up as satisfactory a demand for PANCO as you have 
on any item you stock. For Panco is worn by men, women and children 
—millions of them, throughout the country. The most comfortable— 
healthful and durable soling material ever produced! Black or tan— 


(eo) und a good profit on every sale. 
Fie 6) 
SS 


Outwears Best Leather 2 to I 


¢2/ SS —_ <= 
Ory. C_ 
») HALF HEELS & 
SOLES STRIPS 


Order from your jobber—or direct 


PANCO RUBBER CO. Chelsea, Mass. 
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PACKING . , ; , 
For years this Retailer, like many others, couldn't see his way clear 
These chains are packed ie ss , ¢ FS La . ee 
gg mg a Fn to handle tire chains because of the large investment required. 
fibre cartons, two dozen 
ee Te Seen When his Jobber presented our New Merchandising Plan—well, the 
Packed cases weigh ap- picture tells the story. 
conga 4 400 pounds. : 
obbers appreciate this enna is , ‘ 
aghinese in handling and WESCO Jobbers can now offer Retailers a Complete Dealer Assort- 
reshipping. : asia ee pa Sr . ‘ ree 
ment of 24 pairs of WESCO Tire Chains in 15 sizes at an initial 
investment of less than $100.00. Isn't such a plan worth inves- 
tigating ? 
Dealers now selling Tire Chains can fill their stocks with this 
convenient package merchandise. 
Push automotive goods for You know how WESCO protects the Jobber. 
holiday gifts. WESCO Spe- 


cial Christmas Package 
now available. WESTERN CHAIN COMP ANY 


1803 Belmont Avenue, Chicago 
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MINNOW BUCKETS 
TACKLE BOXES 
BAIT BOXES 
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A Few of Our Leaders for 
Year 1926 


We are continuing our policy of advertising and offer- 
ing the best that is made in bait and tackle containers. 
We are offering to jobbers and sporting goods dealers, 
without question, the most improved and complete 
Minnow Bucket, Tackle and Bait Box line on the mar- 
ket today. 


Over a period of years the Falls City Line has been 
improved. Every feature, to bring the line in greater 
favor with the trade has been adopted. Particular em- 
phasis has been laid on individuality and practical use- 
fulness. By this policy of continuous expansion and 
improvement, we are able to offer a line complete in 
every detail as to size, kind, shape and quality. Job- 
bers and dealers everywhere can concentrate on the 
Falls City Line and satisfy the most fancied whim of 
every fisherman. 


Our prices are right. You can show 
a neat profit by handling the Falls 
City Line. Hundreds of jobbers are 
already on our list and are satisfied 
cutomers. New catalog and price list 
now ready. 


Jobbers, write today for complete details 


Nini... kim 


Ex) STRATTON & TERSTEGCE CO. 


INCORPORATED 
LOUISVILLE KENTUCKY 


SALES AGENT 


L. K. Grundy—Eastern Office—725 South Preston St., 
Louisville, Ky. 


Western Office—419-420 Central Bldg., Los Angeles, Cal. 
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WHY 
CHATILLON 


SCALES 


Are recognized 
as the Standard 
by all Sealers 
of Weights and — 


Measures 





No. 263-G—Vegetable Scale 


No. 4266-E—Butcher Scale 


QUALITY—ACCURACY— DEPENDABILITY 


Since 1835 Chatillon have been building 
scales of quality. 


Scales which will stand up under hard and 
constant use, giving the purchaser full value. 


Accuracy has always been our watchword. 






Chatillon Scales are manufactured only 
from the best quality material by mechanics 
who have learned how to build quality scales 
from many years of experience. 


Shipments made from stock 


Prompt and Satisfactory Service 


JOHN CHATILLON & SONS 


Established 1835 


No. 140 , 
[ce Scale 85-99 Cliff Street New York No. 243—Vegetable Scale 
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They Help You Cut the 
Overhead 


When we say the Peerless Electric Fans will help you 
cut your overhead, we mean just that. 


During the three scorching hot months of summer 
the hardware dealer’s stocK of PEERLESS Fans is turn- 
ed over so frequently, so rapidly and so profitably that 
every time the mercury goes up the overhead takes an- 


other drop. 


Admitted that you have the same payroll, the same 
rent, the same light bill and other fixed expenses—but 
what of the sales volume? 


Overhead is high or low only in relation to the sales 
total. And your PEERLESS sales certainly do Keep the 
bell on the cash register a-jingling. 


To HARDWARE JOBBERS: You heara lot about cute 
ting overhead at every convention. Assist every dealer 
customer to put in a well selected stocK of PEERLESS 
FANS and you will not only help him cut his overhead 
materially but you will be surprised to note that your 
own overhead has suffered an equal shrinkage. 


The Peerless Electric Company 
Warren, Ohio 
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The “Hohner Boy”’ Display Will 
Increase Your Christmas Sales 





O GIFT offered for sale at Christmas 
time is more universally popular 
among all classes of buyers than the har- 
monica. Its possibilities for fun, entertain- 
ment,popularity and musical education are 
known to young and old; and it is a poor 
home indeed that cannot boast of at least 
one harmonica on Christmas morning. 


There is a greater buying season ahead 
for Hohner Harmonicas. The big, national 
advertising campaign is creating a tre- 
mendous demand for ‘“The World’s Best” 
harmonicas and wise dealers will see that 
their stocks are in readiness to be turned 
into quick profits. | 


The new “Hohner Boy” Display on your i 

counter will increase your Christmas 

sales and stimulate business throughout is 

the year. It is, without doubt, one of the 

most attractive dealer helps ever offered. is 

The life-size figure of the typical American 

boy, reproduced from an original oil is 

painting by eight-color lithographic pro- 

cess, is a powerful magnet that will draw i 

new customers to your store and induce 

them to buy. is 
i 


This No. 425 Assortment consists of a 
permanent display card, 31 inches high 
by 15 inches wide, with a patented easel 
that may be adjusted instantly. Mounted 
on the card are twelve assorted genuine 
Hohner Harmonicas to retail at 50c each. 
The price of the assortment complete is 
$4.00 and your profit is 50 per cent. Order 
from your jobber today or write direct 


“Hohner Boy” Harmonica Assortment No. 425 for further details. 





M. Hohner, Inc., Dept. 66, 114 East 16th St., New York 


Canadian Address: Hough & Kohler, 468 King Street, W., Toronto 
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‘pure’ MANILA ROPE 


ROBABLY in no line of hardware merchandise is 

there equally as good an opportunity for “shenani- 
gan” business as on Manila Rope. The fact that rope 
is of pure manila fibre does not guarantee that it is 
good rope. There are many grades of manila fibre (all 
100% pure) and the prices on it have a wide range— 
often 50% or more. Rope, of course, is no better than 
the material of which it is made. One lot of fibre may 
possess twice the tensile strength found in another lot 
which looks nearly as well; therefore, the finished 
product varies greatly in quality, and naturally the cost 
varies, also. 
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How, then, are we to know good rope do you ask? 





Easy enough. There is one sure way. Buy a make of rope that is known | 
to be right—one that has been proved. 


| “Untwist the strands’—if you find between them a small blue thread, 
| “BLUE HEART’—then you may know that it is good—as good as good 
fibre and long experience can make it—that you can recommend it for 
the most dangerous jobs, for strenuous service anywhere, and not be 


uneasy about what might happen. 





Would you be satisfied with simply “Manila Rope” if you had to risk - 
your own neck on itP | 





LUZON BINDER TWINE—fit company for Blue Heart 
Rope, as good as can be made and carefully inspected. 
Has been a leader since *98—the year Uncle Sam 
took over the Philippines—and getting more popular 
every year. 





If you are not quite sure you are “in right” on twine or 
rope, or other cordage, drop us a line. 





The GEO. WORTHINGTON CO. 


CLEVELAND ESTABLISHED 1829 OHIO 











Rene as AMET SPR eR # 
ae ; Nr tn, ; 











e 
t 
¥ 
& 
v 
Fs 
{ 











October 29, 1925 HARDWARE AGE 93 





ot 
Standard u Ee I ] i ho Single Thread 
Double Thread Screw Point. 


Screw Point for 
Quick Boring. 
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The Strong Arm 


For 70 years the strong arm 
of millions of Mechanics has 
guided Russell Jennings 
Auger Bits to jobs well done, 
because of smooth, clean cut 
boring. 

Carpenters, woodworkers, 
cabinet makers—all trades 
are live prospects for these 
satisfying bits. 

The name “Russell Jennings” 

is stamped in full on the 

round of each bit. 








CHESTER 





239 West 39* Street 
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The Human Side 


of a 
(Great Business 


Publication 


Back of every great enterprise 
ts a human. element contributed 
by those men whose experiences 
and personalities are reflected 
in that enterprise. 


This is the element that molds 
opinion, creates good will and 
makes or mars its success. 


E. editorship of a business pub- 
lication today demands three 
things—ability, knowledge and 
personality. In few men are 
these three fundamentals so 
strongly marked and blended as in Llew S. 
Soule, Editor of Hardware Age. 


His success as a writer springs from a broad 
understanding of human nature backed by 
years of newspaper work. 


His knowledge of hardware merchandising 
is the result of thirteen years of actual expe- 
rience in the retail hardware business, sup- 
plemented by personal visits to more than 
6000 retail hardware stores in all parts of 
the United States. 


His personality is exemplified in the flood 
of intimate personal letters from hardware 














































Llew S. Soule, Editor 


merchants and their clerks which passes over 
his desk daily, reflecting the friendship and 
confidence of his readers. 


To Llew Soule, the Editorship of Hardware 
Age is more than a swivel chair job. It is 
as much a part of his life as is his keen per- 
sonal interest in the individual merchant 
and his problems. 


Backed by memories of his own “Behind 
the Counter’ days, he is able to help solve 
the large as well as the common every day 
problems of his merchant friends in a prac- 
tical, human, understandable way. 


A Thinker — a Student — a Writer — a 
Speaker — Llew Soule combines with these 
qualifications a broad knowledge of the in- 
timate details of the hardware business, and 
a viewpoint as human as are the merchants 
he serves. 


‘The Most Influential Hardware Paper” 
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WHY ARE CHAMPION LAMPS 


THE CHOICE OF THE 
HARDWARE JOBBER’S SALESMAN? 


BECAUSE OF 
| THEIR SERVICE AND MANY 





REPEAT ORDERS RECEIVED 


Mr. Sales Manager, 
Let your “‘Traveller”? tell 


you what prices and qual- 
ity he finds compare with 


‘*Champion’’. 





MADE FOR MORE THAN 20 YEARS BY 
CONSOLIDATED ELECTRIC LAMP COMPANY 


Licensed under General Electric Company’s Incandescent Lamp patents 


208 MAPLE ST. DANVERS, MASS. 
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Make this a “china” Christmas! 


Johnson Brothers PAREEK 


The four patterns shown 
above are all decorated by 
these famous manufacturers 
on their wonderful new 
PAREEK body. 


Reading from left to right 
these patterns are: 


The Seville 
The Rossmere 
The Shanklin 
The Dudley 


We also have a number of 
new and distinctive patterns 
in American and English 
porcelain, as well as 
Japanese, Bavarian and 
French china, that are 
proving most attractive to 
sound buyers everywhere. 


HARDWARE AGE 





— all parts of the country has come an in- 
sistent demand for dinnerware patterns with 
bright and attractive colorings decorated on a rich, 
cream-colored body. 


As leading importers of exclusive earthenware, we 
have searched the world’s markets to satisfy this 


demand... And now—just in time for you to catch 


the flood-tide of Christmas buying—we are privileged 
to offer deliveries on the four charming English pat- 
terns pictured above... all having been decorated 
on Johnson Brothers new PargEEK body, which we 
believe to be the finest cream-colored body made. 


Make this a “china” Christmas in your store! Noth- 
ing has greater appeal for the sensible shopper than 
fine china. And a well-stocked china department 
is a drawing card for profitable new trade—a source 
of future as well as present business. 


Let us tell you about FisHer-BRucE service, and 
what we are doing to help the hardware merchant 
by acting as his warehouseman. 


If your city is not already closed, we can offer you 
the exclusive selling rights on a number of very fine 
new patterns. Write us for details. 


FISHER, BRUCE & CO. 


Importers and Wholesalers 


Sales Office: 219-221 Market Street, Philadelphia 
Warehouses: 225 Church Street; 210-212 Filbert Street 
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INGERSOLL Dollar Stropping Outfit 


Manufactured and Guaranteed by the man 
who originated the famous Dollar Watch 
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: A LITTLE MORE THAN A YEAR OLD 


NEARLY A MILLION 
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RETAIL FIELD! 


MEN NOW USE IT 


THIS NEW 
INVENTION IS NOW 
ONE OF THE FASTEST 
SELLING SHAVING 
ACCESSORIES IN THE 


HE entire public associates the name of Robert H. Ingersoll with 
the greatest value a dollar can buy. That is one of the many rea- 


sons why Mr. Ingersoll’s new 
invention—the Ingersoll Dollar 
Stropping Outfit—is at present 
one of the fastest selling shaving 
accessories in the market. 


Makes Each Blade Good 
for 300 Perfect Shaves 


The Ingersoll Stropper makes each old blade 
good for 300 perfect shaves. It saves its 
owner 10 to 20 times its cost every year in 
razor blades and gives him a lifetime of shaving 
comfort. 

It is the ONLY stropping outfit which holds 
the edge of the blade AUTOMATICALLY 
at the correct honing and stropping angle— 
and gives the regular stroke used by the ‘“‘head 
barber.”’ 

Nearly a million men have already bought 
Ingersoll Stroppers. There are still 35,000,000 
men in the country who shave themselves and 
are potential customers for this amazing device. 


The outfit consists of the patent nickeled 
holder and a fine leather strop treated on one 
side for “honing’’ and the other side for 
“‘stropping”—both holder and strop made for 
a man’s size grip. Two types of Stroppers, 
one for double edge blades and one for single 
edge blades. 


Costs $7.80 per doz. Retails at $1.00 each. 


NEW ERA MFG. CO. 


Robt. H. Ingersoll, Pres. 


476 Broadway New York City 


Canadian Distributor: 
Percy Hermant, Limited, Toronto, Canada 
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3000 Stroppers Sold 
by One Store in 
15 Months 


LANSING SHGAR OOMPANY 
Iansing, Michigan 


August 28, 1925, 


NPW ERA MFG. CO. 
476 Broadway, N. Y. 


Gentlemen: Since May, 1924, 
fifteen months, we have sold 
over 3,000 Ingefsoll Stropping 
Outfits over the counter and we 
doubt that we have ever had a 
piece of merchandise that gave 
more universal satisfaction. 


This is certainly a wonderful 
record and if you did not have 
a piece of merchandise of sue@h 
great value, we could not make 
such a splendid report. 


The demand for Ingersoll Strop- 
pers is steadily increasing. While 
we give them window display and 
advertise in the local papers, yet 
our strongest sale feature is the 
recommendation given the stropper 
by satisfied customers who are 
constantly sending their friends 
to buy a stropper, and ofttimes 
customers who want to make a 
present will buy a _ stropper for 
a friend believing that he is 
presenting a very useful article. 

We value this account very 
highly due to the fact that it 
has brought many cigar customers 
to our store and every sale makes 
a friend, 


Yours respectfully, 


LANSING SEGAR COMPANY 
By Chas. S. Smith 
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Ask them to grip 
the DISSTONITE 
Handle 








Tool users are always interested in 
new tools. 

Turn this interest into sales. 

Hand them the new Disston D-18 
Saw with the Disstonite Handle—the 
greatest saw improvement in fifty 
years. 

Let them feel the comfort of this 
smooth, hard handle that stands 
the knocks and falls— 

A handle that will not warp or 
crack, nor shrink and loosen on the 
blade. 

A handle with a rich, brown finish 
that lasts for the life of the saw. 

A handle that is balanced with the 
blade to give a thrust of ease and 
power. 

The Disston name assures your 
customer that the advantages of 
this handle are real developments 
that give him a better saw. 

Show the D-18 Saw with the Diss- 
tonite Handle to every tool user. 
Your jobber can fill your order. 
Consumer price $4.50 each. 


HENRY DISSTON & SONS, INC. 


Makers of “The Saw Most Carpenters Use”’ 


PHILADELPHIA, U.S. A. 
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“The Saw Most 


Carpenters Use”’ 





SAWS TOOLS FILES KNIVES STEEL 
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MCKINNEY === 
Garage Flardware 


McKINNEY MFG. COMPANY, Pittssurcu, PENNA. ENE lasiaieinitiittimeatinel 


McKinney designed this 
book to assist in selling 
garage hardware over the 
counter, and it has proved 
its worth. It makes an 
admirable catalog, 
that is its secondary pur- 


pose. 
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you want a good garage-hardware 
salesman—lhure this book! 


If you ever have had the experience of finding in stock every type of garage set but the one the cus- 
tomer wanted— 


If you have ever decided that you had too much money tied up in garage hardware— 


If you have ever had difficulty in understanding a customer's description of what he wanted— 


Then send for this book! 


Here is a book that is almost a garage-hardware department in itself. It is so complete and explicit 
that a sale can frequently be made easier from the book than the article itself. 


One of the finest pieces of selling assistance is on Page 5. You place before a customer this Pictorial 
Index, and from the twelve styles of garage hardware he locates at a glance just what he wants. 
Then turn to the page which gives all the details about the set selected. To further answer all the 
customer's questions you can turn to the back of the book and show him giant illustrations of 
every piece of hardware which makes up the set, with minute descriptions beside each one. 


The thoroughness of the book is indicative of the thoroughness of McKinney manufacture. The 
great call for McKinney garage hardware is not only due to fine design, but because each piece is 
the result of careful workmanship. The coupon will bring the book. 





Please send the Book on Garage Hardware to 
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Convention Facts 


WHO MET ......... 1—American Hardware Manufacturers 
Association. 


2—-National Hardware Association of 


U.S. 
3—Auto Accessory and Metal Branches of 
N. H. A. 
sg! To discuss and discover how distribution 
costs may be reduced and held in check. 
es eth yale Oct. 19-23, 1925. 
, © Sa ere Marlborough-Blenheim and Ambassador 


Hotels, Atlantic City, N. J. 
ATTENDANCE ..... Total registration approximately 1500. 


OFFICERS FOR 1926. John Townley, Townley Hardware & 
Metal Co., Kansas City, Mo., was re- 
elected president of the N. H. A. 


S. Horace Disston, Henry Disston and 
Sons, Inc., Phila., Pa., was elected 
president of the American Hardware 
Manufacturers’ Association. 


Keynote of Convention. The joint opening session held Tuesday night, October 21, 
was a most important and instructive meeting. Jobbers and manufacturers, from all sections 
visualized local conditions. Details of these several talks will be found on subsequent pages. 
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John Townley, President 
National Hardware Association 


“The hardware fraternity, from 
manufacturer’s apprentice to retailer’s 
clerks, are all interested in doing well 
just one thing. That is, perfecting the 
service to the users of hardware items. 
We believe that the consumer served by 
nearby retail stores, retail stocks re- 
plenished at frequent intervals from 
convenient railroad centers, wholesale 
stocks assembled from several thousand 
widely scattered points and divided 
into reasonable quantities for re-ship- 
ment, is the most economical method of 
service for all the people all the time. 
If such a belief is like a house built 
on the sands and not on a rock then 
it is high time we were finding it out. 

“What is our field? To render ser- 
vice to one hundred fifteen million peo- 
ple scattered over a very large terri- 
tory, so large you can hardly realize 
it. These millions are made up of 
many classes. They come from every 
conceivable walk in life. Some living 
in crowded cities, others scattered over 
wide plains. Some do not even speak 
our own language. But by far the 
greater part are highly educated, and 
that education is not confined to any 
one section. A vast change has taken 
place during the last quarter century. 
The farm boy and girl have traveled 
around the world through the medium 
of the moving pictures. The great 
magazines and newspapers’ have 
brought Paris to the farms and Fifth 
Avenue to the shop; radio, airplanes 
and the automobile have wiped out dis- 
tances. Service today must be the 
real thing to satisfy the consuming 
world. A dead town is so easily passed 
by. It’s real fun to take a ride to the 
next place where the lights are 
brighter, and youth will be served. 

“Now, some of the gentlemen that 
represent the distribution end, both re- 
tail and wholesale, have wondered if 
their existence was justified or if they 
were going to be squeezed out of the 
picture. They have said to themselves, 
and got scared of their own voice, 
‘These new plans of selling goods are 
going to wipe me out. These chain 
stores and catalog houses have me on 
the run.’ But they didn’t really get 
the facts. They saw some great big 
building some place, or read some big 
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President ‘Townley ‘Talks 
On Distribution Problems 


ISCUSSING various present day methods 
of wholesale distribution of hardware and 
touching upon the retailer’s competition, 
John Townley, vice-president, Townley Metal & 
Hardware Co., Kansas City, Mo., and president 
of the National Hardware Association, made his 


presidential address. 


statement in the paper and didn’t get a 
true perspective. They forgot that they 
were just a part of a great system of 
distribution. To get his true perspec- 
tive, the retail dealer must see himself 
as one brick in the building that could 
house all the wholesale and all the re- 
tail stocks in all the lines that are of- 
fered between the covers of a mail or- 
der house catalog. And in this true 
comparison he has nothing to fear, if 
he makes the best of his opportunities, 
and it’s the duty of wholesaler and 
manufacturer working together to 
show the retailer the way. 

“During these reconstruction years 
following the war, manufacturers have 
been wondering what road they should 
follow, for there are several roads 
open. Let us look at them. 

“1. The road leading direct from 
manufacturer to consumer. Possibly 
some items can be economically distrib- 
uted that way. Are you making a line 
of hardware that you can sell direct 
to the user scattered over 3065 coun- 
ties? 

“2. If you take the road that leads 
from the manufacturer direct to the 
cash and carry stores, (commonly 
called chain stores), do you think your 
line is such that you can get all the 
volume you want in the larger centers 
where the chain store has a display 
center? Will you be satisfied with 
your chances for representation and 
volume on that kind of distribution? 
Do they carry the kind of hardware 


In part Mr. Townley said: 


that you make? In 1924 such stores 
did about 8 per cent of the retail busi- 
ness. 

“3. If you take the road leading 
from manufacturer direct to large re- 
tailers in large cities only, as depart- 
ment stores and mail order houses, is 
your product such that this class of 
distribution alone will satisfy your de- 
sire for production? If that is your 
only outlet will it keep the wheels of 
your industry turning at a profit? Are 
any one of these routes or all three of 
them combined a sure foundation for 
your invested capital or growth? 

“Now, if there is any doubt in your 
mind about these three roads carrying 
you safely to all the little and big towns 
and country round and about in the 
3065 counties of the U. S. A., there is 
still another well worn road for you to 
travel, pretty rough in spots and some 
places the grade is steep and it’s a long 
way round because the road has to 
reach every hill and hollow, every 
mountain and plain, and in this wind- 
ing it again and again crosses these 
other three roads which seemed _ so 
much straighter. Where this long 
winding road crosses. these - three 
straight roads there are often bumps 
and traffic blocked by arguments and 
disputes. If you are shipping any 
part of your product over this road, 
don’t make it carry too great a handi- 
cap. 

“T cannot understand how a manu- 
facturer can fail to take an interest in 








shovel list. 





Revised Shovel List 
Next Week! 


EXT week Harpware AGE will publish the com- 
plete specifications on the revised or simplified 
This was adopted in Atlantic City, N. J., 
Oct. 19, as is mentioned elsewhere in this issue. 

Watch for the new shovel list in next week’s issue. 
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3——G. F. Wiepert, Sargent & Co. 
. Turner, Kelly Axe & Tool Co. S—W,. F. Bassett and H. Lee Bassett, Columbus Handle & Tool Co. 6——E. W. Clark 
7—Pat Malone, C. A. Shaler & Co.; Harry Rubin, Leocktite Patch Co.; Otte Moss, E. Edelman Co.; Joe 
Finklestein, Miller Auto Supply Co.; Sam Samuels, J. C. McAdams Auto Supply Co.; Bert Longthon, Badger Rubber Works. 8—John Sensbach, 
Bommer Spring Hinge Co.; N. Mintz, Silver Lake Co., and D. B. Manning, U. T. Hungerford Brass & Copper Co. 9—E. S. Miller, Keystone Mfg. Co. 
10—Mrs. W. D. Wallace and Mrs. H. K. Zust, Camillus Cutlery Co. 11—John J. Armstrong, New York City, and Herbert S. Holland, Shelton Tack Co. 
12——E. S. Swift and A. C. McKinnie, Stanley Works. 13——T. M. Gallavin, E. C. Stearns & Co., and Llew S. Soule, Hardware Age. 14—J. S. Goodall, 
Central Hardware Co.; Frank Loughlin, Cincinnati Tool Co. 15—Mrs. Oscar Boeticher, Evansville, Ind., and Geo. H. Harper, National Enameling & 
Stamping Co. 16—F. G. Wooster, F. G. Wooster Co.; John A. Moore, Warwood Tool Co., and A. M. Johnson, F. G. Wooster Co. 17—Chauncey F. 
English, Hardware Age. 18—C. J. Knapp, W. J. Feddery, Hardware Age, and Frank E. Watts, Electrical Goods. 19——-J. A. Warner, Wyeth Hardware 
& Mfg. Co., and Geo. T. Bailey, Oliver Iron & Steel Co. 20—Hugh McKnight, Pittsburgh, director N. R. H. A., and B. Frank Antrim, Camden, 
N. J. 2il——A. M. Wooster, Chas. D. Briddill, Chas. D. Briddill, Inc., and G. O. Benson, Niagara Metal Stamping Co. 22—F. R. Lee, Thermoid Rubber 
Ceo., and R. W. Smith, National Standard Co. 23—Major Holloway, American Steel & Wire Co. 24—John A. Harvin, Peden Iron & Steel Co., and 
Mrs. M. G. Lipscomb, both from Texas. 25—Frank F. Winters and Mrs. Winters, U. S. Sandpaper Co. 26——D. A. Merriman and F. Baackes, Ameri- 
can Steel & Wire Co. 27—F. O. Lincoln, vice-president, Morse Twist Drill and Machine Co., and P. Sweeney, treasurer, Continental Wood Screw 
Co. 28—E. P. King, Sands Level & Tool Co.; Miss A. Orgill Chas. Oliver, Oliver Iron & Steel Co., and Jos. Orgill, Orgill Bros. Hdw. Co. 29-——R. 
Tenk, Tenk Hardware Co., and Gee. W. Huntley, Cutler Hardware Co. 30—R. B. Jones, Clyde Cutlery Co., and E. Hoelle, Dunham, Carrigan & Hayden 
Co. 31—Miss M. Hennessy. 32—R. Raymond and C. E. Bullock, Evansville Tool Works. 33——Mrs. Llew S. Soule and Mrs. Geo. H. Griffiths, of 
Hardware Age, with Mrs. Hugh McKnight, Pittsburgh, and Mrs. B. Frank Antrim, Camden, N. J. 


Left to right: 1—E. D. Jones, Yale & Towne Mfg. Co., and Johh S. King. 2—J. L. Schrade, Schrade Cutlery Co. 


4—W. A. Shepard and L. 
and N. A. Gladding, E. C. Atkins & Co. 
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and follow to the final distribution the 
product of his genius. It seems to me 
it is his duty to know just what hap- 
pens to his product in its sales jour- 
ney. If he does not take this interest, 
if he counts only one cost, that at his 
factory shipping dock, and has no con- 
cern for its progress after its leaving 
his hands, he is not performing his 
whole duty. 

“If he wants to maintain a solid 
foundation, he must look farther than 
this. It is his business to know what 
his goods are sold for. The quoting 
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of prices to large buyers, based only 
on quantity and without regard to the 
service rendered, thus making prefer- 
ential dealers whose advertising poisons 
the minds of the general consumer, is 
a policy that will sooner or later so 
damage the main line of distribution 
that the item itself will be generally 
discarded. It is only a fair and honest 
thing for a manufacturer and whole- 
saler, too, to have a policy and to an- 
nounce it. If he is going to drive his 
merchandise selling truck down several 
of these roads at once let him say so. 


October 29, 1925 





“Tt can and has been done without 
conflict or collision but the manufac- 
turer that does so must be master of 
the situation. He must make the traffic 
rules that are fair and they must be 
obeyed. And whatever the route, start 
your trucks out on a basis that will 
make the race a fair one. In suggest- 
ing retail and wholesale values, fix 
margins that will give an adequate re- 
turn for service rendered. Be fair to 
your product, be fair to those who are 
called upon to work for you, be fair to 
the consumer. 





H.G. Moore Says Next Year Will 
Be One of the Best 


P 


REDICTING that next year will be one of the best years the 
industry has experienced, providing the several factors look 
forward with proper confidence and apply themselves, H. G. 


Moore, Peoria, IIl., retiring president of the American Hardware 
Manufacturers’ Association, outlined his view of current conditions 
and problems, at the opening joint session held Oct. 21, at the 


Ambassador Hotel, Atlantic City. 


“Tt has been my privilege to be a 
retailer, a jobber and a manufacturer, 
so I think that I know some of the 
problems which every line faces, and 
there has never been a time where none 
were without his troubles, but I am one 
of those people who always believe in 
better times ahead, and they have 
always come to us. I would like to say 
just a word for the. manufacturer: he 
has not escaped his difficulties in these 
trying years through which we have 
passed. I say passed, because I feel 
that we have come nearer to having 
passed through them than we imagine, 
with a settlement such as is in pros- 
pect of world-wide conditions and af- 
fairs, and I think that we can see in 
the near future much better times 
for ourselves. All through this pe- 
riod the manufacturer has been com- 
pelled to readjust himself to peace as 
against war conditions. He has had 


In part, Mr. Moore said: 





oftentimes to seek new fields, to re- 
new lines; he has had to deflate the 
energy of his plants from that war in- 
spiration which helped us win the war. 
He has had, in justice to his labor, to 
continue to pay them high wages, and 
with it all there has come that insis- 
tence and demand on the part not 
alone of his customers, but of the con- 
sumer as well, for lower prices, and 
the difficulty has been that he has hon- 
estly tried to pay labor all that it 
asked and all that they could afford 
to pay, for labor, I believe, always 
willing to bear its share of the burden, 
has been unable to reduce its income 
on account of the present and con- 
tinued high cost of living. So none of 
us have been without our problems. 
They have been with us day and night, 
but just as naturally, just as surely as 
they always come, we came through in 





H. G. Moore 


this old country of ours and at last we 
came out on top. 

“T believe that 1926 is going to be a 
good year. I know that we hear of 
the collapse of the building boom, but 
I do not think we have seen our limit 
in that direction. Our people aspire 
to better homes. They want to fur- 
nish them better. We have learned to 
live better and cleaner lives. They 
aspire to be better citizens and that 
means more trade for us all. So I 








Left to right: 


Arms, Inc., and H. B. Collison, Hercules Powder Co. 
4—Wm. E. Murphy, Horseshoers’ and Blacksmiths’ Association; J. H. 
5—S. P. Megahan and C., 
Richardson Co., and B. Morrison, 
Graham, Atlantic Coast Hardware Corp. 


Beaudin, J. Wiss Sons. 
Bryden Neverslip Co. 
Mfg. Co. 7—J. H. Giles, 
E. GC. Baltz, 
North Bros. Mfg. Co. 


“Hardware News.” 9—Col. Geo. 


Co. 


Union Shovel Works, and Glenn H. Bower, Clayton & Lambert Mfg. Co., 
Age, Mrs. Hugh F. McKnight, Pittsburgh and Mrs. B. Frank Antrim, Camden, 


McKinney, McKinney Mfg. Co. 
Hardware & Iron Co. 
20—A. J. Bihler, J. C. Lindsay & Co. 
New York City. 


ll—J. E. Seitz and W. C. Perkins, American Chain Co. 
13—Jack Finch, Tower Mfg. Co., and N. Crawford, Bluefield Hardware Co. 


18—Harry €. Glover, Griffin Mfg. Co., and E. E. Yoder, 
21—W. D. Wallace, Alfred Kastor and Harry K. Zust, Camillus Cutlery Co. 
24—Fred. J. Pfeiffer, with W. F. 
Cincinnati Teol Co., and C. B. Babcock, Babcock, 


23—R. P. Boyd, Savage Arms Corp., and secretary, Old G uard. 
25—HI. J. Underwood, Babcock, Hinds & Underwood, James A. Gardner, and H. H. 
Hinds & Underwood. 26——Mr. and Mrs. G. G. Roberts, G. G. Roberts Corp. 


I1—S. S. Rand, J. S. Howell and L. E. Fichthorn, all of Peck, Stow & Wilcox Co. 


3—H. L. Gotfredson, Builder’s Need, Int.; 


E. Schumacher, F. E. Schumacher Co. 


Fones Bros. Hardware Co. 


N. J. 


16—F. H. 


Hargrave, 


Geo. 


6—Donald McMillan and A. C. Albrecht, 
8—W. Glenn Pearce, field secretary, P. A. S. H. A., and 
10—J. G. Hugel, John Chatillon & Sons, and E. A. McKenna, 
12——A. A. Chisholm, Mrs. J. C. Griffin and J. C. Griffin, Griffin Mfg. 
14—C. A. Bower, Clayton & Lambert Mfg. Co., Chas. G. Chancellor, 
15——Mrs. Llew S. Soule, Hardware Age; Mrs. Geo. H. Griffiths, Hardware 
Karutz, Supplee-Biddle Hardware Co., and J. P. 
17—C. B. Crets, Van Camp Hardware & Iron Co., Mrs. M. J. Lacey, Corning, N. Y., and C. J. Prentiss, Van Camp 
Barker-Jennings Mfg. Co. 


2—Chas. P. Catlin, H. J. Strugnell, Remington 


E. Dresser, Carborundum Co., and George 


De Arment, Champion De Arment Co.; Wm. Brezette, 


North Bros. 


19——-H. A. Taylor, American Screw Co. 
22—Mrs. George Walter Davis, 
Tweed & Co. 


Crofton, Green, 
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think that they are going to buy more 
hardware. They are going to buy 
more of everything next year. 

“T think the farmer is going to come 
back in a large way and that a part 
of that pent-up demand is going to 
come your way next year. I know we 
naturally say when we talk about the 
farmer that he has been extravagant, 
that he has bought automobiles and he 
has indulged in many other luxuries 
which have been classed as extrava- 
gances. I think to our friends we 
should give the same privileges that 
we enjoy ourselves, and I think that 
life on the farm has been made much 
easier in the last ten years. The mod- 
ernization of tools, the appliances 
which have reached him, which may be 
classed as extravagances, are the 
things that are going to make him 
happier in his work; going to make 
his life an easier one; going to keep 
a few more of the boys at home, and 
I think that the farmer, possibly more 
than any of the rest of us, has done 
his share, has carried his burden in 
this time and day of adjustment. 

“The difficulties which many of our 
farmers in the West have experienced 


M 


HARDWARE AGE 


makes a tale which is a pitiful one 
indeed, but they have learned their les- 
son. They will be better merchants 
themselves in the future, and they will 
be better customers with it all. I do 
not believe that, as merchants and 
manufacturers, no matter what our 
calling, we should overlook the present- 
day trends and changes in business. 
We should properly and fully con- 
sider the changes in transportation, 
which are rapidly changing our busi- 
ness lives. I talked the other day with a 
merchant at a little crossroads town 
with only five houses in it, and he told 
me he was justly proud of his sales, 
that he sold $60,000 worth of goods a 
year, but he was on a dirt road, and 
I wonder what will happen to him 
when the hard road goes by his store 
and the city only ten miles away. 
“There are many problems before us 
all, but we are going to solve them as 
the American citizen and merchant has 
always solved his problems, we are go- 
ing to solve them right. These times 
and conditions have made bigger men 
of the average American citizen. They 
have helped us all to make progress 
in our individual ways. I think that 
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1926 is going to be a good year. I do 
not want to see a boom. We are ona 
good, solid commercial and financial 
foundation. Our credits are in fine 
shape. Oh, there are spots here and 
there, but generally speaking we have 
no worries ahead—just lots of good, 
hard work, which we all enjoy, adopt- 
ing new methods where necessary, 
modernizing our business in conformity 
with the present time, forgetting some 
of the difficulties of yesterday, and 
looking only to tomorrow and the day 
after; practising economy in our own 
business; working enthusiastically and 
giving our customers, ourselves and 
all others a square deal; confidence in 
our fellow man. What a happiness it 
is to look forward to the days to come. 
So I do not worry. I think we have 
overcome our worst difficulties and 
with that faith which I trust you all 
have and which I think we are war- 
ranted in possessing—I think if we 
look forward confidently, if we plan 
for the future, that next year will be 
one of our best? I hope so and I wish 
you, on behalf of the manufacturers, 
every success that you may wish for.” 


South’s Trade Outlook 


Good Says Lyons 


ARK LYONS, McGowin-Lyons Hardware Co., Mobile, Ala., 
and president Southern Hardware Jobbers’ Association, told 
the opening session he believed that the South is in the be- 


ginning of its greatest growth and development and that the gen- 
eral situation and trade outlook is exceptionally good. In part, Mr. 


Lyons continued: 








Mark Lyons 


“From my remarks you might infer 
that I think the entire Southland is 
basking in the light of prosperity. 
While this is largely true, as yet it is 
impossible to make a single statement 
that is applicable to the entire South. 
Conditions that exist on the banks of 
the Potomac are not always the same 
as those that prevail on the Rio Grande. 
There are a few unfavorable spots even 
in our land of opportunity. The South 
this year has experienced the longest, 
hottest and dryest summer season of 
which there is any record. In some sec- 
tions this extreme dry weather reached 
a stage of a severe drought which des- 
troyed crops of all kinds, and of course 
in those sections the conditions are not 
so favorable. Happily, however, this 
condition exists only in a comparative- 
ly speaking limited area. Central 
Texas, east Tennessee, northeast Geor- 
gia, and a portion of the western Caro- 
linas, but even the drought stricken sec- 
tion of Texas has shown a spirit char- 


acteristic of that very splendid State 
which is evidenced in a letter I re -eived 
from one of the ‘iexas jobbers He 
wrote me—‘Our section is peiaps the 
hardest hit, but we believe Texas is the 
greatest State in the greatest country 
on earth and we will come back quick- 
ly.’ Every cloud has a silver lining 
and I have given you a brief picture 
of the only condition of any great con- 
sequence—unsatisfactory condition of 
any great consequence on the horizon 
of business conditions today. From 
East Texas, from Arkansas, from 
Louisiana, from West Tennessee, from 
Georgia, from Alabama, from Missis- 
sippi, from Florida comes letters bring- 
ing a message of prosperity, express- 
ing satisfaction with the present situa- 
tion and a most cheerful view of the 
future outlook. 

“It might seem strange for anyone 
to speak of the South without making 
a considerable mention of Florida, how- 
ever so much has been said and so 
much written and so many of you have 
been there and have seen the remark- 
able and almost miraculous growth of 
that wonoderful State, that I feel that 


it is useless for me to attempt to tell 
you about conditions there tonight, as 
a matter of fact you must see Florida 
to appreciate it; however, if any of you 
are contemplating visiting Florida and 
will come along tomorrow, I will paint 
you a word picture that will vie with 
the story of Aladdin and his wonder- 
ful lamp. 

“Of course, we have our problems 
just as you all have—the problem of 
the ever increasing cost of labor, the 
problem overhead, the problem of im- 
proper sales by manufacturers, and the 
problem of the chain store competi- 
tion; the problem of the price slashing 
jobber and many other problems which 
are incident to our particular industry. 

“Conditions and the trade situation 
and outlook in the South is exception- 
ally good. True, some sections were 
hard hit by the drought, but the South, 
no doubt with its remarkable recupera- 
tive power, I believe, viewed from a 
manufacturing or a financial viewpoint, 
is in better shape today than ever in 
its history, and I believe that the South 
is in the beginning of its greatest 
growth and development.” 
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R. W. Hatcher Asks for Conformity 


to Hardware Council Findings 


in any conclusion of the Hardware Council, R. W. Hatcher, 


Pin any’ co G to do his part and pledging the support of retailers 


Milledgeville, Ga., president of the National Retail Hardware 
Association urged manufacturers and jobbers to do likewise, so that 


wherever possible harmful practices could be eliminated. 


Mr. 


Hatcher prefaced his comment on the Council, stating that there 
was no discussion necessary on the subject of regular channel dis- 
tribution, which, he said, was manufacturer to jobber to dealer. 


Mr. Hatcher said: 


“There has never been any doubt as 
to the relative position occupied by the 
three factors in distribution, nor their 
mutual advantage and_ interrelation 
with each other. We, as retailers, have 
gone on record time and again, many 
years back, in defining what we term 
the regular channel of distribution, 
which is from manufacturer to whole- 
saler, wholesaler to retailer. There is 
nothing to discuss about this; there is 
no question, as we see it, to discuss. 
Your president here this evening 
brought out some very pertinent points 
in regard to the action through this 
channel of -distribution. I was very 
much interested in his speech. 

“Since we are all agreed upon this 
method of distribution, does it not be- 
hoove us to set about and try to elimi- 
nate its defects and to correct its 
abuses? ; 

“We have to deal with facts; facts 
are the only thing with which we are 
concerned. We were more than pleased 
when the other two factors in distribu- 
tion came in with us and formed our 
National Hardware Council. This 





N. A. Gladding 


E. C. Atkins & Co. 

“The headquarters of the National 
Hardware Association announced last 
January an estimate for this year of 


an increase of 5 per cent over 1924 in 





Council has begun its work by pref- 
acing it on an analysis and determin- 
ing the actual existence of the allega- 
tion before it can be formed a fact. 
They are going about their work very 
carefully- and determining these facts; 
they are going to seek thoroughly to 
establish it. May I not ask that each 
one of the factors in distribution, and 
the membership comprising the _ re- 
spective associations, offer their every 
help and aid in assisting these gentle- 
men to arrive at these definite facts? 
It matters not who that fact concerns, 
or which branch of distribution it con- 
cerns; if it is a fact, and it must be, 
gentlemen, that is detrimental to dis- 
tribution as a whole, then, gentlemen, 
it certainly should be eliminated. If 
it can be proved through these facts 
and through the operation of this joint 
council that the retailer is guilty, then 
I answer for the retailer that he will 
make every effort to conform to the 
findings of his council. And there is 
another side, gentlemen, to the clearing 
of the regular channels of distribution. 
There are other and irregular channels 





R. W. Hatcher, President N. R. H. A. 


Milledgeville, Ga. 


of distribution. It behooves us to be 
able to show the consumer that he can 
be served as economically and effect- 
ively through a regular channel as he 
can be served through his regular 
channel. We maintain that he can be 
so served, and if it is shown that dis- 
tribution is bearing the burden which 
it should not bear, just in that measure 
do we wish to eliminate everything 
possible in the way of an added cause. 
And this, gentlemen, is the program 
that we have before us and I with the 
retailers say it and I believe that you 
gentlemen will appreciate that at this 
time, of all times, does there exist an 
acute necessity for us having a joint 
action in the handling of these mat- 
ters.” 


1925 Hardware Sales In- 


creased 5 


Per Cent 


66 HERE is every prospect for a continuation of good business 
in the hardware trade for at least the balance of the year,”’ 
declared N. A. Gladding, vice-president of E. C. Atkins & Co., 

Indianapolis, Ind., in his address on the present business situation 

delivered at the joint opening meeting of the N.H.A. and A.H.M.A. 

After summarizing the conditions in the basic industries, he drew 
a very optimistic picture of the hardware outlook. He said in part: 


relation to hardware sales, and had it 
not been for the falling off caused by 
droughts in certain sections this esti- 
mate would no doubt have been more 
than realized. There were large in- 
creases in such States as North Da- 
kota with a gain of 40 per cent, Okla- 
homa 20 per cent, South Dakota 15 per 
cent, and a number of other States 
showed substantial increases, so that 
in spite of the droughts there is after 
all an estimated gain of 2% per cent. 


“Briefly, thus, after taking all con- 
ditions throughout the country into 
consideration, it will appear that there 
is no reason why the hardware busi- 
ness, comprising some 500 to 600 job- 
bers and something over 25,000 retail 
dealers, should be very optimistic to- 
day as regards continuation of good 
business for at least the balance of this 
year, and as I see, the same will con- 
tinue through 1926, if the crops are 
anything like normal. There is al- 
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ways hanging over the heads of the 
hardware trade the growing compe- 
tition of the catalog houses, depart- 
ment stores, chain stores and glorified 
peddlers, but with the determination 
shown by the leaders of the business 
to come together to overcome and 
counteract such competition, I feel sure 
that the regular hardware trade of the 
country will continue to function in a 
prosperous manner. 

“Buying of sufficient stocks by re- 
tailers and jobbers has been more or 
less affected by the agitation in recent 
years of the questions of 


Prices 


“Prices, of course, depend upon 
costs. It is easy enough for one to 
say ‘prices ought to go lower’ or to 
predict that they will do so, but it is 
another matter to bring about condi- 
tions to make them go lower. It is to 
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the advantage of all to have stable 
prices, if they are fundamentally right, 
and it is those fundamentals, such as 
wages, costs of raw material, etc., 
which must and do rule. Some changes 
may be made from time to time on 
specific items because of new methods 
of production. 

“It would appear from all accounts 
that prices will remain comparatively 
firm, because in the first place the 
standard of living among all classes of 
people in this country—including the 
two most important factors of all, viz., 
the laboring man and the farmer—is 
such that wages cannot be reduced im- 
mediately or in a drastic manner. In 
my judgment, the people of America 
would rather see good wages and good 
prices than low wages and low prices. 
One of our late Presidents, Benjamin 
Harrison, once said, ‘A cheap coat 
makes a cheap man.’ There are many 
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people within the sound of my voice 
who will remember the hard times 
through which this country passed 
under low tariffs, and I cannot imagine 
anyone wanting to revert again to the 
days of soup houses. 

“The fallacy that low tariffs make 
low prices is always hanging in the 
offing, and to my notion it behooves 
the hardware trade of this country to 
watch the tariffs on lines they handle, 
because if some people have their way, 
they will be made so low, as they have 
already been made on some items, that 
we will be flooded with cheap foreign 
made goods. We may be able to buy a 
safety razor for 10c. and other goods 
in proportion, but we must remember 
that with the influx of millions of dol- 
lars’ worth of that kind of stuff, prices 
may go down, but wages will do down 
also, and worse yet, a’lot of industries 
will be closed.” 


Ireland Analyzes Volume, Overhead, 




















Chas. H. Ireland 
Odell Hardware Co. 


“As I interpret the general complaint 
of the hardware trade it is as follows: 

First, volume; second, excessive over- 
head; third, stabilized channels of dis- 
tribution; fourth, excessive competi- 
tion and resultant short profits. 

“Let us analyze these complaints as 


Distribution and Competition 


today, particularly as affecting volume, overhead, distribution 


N analysis of conditions obtaining in the hardware business 


and competition, was the outstanding feature of the address by 
Charles H. Ireland, of the Odell Hardware Co., Greenboro, N. C., at 
the opening business meeting of the N.H.A. and the A.H.M.A. Mr. 


Ireland said: 


I have given them; namely, first, vol- 
ume: I’ve been trained in that school 
whose slogan was ‘the proper channel 
of distribution is from the manufac- 
turer to the jobber, from the jobber to 
the retailer and from the retailer to the 
consumer.’ 

“Now, the basis of all permanent 
prosperity is the farmer. That his call- 
ing is failing to bring renumerative re- 
turns no one can question and yet the 
cost of living, which starts with the 
articles produced by the farmer, was 
never so costly as today—not even 
during the war period. If the retail 
hardware man is to succeed the farmer 
must be prosperous. When we con- 
template that over 50 per cent of the 
retail hardware men in this country 
made less than 3 per cent on their 





sales for last year it seems to me it 
is very important that those who de- 
pend upon him for distribution should 
interest themselves to see if they can 
help. When we find, however, that the 
retailer’s volume has dropped consid- 
erably in the last few years and when 
we inquire of the consumer why he does 
not buy his goods from that source of 
supply you will generally be answered, 
‘I can buy my tools from a chain store 
at much less than I can buy from my 
hardware friend and I can’t afford to 
pay such differences.’ When the retail 
hardware man is consulted he will show 
you that he is not making over 33 1/3 
per cent, that his overhead is 25 per 
cent and he says that he cannot buy 
these same goods at the prices the 
chain store is selling them for. When 
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the jobber is appealed to he claims it 
is an unassorted stock of unreliable 
articles sold by these people. And, when 
the manufacturer is approached he says 
that he does not sell chain stores and 
that that class of merchants do not sell 
standard goods. Still the chain stores 
continue to multiply and catalog houses 
are on the increase. The proprietors 
continue to stay out of jail and to 
make money. When you consult the 
chain stores they tell you that it is due 
to the great volume of their sales with 
no losses that enables them to sell 
goods at their prices. The hardware 
trade from the manufacturer to the re- 
tailer is complaining of lack of volume. 
Does it not behoove us to examine with 
microscopic vision the whys in time 
and to cease to see an object before us 
just because it is not an agreeable 
thing to look upon? 


Excessive Overhead 


“There’s no concern today that does 
not have nightmares at the mention of 
overhead and the saddle that we are all 
trying to ride on that nag, to get out of 
the quagmire, is TURNOVER. One 
manufacturer in explaining why he had 
changed his policy in selling certain 
houses—not hardware concerns—said, 
‘I had never had a record sale to any 
hardware house of 100 gross of a cer- 
tain article, but when I went to see 
this other concern his first statement 
was, “Well, I do not know whether I 
can sell them or not, but you can ship 
me 100 gross and if they go I’ll buy 
some.” His first repeat order was for 
1000 gross.” Need we wonder that this 
manufacturer justifies himself for de- 
parting from the faith, ‘Manufacturer 
to the jobber—jobber to retailer.’ 

“Again, this retailer, when he ‘had 
disposed of his 1000 gross had the cash 
with which to discount his bill for 1000 
gross more. If the hardware man who 
bought 100 gross had analyzed his re- 
turns he would have found his sales 
would have been to from 20 to 40 re- 
tail hardware men, and at least one- 
third of them would have still owed 
him for the purchases. If the retail 
hardware man had examined his re- 
turns he would have found that, at 
least, from 50 per cent to 70 per cent 
of his customers owed him for pur- 
chase of the said article. 

“T raise this question: How much 
cheaper can a retail hardware man sell 
goods on time with free delivery than 
can a chain store man who sells for 
cash and no delivery, or the catalog 
house who has Uncle Sam as a free 
delivery and all mail clerks and rural 
mail carriers as collectors of cash be- 
fore the goods are delivered? 

“Too, is it possible for a man who 
keeps no books, sells for cash, has au- 
tomatons for clerks at $8 per week, 
pays no advertising bills, makes no 
contributions to local demands, pays 
no local taxes, has no delivery charges 
and buys his goods in jobbing quanti- 
ties to sell goods as cheap as a com- 
petitor who has all these fixed charges 
as well as a family to support? 

“If the credit, advertising, free de- 
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livery, competent sales service, assorted 
stock and reliable source of supply does 
not appeal to the public—if the public 
would rather buy their goods for cash, 
carry them home and depend upon 
show windows for knowledge of what 
should be used; if the public would 
i rather have an $8 a week automaton 
female clerk to attend to them; and 
if the public would rather find out the 
qualities of the purchased article for 
themselves, depending upon _ limited 
stock window sales to supply their 
daily wants and doing without sizes 
because they saw only one size of an 
article in the window, which no one 
used—then the public should be served 
and the law of economics must prevail. 
Get ready to hide your ledger, send 
some of your clerks back to driving 
a mule, let your trucks go to the sec- M. E. Wyckoff and Charles J. Heale, Ir.. “Wardware Age” 
ond-hand car dealer and we’ll all stand 
on the same competing basis. 





Stabilized Channels of Distribution 


“In these days of corner drug stores, 
racket stores, conglomerate department 
stores, jewelry price-cutting houses, 
chain stores and ‘hokus pocus’ it is re- 
freshing now and then to find a real 
hardware store, not run for quick turn- 
over nor razzle-dazzle display, but for 
service, efficiency, capability, courtesy 
where knowledge is prized, where a 
promise is as good as a note, where any 
size or shape can be had, where the 
proprietor knows little and cares less 
as to what goods are being sold for in 
a corner drug store nor how much 
money the store across the street is 
making and where a baldhead is the 
rule rather than the exception. I say 
to you to run upon one of this kind in 
these days is a source of joy. Prize 
him for he is the seed-corn of the fu- 
ture—the cornerstone of what we will 
have to go back to and build this busi- 
ness upon after the hectic fever of the 
present day delirium is passed. 








Chas. J. Smith and Iehn Shann, Chas. J. Smith & Co. 


Excessive Competition and Resultant 
Short Profits 


“There are some things that cannot 
be done. One of them is that thing 
of selling goods for less than cost and 
still making a profit. If you are an 
evolutionist you do not believe the 
prophet made the axe swim. I am a 
fundamentalist. I believe in miracles, 
but I do not think a miracle is ever in 
order when human action is competent 
to serve the purpose. 

“Short profits, I believe, are not due 
so much to competition as to a lack of 
knowledge as to what real cost is. I’ve 
inquired of a number of men as to their 
cost of doing business and it is very 
rarely that I have found one with a 
concise idea as to same. The fact is 
I do not think a man is competent to 
run his business who does not keep be- 
fore him constantly his overhead cost 
and who does not figure in this item as 
well as his freights in order to reach 
an intelligent sales price for any ar- 
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Geo. H. Griffiths, “Hardware Age,” and 
A. CC. MeKinnie, Stanley Works 


“My experience as regards the hard- 
ware trade is confined to the manufac- 
ture and sale of shovels, blades and 
scoops. Having that item in mind the 
conditions surrounding the shovel in- 
dustry is what I refer to. It is gener- 
ally conceded that supply and demand 
are the fundamental economic factors 
governing price levels and _ business 
outlook. At the present time the sup- 
ply of most manufactured products in 
our domestic market is greatly in ex- 
cess of the demand therefor. This 





Secretary-Treasurer F. D. Mitchell and 
Retiring President H. G. Moore, American 
Hardware Manufacturers’ Association 





Chas. H. Ireland, Odell Hardware Co., and 
John Donnan, Secretary, Southern Hard- 
ware Jobbers’ Association 
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W. H. Baldwin Tells of 
Shovel Simplification 


Effective Soon 


ARTICIPATING in the discussion on general business condi- 
tions, in the opening session Tuesday night, W. H. Baldwin, 
Baldwin Tool Works, Parkersburg, W. Va., said: 


condition is particularly pronounced in 
the shovel industry, being aggravated 
by several causes.” (The speaker re- 
ferred to plans under way to reduce the 
number of styles produced by his con- 
cern through standardization and said 
he anticipated being able to announce 
changes within a short time, but his 
concern would continue to manufacture 
or furnish old patterns for some time 
after the plan was put into effect so 
dealers would not suffer from the quick 
change.) 


Invitation Extended to 
Visit Retail Convention 
at Indianapolis in June 


P. VAN CAMP, president, Van Camp Hardware and Iron 
Co., Indianapolis, told the wholesalers that the Retailers’ 
® National Convention would be held in Indianapolis in June 


f 


a 
a 








and extended his invitation for them to visit the city, and his firm 
as well as the convention, as all sessions, except those of the execu- 
tive committee, were open to all interested in the hardware line. 
Many wholesalers expressed their appreciation that retailers would 
welcome them to their meetings and it is felt that many wholesalers 
will be present at the meeting next June. 


“Ike” Black and Jack McCue, Russell & 
Erwin Mfg. Co. 








Photos on opposite page: I1—W. A. Foege, American Steel & Wire Co., and F. B. Nichols, Nichols Wire, Sheet & Hardware Co. 2—L. L. Sullivan, 
Atlanta, Ga.; D. S. Brisbin, Columbus-McKinnon Chain Co., W. G. Thomas, Pidgeon-Thomas Iron Co.; B. J. Schuster, Benjamin Schuster Co.; H. Z. 
Collendar, Whitman & Barnes Mfg. Co.; H. P. Chenoweth, Jacksonville, Fla. amd John A. Harvin, Peden Iron & Steel Co. 3——W. A. Scott, C. A. 
Hammond and Frank J. Koch, McKinney Mfg. Co. 4—R. Lane, Standard Tool Co. 5—Geo. T. Price, Kelley Axe & Tool Co.; Miss Bloom and C, J. 
Prentiss, Van Camp Hardware & Iron Co. 6—Walker Evans, Jr., Mansfield Tire & Rubber Co. 7—R. G. Thompson, Lufkin Rule Co., and C. B. Parson, 
P. & F. Corbin. 8—C. F. Hemenway, D. G. Smith, F. P. Tenney and E. B. Odgers, Smith & Hemenway Co., Inc. 9—L. B. Jackson, Wickwire 
Bros., and Gee. N. Groff, Wm. H. Cole & Sons. 10—John A. Ditz, President P. A. S. H. A., and Frank B. Antrim. 11—Walter J. Munro, Osborn Mfg. 
Co.; Chas. B. Chancellor, Union Shovel Works, Chas. Sharocks, Baker, Hamilton and Pacific Co. and C. Sternberg, Osborn Mfg. Co. 12—E. H. 
Hoffeld, Ferdinand Dieckmann Co., and M. L. Walfe, Berger Bros. Co. 13——L. R. Stinson, Porter Screen Co.; W. D. Biggers, Continental Screen Co.; 
W. A. Shepard. 14—Arch L. Hager, C. Hager & Sons; L. M. Stratton, Stratten, Warren Hardware Co., and W. D. Biggers, Continental Screen Co.., 
W. A. Shepard, Kelley Axe & Tool Co. 15—J. C. Hugel, John Chattillon & Sons; F. S. Hawes, Treman, King & Co., and W. G. Fisher, Mathews & 
16—Mr. and Mrs. C. S. Packard, Reading Hardware Co. 17—H. B. Reppetto, Fremont Stove Co., and F. E. Teegardin, Stollberzg Hardware 
& Paint Co. 18—C. F. Roberts. Mansfield Tire & Rubber Co., and J. W. Williams, Williams Hardware Co. 


Boucher. 





























113 


HARDWARE AGE 














October 29, 1925 























ee . soy A 


























George T. Kimball 
American Hardware Corp. 


“When complaint is made of the 
prices of hardware the general answer 
is that wages are higher and the goods 
cost more. Quite true; but there are 
other causes that have increased our 
costs. We will consider some of these, 
together with some percentages, in- 
cluding, briefly, the labor item, which 
is the largest item of increased ex- 
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Manufacturing Costs Pre- 
® clude Declines for Present, 


_ Says George Kimball 


near future, because of present high manufacturing costs, 


]) near futur that lower prices in general are unlikely for the 


George T. Kimball, president, American Hardware Corp., 
New Britain, Conn., at the Manufacturers’ Wednesday session, of- 
fered a comprehensive outline on taxes and other expenses of mod- 
ern production. In part Mr. Kimball said: 


are well spent. I know no one who 
would wish to go back to the conditions 
of 1910. The theory on which the 
workmen’s compensation acts. are 
founded is fundamentally sound; 
persons injured in industry should be 
a charge on industry and not on the 
community. Taxes must be paid and 
industry must bear its share, and if 
the burden is proportionately heavy 
on industry primarily, and distributed 
through the increased prices, we can- 
not complain too much. The bills must 


the cost of general prosperity of which 
he usually partakes and in which he 
probably shares as much as others. 
“Industry has done its best to meet 
the increasing rates of expenditure by 
increased efficiency of operation and 
ingenuity of manufacture. Statistics 
indicate that wages are more than 
two and one-half times the rates of 
pre-war times; manufacturers’ taxes 
have increased five-fold; workmen’s 
compensation, almost unknown in this 
country in 1914, has become a real 








Partial Payment Plans not 
Sanctioned by Wholesalers 


N addition to the formal resolutions of appreciation to speakers, officers, chair- 
men, committeemen, the hotel management and participating members, the 
National Hardware Association passed a resolution condemning partial payment 
selling plans. ‘The resolution reads: 


“RESOLVED, that the association deprecate the tendency on the part of 
the public to purchase goods on the partial payment plan; we believe that the extra 
expense of such a system works to the economical disadvantage of the community 
and prevents the purchase of the real necessities of life, and we will, therefore, use 
our utmost influence to have this system discontinued.” 








pense and is also the best known. 

“In speaking of the additional ex- 
penses of manufacture, the wage scales, 
workmen’s compensation and the tax 
burden, I would not wish to be under- 


stood as dissatisfied with conditions. 


There are few who doubt that the in- 


creased wages paid to factory workers 


be paid, if not in one way then in 








another, and if not in the increased 
prices of manufactured product, then 
in some more direct fashion. 

“The ultimate consumer, as he pays 


the increased price for a manufactured 
article, is paying toward his share of 
the cost of the war, the cost of the 
better conditions under which all are 
living, the cost of good government and 





item of cost. The best information I 
can compile indicates that prices of 
our product have not averaged more 
than a 70% advance in twelve years. 
Manufacturers have done well to keep 
the situation within bounds, aided by 
the increasing volume of the business 
and the savings that can be effected in 
quantity production. The fact that 
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Remington Arms Co., Ine. 


Wm. L. Diemer 
American National Co. 
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Retiring President, A. H. M. A. 








the home market is the best market 
in the world, paradoxical as it may 
seem, has been a great factor in keep- 
ing prices down by affording oppor- 
tunities of lowering costs by this quan- 
tity production. 

“The most important item of manu- 
facturing expense, of course, is the 
pay-roll. Statistics indicate that the 
weekly earnings in the hardware in- 
dustry have increased 150 per cent 
since 1911, and that the hours of work 
per week have decreased about 10 per 
cent. In other words, the wage earner 


the defense of assumed risk, con- 
tributory negligence of the injured 
party, and fellow servants fault. The 
idea was to make industry carry the 
full burden of industrial injuries, and 
the law is fundamentally sound. In 
many States the manufacturers’ as- 
sociations helped in framing’ the 
statute and gave great assistance in 
its administration. At first the cost 
was slight. Claims for compensation 
were based on the usual industrial ac- 
cidents which were generally under- 
stood to be covered by the statute: a 


“Now this is all changed. The scope 
of the law has been broadened by legis- 
lative enactment, by rulings of the 
administrative bodies and by court de- 
cisions to include much more than was 
originally contemplated—at least by 
the industries. Medical expenses un- 
limited in some States, occupational 
diseases and other illnesses must be 
paid for. The cost has in many cases 
gone up 1000 per cent, and what ten 
years ago was a minor expense has 
become a burden. We have no quarrel 
with the law, the administration nor 








Secretary Fernley Urges 
Handling Profitable Items 


JAMES FERNLEY, secretary, urged members to look into profitable items and 
TT to widen their stocks to include merchandise which had not yet reached the stage 
°* of “staples.” He pointed out that 35 per cent of the business being done by 
wholesalers was in lines bearing an extremely close margin of profit. He showed that 
inroads were being made into the business of wholesalers through the changes in buy- 
ing conditions by other lines of business and he showed that certain lines, which were 
formerly regular and profitable hardware items, had also become standard items for 
other trades. Attention was invited to the razor business which had gone largely to the 
tobacco companies, cutlery items which had gone to the drug trade, flat silverware 
which had gone to jewelry stores and certain items of galvanized ware which had gone 
to chain grocery stores. 
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now receives two and one-half times 
the amount he got in 1911 for 90 per 
cent of the actual hours working. 

“In 1914 many of the industrial 
States passed laws making the factories 
liable for injuries to employees with- 
out regard to the defenses which for- 
merly existed to damage suits, such as 


finger smashed in a press, a burn from 
hot metal, and the like. Few claims 
were contested. The careful manufac- 
turer who pruvided the proper safety 
appliances and was diligent in in- 
structing and protecting new em- 
o/ did not feel the added responsi- 
ility. 


the courts; we do not say they are not 
right; we say the burden is added, is 
there, and we must face it. 

“The third item of cost, not subject 
to reduction through the effort of in- 
dustry, is the tax burden. Industry 
has had to bear a proportionately great 
increase in taxation. Before the war 
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a manufacturer’s tax problem was 
simple. If his business was incorpo- 
rated his bookkeeper made out his 
Federal return and he paid 1 per cent 
on his net income. : 

“Now this is all changed: Besides 
his local tax nearly all industrial 
States have imposed various levies, and 
the Federal Capital Stock and Income 
Taxes are a real factor in determining 
costs. 

“Local and State taxation have 
trebled and Federal taxation has in- 
creased about four-fold. What this 
means when applied to smaller units 
can be expressed thus: The tax burden 
amounts to about one-eighth of the 
national income. It is about $185 for 
every person gainfully employed; it is 
about $70 for every man, woman and 
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child in the country; it is about $300 
per family. When we consider that 
the national income is but little over 
$500 per person, the effect of a $70 
cut in this amount is readily appre- 
ciable. 

“It will be readily seen that these 
various items of manufacturing cost 
have increased far beyond the raise 
in hardware prices. It does not ap- 
pear that prices in general can be 
lower in the near future. While the 
user of the product of our manufac- 
ture may complain that he pays $1.70 
for what he got for $1 before the war, 
he is contributing to the better living 
conditions that everywhere prevail, the 
better schools, police and fire protec- 
tion, the bettered standards of employ- 
ment and probably himself shares 
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equally in the prosperity and freedom 
from distress arising from full em- 
ployment of the workers at good wages. 

“So long as American manufactures 
are bought in America and we continue 
to ship abroad more than we receive, 
and the product of American factories 
used to the fullest possible extent in 
the United States, we will be able to 
meet the pay-roll, pay our taxes and 
other expenses, however imposed, and 
have a little left over for the capital 
employed in our business. The only 
disaster that could overtake us would 
be the opening of our markets to those 
who are not subject to our conditions, 
and which would ultimately result in 
transferring the responsiblites now 
carried by American industry to other 
American shoulders.” 


Electrical Appliances Standard Hardware 
Electrified, Says George A. Hughes 


ard hardware items, electrified and that present day condi- 

tions in the electrical appliance industry make it unnecessary 
for the distributor or retailer of appliances to have much technical 
knowledge George A. Hughes, president, Edison Electric Appliance 
Co., Chicago, Ill., urged hardware jobbers to study the possibilities 
of distributing electrical appliances and radio equipment. 
the industrial and scientific development in the electrical industry 
and offered valuable merchandising pointers. 


[) are hava G that modern electrical appliances are only stand- 


sald: 


“When electric appliances were first 
offered, hardware men were extremely 
reluctant to handle them, for two rea- 
sons: the successful sale of electrical 
appliances required some. electrical 
knowledge, and second, there was at 
that time a limited market for appli- 
ances because of the scarcity of wired 
homes. This condition has changed, 
however, and hardware merchants are 
no longer afraid of these circumstances 
—as shown by the fact that the per- 
centage of hardware dealers handling 
electrical appliances, compared to the 
total of appliance dealers, is steadily 
increasing. 

“Things have changed. First of all, 
there has been a most pronounced in- 
crease in the use of electric light and 
power. Over fourteen million homes 
of twenty-two million total are now 


wired, and the yearly increase in wired 
homes is two million, or at the rate of 
about 15 per cent. Seven billion dol- 
lars are now invested in the electric 
light and power companies of the 
United States, and this investment 
promises to be notably increased. The 
super-power movement is shown to be 
a sound one both from the engineering 
and economic viewpoint. In the long 
run, this means cheaper and better ser- 
vice. Besides the further harnessing 
of streams, and possibly of tides, (as 
witness the present attempt in the Bay 
of Fundy), there are immense possi- 
bilities in the establishment of power 
plants at the mouths of our coal mines. 

“The electric appliance business has 
now reached tremendous proportions. 
The retail value of the flatiron busi- 
ness, for example, amounts to over fif- 


He told 


In part Mr. Hughes 





Geo. A. Hughes 
Edison Electric Appliance Co. 


teen million dollars annually. The 
other heating appliances, outside of 
ranges and ironing machines, would 
amount to another ten or fifteen mil- 
lion. The entire household appliance 
business including washing machines, 
vacuum cleaners, portable lamps, fans, 
etc. (but not radio) is estimated at 
more than five hundred millions of dol- 
lars annually. 

“Already the manufacturers of ap- 
pliances have three hundred and fifty 
million dollars invested in plants and 
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I1—Mrs. John Townley, Kansas City, Mo.; John Townley, Townley Hardware & Metal Co., and 


re-elected president of the National Hardware Association; Mrs. James M. Faris, R. P. Van Camp, Van Camp Hardware & Iron Co., and Mrs. Van 


Camp, Indianapolis, Ind. 2—M. J. Lacey, Pyrex Division, Corning Glass Works. 


Knob Works, and Harry J. Schmidt, J. W. Fox Hardware Co. 4—J. E. Stone, Stanley Works. 
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Pond, Nicholson File Co., and E. E. Lothrop, Reed & Prince Mfg. Co. 13——James H. 
Goods Mfg. Co. 15—F. J. Coakley, Samson Cordage Works. 16-—Thos. 
Cordage Works. 18—A. J. Vits, Aluminum Goods Mfg. Co. 
Disston & Sons, Inc., and newly elected president of the American Hardware Manufacturers Association. 


Dimick and S. M. Stone, all of Colt’s Patent Fire Arms Mfg. Co. 21—R. P. Boyd, secretary, and Al R. Sisson, president of the OLD GUARD. 


8—James Hutchinson, Stanley Works. 
12—J. S. Howell, San Francisco, Cal.; Wallace L. 


Oliver, Oliver Bros. Co. 14—E. C. Sohrweide, Aluminum 
A. Fernley, Jr., National Hardware Association. 
19—R. J. Atkinson, Brooklyn, N. Y., director, N. R. H. T., and S. Horace Disston, Henry 


3—J. W. Fox, J. W. Fox Hardware Co.; Fred Ritterbusch, Reading 
5—Ray Hare, Hare-Bailey Co. 6—Russell Smith, 


9—Roy E. Boffenmeyer, Lamson & Sessions. 


17—R. CG. Whiting, Samson 


20—H. W. Lidstone, D. G. Phelps, S. W. 
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equipment. There is a strong effort to 
extend and increase the use of appli- 
ances. The power companies desire to 
increase their use, because appliances 
are used during the off-peak periods of 
the day, and tend to build up the off- 
peak load. These power companies are 
now committed to an extensive educa- 
tional program in the interest of a 
greater use of electrical appliances. 
The next year or two will see a notable 
stimulation in this field. 

“But these are not the only people 
behind this movement. The _ whole 
trend of the times is in the direction 
of a greater use of power, in the home 
as well as in industry. 

“Moreover, the average American 
home is abundantly able to finance the 
extensive purchase of these appliances. 
Not only are we the richest people on 


earth but our wealth is widely distrib- , 


uted throughout the masses. 

“Movements of far-reaching import- 
ance are on foot on the part of the Na- 
tional Electric Light Association, the 
Society for the Electrical Development, 
and the trade papers and manufactur- 
ers, to develop more than ever an 
‘electrical consciousness’ on the part of 
the public, especially with reference to 
the home. 

“Then, too, there is much more stand- 
ardization in the appliance’ business 
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up this rate of expansion, think how 
enormous it will be in a few years! 
“For, notwithstanding its wonderful 





Geo. A. Fernley 
Assistant Secretary, N. H. A. 


growth, it has accomplished only a 
small part of what it may. Only a 
small portion of the homes have labor 
saving devices. Millions of homes still 
await these necessities. Here is a busi- 
ness already great, but much greater 
in its future promise. 

“There is no question that there is a 
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this about, the convenience of purchase 
which the hardware store offers being 
a considerable factor. 

“The hardware merchant has many 
advantages on account of the promi- 
nence of his business and his store in 
the community; he serves a wide range 
of the community’s needs, and he is 
experienced in merchandising. Every 
hardware dealer is in the kitchenware, 
and more or less in the house-furnish- 
ing business. The women of the com- 
munity are in the habit of going to his 
store, which is usually conveniently lo- 
cated, and when they think of a flatiron 
or a perculator it is natural for them 
to go to the hardware store for it. 
Why not? In the last analysis, elec- 
tric appliances are simply standard 
hardware, electrified. The electric flat- 
iron replaces the old sad iron, the per- 
colator is only a coffee pot, the vacuum 
cleaner is the successor of the old car- 
pet sweeper. 

“So much for the retail trade. The 
question now arises, who then can best 
serve this retail trade, the electrical 
jobber or hardware jobber, or shall 
they both serve it? 

“That the electric jobber has many 
advantages is apparent. In many cases 
he has sensed this trend in the retail 
hardware trade, and is going after it. 
His natural interests all lie in the de- 








Death Has Claimed 17 N. H. A. 


Members Since Last Convention 


At the opening session of the 1925 convention, the members present 


INCE the 1924 convention of the National Hardware Association, 17 members have 
passed on. 


stood with bowed heads while Secretary T. James Fernley read the list of deceased 


members. 


The list follows: 


Herbert Austin, Austin & Doten, Boston, Mass.; Luther 


Kountze, Lee-Kountze Hardware Co., Omaha, Neb.; George H. Moore, Nelson Hardware 
Co., Roanoke, Va.; Charles E. Green, Wayne Hardware Co., Fort Wayne, Ind.; C. R. 
Glock, Swank Hardware Co., Jonhstown, Pa.; D. R. Ziegler, Drake Hardware Co., Bur- 
lington, lowa; Robert M. Dudley, Past President of our Association, Gray & Dudley Co., 
Nashville, Tenn.; Frederick R. Underhill, Underhill, Clinch & Co., New York City; 
Huston Wyeth, Wyeth Hardware & Manufacturing Co., St. Joseph, Mo.; Leander Cran- 
dall Belcher, Belcher & Loomis Hardware Co., Providence, R. I.; C. H. Nelson, C. H. 


Nelson Metal Co., Inc., Baltimore, Md.; Col. 


R. G. Woodruff, C. S. Merrick & 


Co., New Haven, Conn.; Charles Holbrook, Holbrook, Merrill & Stetson, San Francisco, 
Cal.; William B. Wackerhagen, Albany Hardware & Iron Co., Albany, N. Y.; Alfred D. 
Clinch, Underhill, Clinch & Co., New York City; H. H. Bishop, second vice-president of our 
Association, and John H. Harberg, Wright & Wilhelmy Co., Omaha, Neb. 








than formerly. There is a greater de- 
gree of public acceptance, and it does 
not take a technically trained salesman 
to sell them. Remember that during 
the past twenty-five years the electric 
light and power industry has doubled 
every five years. In other words, it is 
now thirty-two times as great as it was 
a quarter of a century ago. If it keeps 





very distinct trend in the retail hard- 
ware trade toward the appliance busi- 
ness. This fact is being sensed by 
hardware trade papers, who have or- 
ganized special departments or supple- 
ments to their magazines to promote 
the idea. In fact, in the logic of cir- 
cumstances, it is evident that the buy- 
ing habits of the public are bringing 


velopment of the electrical business. 
He knows its special requirements and 
relationships, and is also better able to 
differentiate between the good, bad and 
indifferent among the electrical goods. 
The better class of electrical jobbers 
are pushing the better class of electric 
appliances, and many are doing con- 
structive work. 
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“Many hardware jobbers naturally 
feel that if thé9hardware store is in the 
electric appliance business, they should 
be in it too, for it is their business to 
serve this trade. These hardware 
stores are their customers, and their 
men call on these stores frequently and 
regularly. ‘While these men are writ- 


ing up an order for other hardware,’ 


they say, ‘why not include the elec- 
tric appliances which are needed? If 
the retail hardware trade can make a 
success of this business, why can’t the 
wholesale hardware trade?’ The 
matter then settles down to a question 
of economics of distribution, and is also 
a competitive one. Which can render 
the best service at a profit? Which can 
show the greatest enterprise? 

“Some hardware jobbers have been 
handicapped by a mental hazard, the 
mystery of the word ‘electric.’ Then 
there is another general handicap on 
account of the mental attitude of the 
average hardware jobbers salesman, 
especially the old-timer. He does not 
want to take the trouble to become fa- 
miliar with a new branch of the busi- 
ness. 

To offset this, however, the electri- 
cal jobber salesman calls on his friend 
Jones, the leading electrical contractor 
dealer in town, and he will not go across 
the street to call on Smith, the leading 
hardware merchant, for fear of offend- 
ing Jones: 

“The high grade electric appliance 
manufacturer who is spending good 


Hardware Council Organization Re- 


port Made by Chairman C.W. Asbury 


HE origin, function and progress to date of the Hardware 
Council, was completely reported at the Wednesday evening 
C. W. 
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Murray Sargent 
Sargent & Co. 


money in national advertising, making 
the name of his article a household 
word, must insist, as a matter of sound 
business, that his articles be on display 
or sale where the housewife will find 
it most convenient to purchase. And if 
she wants to go to Smith instead of 
Jones, he does not want Smith, the 
hardware man, to sell her an electric 
flatiron of an inferior grade, and lower 
price, just because Smith has decided 
that he better carry electric irons and 
has put in a stock of sub-standard 
goods because neither he nor his clerks 
have been educated to appreciate the 
value of better goods or have learned 
how to sell them. 


meeting attended by both jobbers and manufacturers. 


Asbury, Enterprise Mfg. Co. of Pennsylvania, Philadelphia, Pa., 
made the report as chairman of the council. 


“It has long been recognized that 
trade practices under changed condi- 
tions have brought into the distribu- 
tion of hardware some very serious 
problems. Each individual manufac- 
turer, each individual wholesaler and 
each individual retailer is almost help- 
less in trying to solve these funda- 
mental problems, surrounded as he is 
by competitive conditions. In view of 
this situation, a suggestion was made 
by the National Retail Hardware As- 
sociation that a representative body 
should be created with membership of 
an equal number of each branch of the 
industry. This suggestion was ap- 
proved by the National Retail Hard- 
ware Association, the National: Hard- 
ware Association of the United States, 
the Southern Hardware Jobbers As- 
sociation and by the American Hard- 
ware Manufacturers Association. 

“In June, 1925, the executives of 
each of these four associations met in 





Philadelphia and very carefully. con- 
sidered the possible scope of the work 
and the fundamental condition under 
which a council should be created. It 
was understood that the president of 
each of the above named associations 
should appoint his quota of members 
to the council and then to let the mem- 
bers thus appointed properly organize 
and proceed with the work; the un- 
derstanding being that the president 
of the American Hardware Manufac- 
turers Association should appoint four 
(4) manufacturers, the president of 
the National Retail Association should 
appoint four (4) retailers, the National 
Hardware Association of the United 
States and the president of the Southern 
Hardware Jobbers Association should 
each appoint two (2) members, so that 
a council should be composed of four 
manufacturers, four wholesalers and 
four retailers. It was further under- 
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“If the hardware jobber is going into 
the electric appliance business and 
wants to make a success of it, ob- 
viously, he should consider having a 
specialty sales manager and possibly 
some specialty salesmen. This will in- 
sure the necessary individual attention 
to the promotion of the business, which 
otherwise might be lost in the shuffle. 
The hardware jobbers who are now 
making the greatest success in the 
electrical business have so organized. 
Someone should be charged with the 
development of this department whose 
personal success is involved in its suc- 
cess. Constructive work must be done 
—not reliance on mere cataloguing and 
order taking. The dealers must re- 
ceive intelligent service and live mer 
chandising ideas. The salesmen must 
be trained and stimulated. In large or- 
ganizations, some special field men may 
also be desirable, to extend the work 
of the specialty sales promotion man- 
ager. 

“You should scrutinize carefully the 
different lines offered you, in order to 
insure your getting good quality, de- 
pendable goods. While there are sev- 
eral dependable brands on the market, 
yet in no other class of merchandise 
is there greater opportunity to cover 
up inferior material and workmanship 
than in electric heating devices. Your 
best policy would probably be to tie up 
with lines of known and_ proven 


quality.” 





C. W. Asbury 
Enterprise Mfg. Co. of Pa. 


stood that if any one of the three in- 
terests should not have a full attend- 
ance at any meeting of the council, 
that the interest, nevertheless, should 
be entitled to four votes upon any 
question to be determined. 
“Following the meeting in Philadel- 
phia, the president of each of the four 
associations appointed his quota of 
members of the council and advised 
Herbert P. Sheets, who had been re- 
quested to act as interim secretary. 
When the personnel of the council had 
been fully completed, a meeting for 
organization was held at the Hotel 
Roosevelt in New York on Sept. 16 
and 17, 1925. The following gentle- 




















120 


men attended this meeting for organ- 
ization: 

“Chairman, C. W. Asbury, Enterprise 
Mfg. Co. of Pa., Philadelphia, Pa.; J. 
E. Stone, Stanley Works, New Britain, 
Conn.; N. A. Gladding, E. C. Atkins 
& Co., Indianapolis, Ind.; Fayette R. 
Plumb, Fayette R. Plumb, Inc., Phila- 
delphia, Pa., and Fred D. Mitchell, 
secretary of the American Hardware 
Manufacturers Association, repre- 
sented the hardware manufacturers. 

“Hardware jobbers were represented 
by C. J. Prentiss, Van Camp Hard- 
ware & Iron Co., Indianapolis, Ind.; 
F. I. Hall, Supplee-Biddle Hardware 
Co., Philadelphia, Pa.; T. James Fern- 
ley, secretary, and George A. Fernley, 
assistant secretary of the Nationa! 
Hardware Association; Mark Lyons, 
McGowin-Lyons Hardware Co., Mo- 
bile Ala., president Southern Hard- 
ware Jobbers Association, and John 
Donnan, secretary, Southern Hard- 
ware Jobbers Association. 

“Retailers were represented by R. J. 
Atkinson, Broklyn, N. Y., director of 
the N. R. H. A.; H. R. Beatty, Clin- 
ton, Ill., vice-president, N. R. H. A.; 
R. O. Noojin, Noojin Hardware Co., 
and Herbert P. Sheets, secretary- 
treasurer, N. R. H. A. 

“It was then agreed that the purpose 
of the council should be to provide an 
effective and practical means by which 
the three branches of the hardware 
trade may cooperate to study the prob- 
lems of the industry; to discover facts, 
to draw up conclusions and publish re- 
ports and recommendations; to estab- 
lish more scientific operating methods 
inthe frade; to eliminate waste; to 
endeavor to correct and eliminate un- 
ethical practices and policies; to edu- 
cate all branches of the trade in higher 
business standards and the more ef- 
ficient conduct of their business; and 
to in other ways work for the pro- 
gtess of the hardware industry and 
the public interest. 

“The broad subject of economic 
wastes in distribution was discussed 
at some length for the purpose of 
determining which elements were of 
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the largest importance and worthy to 
have the first attention of the council. 

“The first element selected was the 
practice of ordering in small quan- 
tities, and while it was generally be- 
lieved that this practice added mater- 





S. Horace Disston, Henry Disston & Sons, 
and R. Mueller, E. L. Wilson Hardware Co. 


ially to the cost of distribution and 
placed hardware distributors at some 
disadvantage, the council was unwill- 
ing to make up a specific report 
which would of necessity be based upon 
the opinion and judgment of the mem- 
bers of the council. It was, therefore, 
determined to get actual facts based 
upon the experience and conclusions 
of representative members of each 
branch of the industry, and that a 
thorough investigation should be made 
to develop such facts for the accom- 
plishment of this purpose. The general 
subject was referred to a sub-commit- 
tee, consisting of one manufacturer, 
one wholesaler and one retailer to 
gather all data and to formulate a 
recommendation to be submitted to the 
next meeting of the council. 

“The next major element of eco- 
nomic waste in_ distribution was 
thought to be the growing practice of 
selling merchandise upon the install- 
ment plan. The members of the coun- 
cil appeared to be in accord as to the 
economic evil of this practice. Many 
instances were cited to show that an 
unnecessary burden of from 15-25 per 
cent was passed on to the consumer or 
purchaser for the privilege of paying 
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for the purchase in installments. It was 
also believed that the practice of ex- 
tension of the installment buying was 
adversely affecting proper distribution 
of many lines of hardware. The bur- 
dens upon the public are much larger 
than is generally believed and there 
appear to be inherent dangers in the 
installment method because of the large 
number of individuals whose future 
earning capacity is mortgaged by the 
practice. The council, however, felt 
that no definite report or recommenda- 
tion should be made without having 
facts and data collected, upon which 
facts such a report could be made with 
confidence. The subject was, there- 
fore, referred _ to a subcommittee to 
gather facts and prepare a report for 
submission to the next meeting of the 
council. 

“The council considered many of the 
following subjects at its initial meet- 
ing: Returned goods; plans to educate 
the retailer in better merchandising 
methods; intelligent use of manufac- 
turers selling helps; reformation of 
manufacturers selling plans which 
prove costly to the retailer, and en- 
couragement of jobbers’ salesmen to 
be of more service to the retailer. 

“The next meeting of the council 
will be held in New York City, about 
the middle of January, 1926, at which 
meeting it is expected that the council 
will be able to report to the constituent 
associations recommendations, which it 
is hoped, will prove a benefit to the 
entire hardware industry. It should 
not be forgotten that the purpose of 
the council is to consider only funda- 
mental practices which may increase 
the cost of distribution, and it will not 
consider the practices which may be 
applied to the distribution of any sin- 
gle line of goods, neither will they 
consider questions of price or compe- 
tition; the whole purpose being to im- 
prove the hardware industry in such 
ways, as will enable it to be regarded 
by the public as being most dependable, 
as well as, the most economical chan- 
nel through which items in hardware 
should be distributed.” 











A. K. Trout, A. K. Trout, Inc., and P. 1. Cosgrave, Hardware Age 





Maj. A. E. Foote, Division of 
Simplified Practice 


























October 29, 1925 


HARDWARE AGE 


121 


Mutual Obligations Analyzed 
by N.R.H.A. President 


TRESSING the fact that the distribution as 

a product is a task equally as important as 

the production of the product R. W. Hatcher, 
Milledegeville, Ga., president, N. R. H. A., gave 
the manufacturer’s Wednesday afternoon session 
his conception of the mutual obligations among 


manufacturers, jobbers and retailers. 


Mr. Hatcher said: 


“We are agreed that the consumer 
is the final arbiter in the matter of 
choice and the results in the shaping 
of this choice constitutes the success 
or failure of any manufacturing enter- 
prise. What we have chosen to de- 
signate as the operation of the regular 
course of selling places the retailer 
next to this ultimate end of distribu- 
tion. He occupies this strategic posi- 
tion, as it were, in shaping the prefer- 
ences of the consumer and coupled 
with this is his personality and his 
friendship to the prospect, a relation- 
ship not infrequently the result of long 
established contact. When the retailer 
offers an article and recommends it he 
in a way personifies you, manufactur- 
ers who made it. He stakes his repu- 
tation on your goods and this consumer 
while he may accept your product for 
what he knows of it that is favorable, 


In part 


prise by reason of the fact that 
through your goods on his shelves you 
have a joint interest. He has his 
money in them; you have your repu- 
tation and future trade possibilities in 
them. You should make every effort 
to enthuse him in the merits of his 
purchase. The good points and quali- 
ties of the merchandise should be im- 
pressed upon him and his sales force 
sufficiently to insure their forcible pre- 
sentation to the customer. This ac- 
complished, the goods will move freely 
and you will have a satisfied patron 
that will grow into a permanent cus- 
tomer for your company. 

“If the retail merchant is to be the 
partner of the manufacturer does it 
not behoove you to cultivate this rela- 
tion so as to awaken a sense of pride 
on the part of the retailer by letting 
him know you are relying on him to 


“The retailer is entitled to your con- 
sideration and protection because he 
is the man farthest down in distribu- 
tion. He constitutes the inverted apex 
of the pyramid, so to speak, of all com- 
mercial possibilities. He is wrestling 
with the small, vexatious little things 
whily you perhaps may be coping with 
the big problems. I would have you 
also bear in mind that he has a grow- 
ing list of competitors. One of these 
is the catalog house. Then there is 
the drug store, the general store, the 
department store, and still another is 
the chain store octopus which is reach- 
ing out its tentacles and gathering in 
what in many instances is the cream 
of hardware sales in small items. 

“Some manufacturers within the 
last several months apparently are 
increasing their sales to these organ- 
izations. Within this period I have 
seen the product of one of the oldest 
manufacturers of the country in a 
syndicate store window at a price that 
is less than this manufacturer’s price 
to the jobber. This article, a car- 
penter’s tool, is priced by the manu- 
facturer to the jobber at $9 a dozen. 
The chain store has it priced at 69 
cents each. I asked this manufacturer 
about this particular item. He said 








Wholesalers Express Preference 
for Atlantic City Next Year 


HE discussion of a meeting place for next year brought out many invitations from 


other cities. 


Cincinnati, Philadelphia, Nashville, Buffalo, Asheville, Cleveland, St. 


Louis, Detroit and Atlantic City, all made bids for the convention next year. The 
Cleveland proposition was considered seriously on account of one of the first meetings 
having been held there 24 years ago, but the majority vote showed that Atlantic City 


was most desirable for the meeting next year. 
termined at the mid-year meeting of the executive committee. 


The actual place will, however, be de- 








really looks to the retailer for guid- 
ance and protection in its purchase. 


Responsibilities to Retailer 


“For this reason we maintain that 
manufacturers cannot regard lightly 
the obligation of their responsibility to 
the retailer who becomes their agent 
and representative when he _ stocks 
their, goods. He becomes even more, 
he becomes a partner in your enter- 


put your mutually possessed line of 
merchandise over with the consumer 
that you purpose to take care of your 
end in quality, style, resale margin 
and cost of production and convince 
him that the selling of your line will 
strengthen him with his trade. In 
other words, establish what has been 
called an “entente cordial’ with the 
retailer by convincing him that you 
appreciate his efforts on your line. 


that he only sold this organization 
some goods made up under their own 
brands. The goods displayed, how- 
ever, were his first quality- goods. The 
question is, where did the chain store 
syndicate get them. I also note the 
product of another equally prominent 
manufacturer that evidently is selling 
these syndicates direct gradually being 
increased in quantity. A few months 
ago I only noted an isolated item of 
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two where now there is practically a 
full line shown featuring prominently 
this maker’s name and brand; a name 
and brand that has been made valu- 
able to this manufacturer and well 
known to the public through the efforts 
of thousands of hardware retailers 
throughout the country. The question 
is, can you manufacturers afford to 
let these syndicates exploit your most 
valuable possession? Can you afford 
for the sake of a large cash order 
rendered less attractive perhaps by 
having been taken at a cut price to let 
your goods be used to jeopardize the 
interest of those patrons who dis- 
tribute 95 per cent of your product 
and this for a seeming advantage to 
interests that only represent 5 per 
cent of the distribution of this product. 
Will these manufacturers who sell 
these chains not eventually find them- 
selves in the position and have the ex- 
perience of old Aesop’s dog when he 
saw the bone reflected in the water? 

“Take the article I mentioned, a 
carpenter’s tool, of a universally 
known brand. With a jobber’s cost of 
75 cents an ultimate retail price of 
from $1.25 to $1.50 might not appear 
excessive. Suppose a mechanic who is 
a customer of a hardware retailer who 
sells this line passes this store and 
sees the well known manufacturer’s 
brand, with which he has’ grown 
familiar through purchases from this 
retailer, featured strongly in the syn- 
dicate store’s window at the price of 
69 cents. He goes to his regular mer- 
chant, is shown the same article at 
$1.25 or $1.50. The retailer’s sales- 
man, following the dealers helps and 
literature furnished him by this manu- 
facturer, elaborates strongly upon the 
high quality of the well known brand 
of the article that he is offering. But 
one or two conclusions will immediately 
grip the mind of this customer. The 
one will be that in spite of his long 
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and cordial relations with this mer- 
chant that he has been systematically 
robbed in the prices charged him. 

“The other will be that the much 
heralded and boasted power of the 
chain store that they can buy so that 
they can sell goods at less than the cost 
of other merchants and make money 
is true. In either event the effect is 
the same. He will return to the syn- 
dicate store for a closer examination 
of the tool in question and as it is the 
genuine article he will purchase it and 
on the strength of his conviction that 
they can save him money on other 
articles as well he will probably pur- 
chase a number of these of unknown 
brand and doubtful quality out of 
which the chain store makes an ex- 
cellent margin. 


Waste in Advertising 


There is another matter of economic 
waste that has assumed enormous pro- 
portions but in citing this I do so with- 
out any attempt on my part to absolve 
the retailer from his share in con- 
tributing toward this loss. This is the 
gigantic expenditure that exists in 
“dealers helps” that each day find a 
haven of rest in the waste basket; mis- 
directed, unused and lost. Doubtless 
over-ambitious sales managers’ lack of 
system in distribution, indifference 
and apathy on the part of retailers all 
enter into the furthering of this loss. 
This is one of the problems that I feel 
can well be handled by our newly 
created hardware council. 

“Another item of interest is the 
large and growing demand for non- 
essentials on the part of the buying 
public. We all agree that articles of 
hardware are largely composed of 
those items of a useful and essential 
nature. But it seems to be a growing 
passion with the public nowadays to 
spend its cash for what we might term 
foibles of a more or less frivolous 
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nature that do not constitute articles 
of utility. It should be the purpose of 
all those engaged in the distribution of 
hardware articles to discourage this 
undue extravagance in the purchase 
of non-essentials and to strive if pos- 
sible to feature the attractiveness of 
those articles of utility which can be 
used to advantage in the home and 
otherwise. 


Hand to Mouth Buying 


“‘Much has been said about ‘hand to 
mouth’ buying and there is some 
diversity of opinion about its effects 
on the trade. It must be admitted, 
however, that it has resulted in the 
elimination to a large extent of specu- 
lative inventories and the inevitable 
limitation of production to consump- 
tion and demand which seems to have 
been constant and healthy for the last 
several months. 

“In my opinion it is extremely doubt- 
ful if we will ever see again the old 
custom of large preseason buying pre- 
vail as in the past. The trade cannot 
so soon forget the painful experiences 
of post-war days and I do not believe 
that merchants and wholesalers will 
again readily accumulate stocks of 
large size with even a probability of 
recession in price. This is another 
matter, however, which can be studied 
to advantage by the Hardware Coun- 
cil and I understand that this body is 
already undertaking fact finding on 
the situation. 

“The organization of the National 
Hardware Council I interpret as an 
exponent of these relations and 
through their further strengthening 
we expect a growing realization of our 
mutual obligations and the possibility 
of discharging these through this 
medium of study and an analysis of 
those conditions that are of common 
interest to us all.” 








One Hotel Next Year for Both 


Hardware Associations 


HE joint meeting of the executive committees of the American Hardware Manu- 
facturers Association and the National Hardware Association passed a resolution 
unanimously at their meeting held at Atlantic City on October 20, 1925, to the effect 
that hereafter the executive committees of the two Associations will hold a joint meeting 
during the month of May or thereabouts, said meeting to be called by the National Hard- 
ware Association; at such meeting of the two executive committees the first order of 
business shall be the arranging of time, place and program of the next convention; 
and furthermore it was unanimously decided that wherever the convention is held the 
hotel selected shall be the headquarters and meeting place of both conventions; therefore, 


a resolution to this effect was adopted. 
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Dealer Must Add New Lunes 


HARDWARE AGE 


and Departmentize 


of basic lines will enable the hardware merchant to increase 

his sales volume, and spread his overhead over a larger vol- 
ume which would effect a lower rate of overhead to sales, said 
Frank E. Watts, manager, Electrical Goods, a monthly publication 
supplementary to HARDWARE AGE, at the opening session of the 
Automobile Accessories Branch of the National Hardware Asso- 
ciation in Atlantic City, N. J., Oct. 19. 
Watts emphasized the possibilities of radio and electrical appli- 


r YHE addition of new lines and the further departmentization 


ances. In part he said: 


“The volume of retail sales in 1924 
was the largest in history of the coun- 
try. All indications are that 1925 will 
surpass any previous year. One week 
in August car loadings were the great- 
est ever recorded and in September 
there followed a week almost as great. 
Week after week has surpassed the 
post war boom. It is evident that a 
great volume of commodities is being 
transported over that of a normal 
period. 

“But with all these indications of 
prosperity one note of discord is notice- 
able. There is the almost universal 
complaint that net profits are small in 
comparison to a few years ago. The 
net profit rate is diminishing and over- 
head expenses going up. This is par- 
ticularly true of the wholesaler or dis- 
tributor. 

“A little analysis will convince us 
that the way to reduce overhead does 


not lie in lower production costs. We 
have no production problem. It has 
been solved. 

“Transportation facilities in this 


period have greatly increased and mer- 
chandise may be delivered expeditiously 
in any part of the country. The motor 
truck has been a great factor in speed- 
ing up deliveries and is destined to be 
an even greater factor. In the field of 
communication we can find but little if 
any, room for efficiency or economy. 
“But coming to the distribution and 
merchandising branches of business we 
find a broad field for improvement. 
“There are certain phases of the 
jobbing business which have been di- 
rectly affected by increased transpor- 
tation and delivery facilities. This is 
reflected in the buying habits of the 
retailer. A combination of circum- 
stances has contributed to bring about 
this change. No longer does the re- 
tailer buy in large quantities well in 
advance but nearer to the time when 
he will dispose of his purchases. In 
other words, he has very largely 
learned the importance of stock move- 
ment or turnover. Self-protection in a 
highly competitive field has made this 
necessary. But, even with this, the 
mortality in the retail field is taking a 
tremendous toll on distribution costs. 


The average life of many classes of re- 
tailers is actually growing less when it 
should be growing greater. It is likely 
that this tendency to ‘hand to mouth’ 
buying will go too far if it has not al- 
ready done so. When the retailer finds 
that he is losing business because he 
has inadequate stocks, the pendulum 
will swing the other way. However, 
he will never return to the old method 
of buying in quantity well in advance. 

“This change in buying habits of re- 
tailers has been directly reflected in an 
increase of the number of wholesalers 
—especially in that class who cover a 
limited territory. As a matter of fact 
this type of wholesaler has come as an 
economic response to new service de- 
mands of the retailer. Yours is a very 
old and well established business but 
this change has nevertheless had its ef- 
fect. It has not been so great, however, 
as in some other fields. Too often the 
salesman of the larger jobber wanders 
far afield from his base of supply. His 
accounts become scattered. The cost of 
securing business becomes greater and 
delivery expenses increase. All contrib- 
ute to a larger overhead and dimin- 
ishing return on sales. It behooves the 
wholesaler, therefore, to study the pos- 
sibility of his market from the stand- 
point of economic traveling and delivery 
service as well as its possibility in 
sales. 

“The wholesaler will in the future 
have to give more attention to the study 
of his territory from the standpoint of 
delivery service. It must be remem- 
bered that often one town 100 miles 
distant from a jobber’s warehouse may 
be further away than another town 200 
miles distant when measured in terms 
of railroad delivery. In other words, 
the jobber must be fully prepared un- 
der changing trends in buying to ren- 
der the new service demanded. He 
must at all times have in stock, in such 
quantities and at such times, the goods 
his trade is demanding for quick de- 
livery. 

“We have spoken of the advent of the 
small jobber as meeting a service de- 
mand. It is not to be inferred that 
the large jobber cannot do this but he 
must study his markets and he may 


In talking of new lines Mr. 





Frank E. Watts 
Manager, Electrical Goods 


even find it necessary to open branch 
houses in some localities to retain his 
trade. I know of one jobber who once 
covered eight States and for 15 years 
never paid a dividend. Today he cov- 
ers less than three States and has been 
enjoying a larger business and paying 
dividends regularly for the three years 
he has restricted his territory. 

“Income tax returns revealed the 
fact that a small electrical wholesaler 
in a large eastern city showed the larg- 
est net on sales of any other in the city 
—large or small. 

“The retailers’ economic welfare is a 
matter of considerable interest to you 
and it is to some of his problems to 
which we shall now address ourselves. 
The retailer is in a field of intensive 
competition. If statistics mean any- 
thing this is a full million and a half 
of him. Reduced to other terms there 
is one of him for every 72 people; one 
for every 16 families; one for every 
24 wage earners. It is simply impos- 
sible for all to survive. The mortality 
is very great and when you lose a 
dealer you lose a salesman in the par- 
ticular community he serves. It costs 
money fo secure and educate another 
salesman—an expense falling largely to 
your lot. 

“The foundation stone of all business 
lies in the wants of a people. The 
wants of a people- depend upon their 
standards of living. Whenever we raise 
the standards of living new markets 
are opened for a larger sale of com- 
modities of all kinds. 

“During and following the war the 
wages of all classes of labor rose to a 
level never before reached. As a con- 
sequence more people had the money to 
buy things which they had never been 
able to enjoy. They bought automo- 
biles, pianos, phonographs, electrical 
appliances and many other things 
which enhance standards of living. 
Now what merchant under this stimu- 
lus is likely to reap the greatest re- 
wards? It is the merchant who first 
makes a study of the wants of the peo- 
ple in his community. The merchant 
who keeps pace with the changing 
tides of progress. The merchant who 
puts himself in the position of supply- 
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ing the wants of the greatest number 
of people. The merchant who serves 
best. Today the modern drug store 
bears no resemblance to the old apothe- 
cary shop. The modern department 
store, the chain store, all have their 
phenomenal success on the basic fun- 
damental in adequately serving the 
greatest number of people in their 
diversity of demands. 

““Coming events cast their shadows 
before,’ and today there are some out- 
standing instances of hardware dealer 
successes by men who have kept abreast 
of the times. In a small town of Ver- 
mont there is a hardware man who 
started in business forty-two years 
ago. The modest sign over his door 
bore the words ‘stoves and tinware.’ 
Today he has a profitable business in 
electric ranges as well as all other 
types of electrical appliances. In fact, 
he is the largest merchandiser in elec- 
trical appliances in the State. He has 
never had to bring back his net—he 
never lost it. In another town of the 
middle west, a hardware man by add- 
ing new lines—dictated by modern 
wants—tripled his business in scarcely 
a year’s time. These are but two ex- 
amples of what we may expect in the 
future. They are but signs which point 
the way to economic modern merchan- 
dising methods for the retailer to re- 
tain his ‘place in the sun.’ 
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“It has been estimated that a mini- 
mum of fifty cents of every dollar is 
spent for incidental purchases of this 
kind. The modern department store 
has capitalized this influence to the full- 
est degree. They have learned that 
every customer purchases an average 
of three items. They come in to buy 
one and buy two others as well. As 
the hardware retailer adds new lines 
he will find it desirable to more highly 
departmentize his business. He can 
profit by wisely following the methods 
of department stores in doing this and 
adapting some of their sound selling 
practices. 

“As the hardware retailer studies his 
market he will find many new items 
he can add. Two of the most important 
lines he can add are electrical appli- 
ances and radio. So far as electrical 
appliances are concerned it presents to 
him one of the fastest growing lines in 
consumer demand. It is a market 
which is following behind in saturation 
point of sales measured in terms of 
wired houses. New and old houses are 
being wired at the rate of over a mil- 
lion annually. Electrical service com- 
panies require each year almost a bil- 
lion dollars for the extension of electric 
service. 

“In radio the hardware retailer has 
a golden opportunity. If he only real- 
izes it he is in command of more than 
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his rate of overhead to sales will de- 
crease. Now every one per cent, in re- 
duced overhead, means approximately 
three-quarters of one per cent in net- 
profit rate. By adding new lines— 
adopting modern merchandising meth- 
ods—overhead will gradually be brought 
down—the net profit will go up and 
eventually the dealer will have re- 
established the net rate he since earned. 
He will also find himself with a larger 
volume of business and a consequent 
total net in dollars larger than ever. 

“This is not mere theory but estab- 
lished fact. You may say—What has 
this to do with my business?’ But do 
not forget that your prosperity—your 
own net is but a reflection of the pros- 
perity of the customers you sell. Your 
selling expenses will be reduced—your 
average order larger because of new 
lines you can sell the retailer. 

“Now in connection with this prin- 
ciple of adding new lines to increase 
volume and thereby reduce overhead 
there must of necessity be some inter- 
nal reorganization. The merchant 
must more highly departmentize his 
business and ‘tell it to the public.’ He 
must become a more aggressive mer- 
chant employing 1925 merchandising 
methods. 

“It has fallen to my lot to make a 
study of some merchandising successes 
‘among manufacturers. These manu- 








New Name for Accessory Branch 


HE name of the Accessory Branch of the National Hardware Association will be 
definitely changed to include radio and electrical equipment as well as those of 


automotive accessories. 


It was felt that the radio and electrical lines were be- 


ing distributed so thoroughly and economically through hardware channels that the 
name of the branch should be changed to properly include those distributors of new 
lines who were merchandising largely through hardware channels. 








“These merchants are but the fore- 
runners of what in time will become a 
necessary policy for every aggressive 
hardware dealer to adopt. It is such 
examples that reveal the working of 
economic forces and point the way to 
future development. We know that 
‘economic forces work slow but exceed- 
ingly sure.” We must conclude then 
that the retailer must first discover 
the needs of his market—he must find 
out what new commodities people are 
buying and determine which of these 
he can add to his stock of merchandise 
as adaptable to his type of store. By 
adding to his stock new lines of mer- 
chandise the hardware retailer brings 
into his store a greater number of peo- 
ple to trade. In this way he secures a 
greater ‘store traffic.’ Store traffic is 
one of the greatest assets to any mer- 
chant. People come in to buy one com- 
modity and buy another as well because 
of interest aroused in merchandise on 
display. 


50 per cent of the market. Fifty per 
cent of the homes of the country are 
on farms or in towns of 5000 or less. 
No one can deny that in this market 
the hardware merchant stands supreme. 
The radio business is in the hollow of 
his hand if he but takes advantage of 
the opportunity and prepares to ade- 
quately serve his trade. But he can- 
not sit supinely by and expect it to 
come to him. 

“T am aware that there are manufac- 
turers who look with disfavor upon the 
retailer adding new lines. The manu- 
facturer of tools must remember that 
the dealer who sells radio will sell more 
tools. The sale of electrical appliances 
will further the sale of housefurnish- 
ings. This will pertain all through his 
stock, one commodity helps the sale of 
another. 

“As a result of adding new lines 
sales volume will be increased. As a 
result, fixed charges will be spread over 
his larger volume and, consequently, 


facturers, from the sale of chicken feed 
to motor cars are all doing fundamen- 
tally the same thing—they are train- 
ing men not simply to take orders for 
goods but to teach the retailer how to 
sell more of those goods once they 
are on his shelves. Obviously the 
jobber’s salesman with his multiplicity 
of lines cannot afford to take the time 
to do this. Nor can he acquire the 
necessary special merchandising train- 
ing to do this work. I understand that 
some jobbers are today employing spe- 
cial men of this kind. 

“In conclusion—the jobber by a care- 
ful survey of his market—by economi- 
cally serving that market—by en- 
couraging the retailer in taking on new 
lines—by helping this retailer in the 
departmentization of his business—by 
helping him with his merchandising 
plans—this jobber will eventually find 
his sales increasing, his overhead going 
down, and his net going up.” 
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Hand-to-Mouth Buying—Opinions by 
Retailer, Manufacturer and Jobber 


GENERAL discussion of the probability of “hand-to-mouth 
A buying” as a permanent thing occupied the interest of both 

conventions on Wednesday evening. John M. Williams, Fay- 
ette R. Plumb, Inc., Philadelphia, presided. 

The report of the Hardware Council, composed of retailers, man- 
ufacturers and jobbers was delivered by C. W. Asbury, chairman, 
and is reported in detail elsewhere. This report really furnished 
the background for the discussion on the part of the three factors 
in hardware distribution, which followed. The question of ‘Has 
Hand-to-Mouth Buying Come to Stay?” is of vital importance to the 
hardware fraternity and is one of the important things which the 
Hardware Council will have to deal with. The chairman of the 
evening, Mr. Williams, outlined certain economic changes which 
were taking place in the business structure of the hardware indus- 
try. He pointed out that some held the opinion that these changes 
could not be blocked and business must adjust itself to meet condi- 
tions. He also stressed the fact that there was considerable dis- 
agreement as to methods of procedure and that the three factors of 
the trade did not agree on all points. 

In pointing out the opinions held by representative interests in 
the industry, Mr. Williams said a general belief existed that the 
present plan of hand-to-mouth buying had come to stay. He went 
so far as to show the convention that even in 1896 business reports 
cited the fact that the same conditions prevailed then and the pres- 
ent situation was not unlike it was thirty years ago. However, 
more reasons were given for the cause of the condition today, rest- 
ing chiefly in the improved transportation and the after effects of 


the war. 
Defines Hand-to-Mouth Buying 





judicious buyer will not load up when 





George F. Wiepert, Sargent & Co., 
New Haven, Conn., representing the 
manufacturers, discussed the problem 
first. He said that even ten years ago, 
if anyone had dared to predict the 
present high price levels, his sanity 
would have been questioned. 

He told the convention that a situa- 
tion had arisen within these few years 
that no one could predict and brought 
difficult problems to be solved. Even 
within the year, notable changes have 
occurred. Last year manufacturers were 
receiving small orders which were fol- 
lowed by requests for early shipments. 
During the past summer, orders have 
not only increased in size but whole- 
salers are buying for long periods of 
time and some have offered to place 
requirements for longer periods than 
the manufacturer desires to cover. 

Mr. Weipert brought out very clearly 
that a definite understanding should 
be reached as to what was hand-to- 
mouth buying. He asked his audience 
not to confuse the common idea of 
hand to mouth, with judicious, careful 
buying. He stressed the fact that care- 
ful and judicious buying would bring 
out small orders at times and large 
ones at other times; this was a condi- 
tion which retailers, jobbers and 
manufacturers would have to meet. A 


his outlet is slow, but if he watches 
conditions he will not enter a period 
with fear. The hand-to-mouth buyers 














George F. Wiepert 
Sargent & Co, 


buy sparingly from fear, as they have 
learned that boom periods become dis- 
astrous when the peak has_ been 
reached and then buy only what they 
actually need during the falling period. 

The speaker did not condemn hand- 


to-mouth buying when it was done ju- 
diciously and for the best interests of 
the three factors of the trade, but he 
did condemn the practice when it was 
fostered through fear of conditions 
and when a widespread campaign of 
small purchasing added extra cost bur- 
dens upon maker and distributor. 
The ideal situation, of course, is a 
steady and consistent flow of orders 
which enables the manufacturer to 
keep up an even production throughout 
the year and it allows the wholesaler 
a steady flow of business and permits 
the retailer to buy in conservative 
quantities, reducing his investment and 
increasing his turnover as well as 


_ profits. 


Mr. Weipert quoted Saunders Nor- 
vell’s definition of a good buyer as one 
who has what is wanted when it is 
wanted and does not have what is not 
wanted. He expressed the opinion that 
hand-to-mouth buying, as we have ex- 
perienced it in the last few years, has 
not become a permanent fixture in the 
industry, but he did believe that more 
judicious buying had to come to stay. If 
this kind of buying, both on the part of 
the retailer and the wholesaler, put an 
extra cost burden upon the manufac- 
turer at times, the cost would have to 
be added to the invoice. The ideal situa- 
tion, in which there would be no peaks 
or periods of depression, would elim- 
inate extra costs and only the judicious 
buying of hardware buyers could help 
to keep conditions on a more nearly 
ideal level. There seems to be no ques- 
tion that a better condition is facing 
manufacturers now because of the 
steadier and increased business heing 
given thém by jobbers. In other words, 
after four years production and con- 
sumption are just now becoming 
equalized or balanced. 


Retailers Must Be Served 


The viewpoint of the hardware 
wholesaler on hand-to-mouth buying 
was ably presented by William B. Mun- 
roe, Supplee-Biddle Hardware Co., 
Philadelphia. Mr. Munroe stressed the 
important relation of demand to sup- 
ply and the necessity of taking care 
of the retailers’ wants. He said that 
stocks must be brought to a proper 
turnover basis regardless of the pres- 
ent feeling that turnover had been 
taken too seriously by many, and which 
has been detrimental to their busi- 
nesses. He agreed with Mr. Weipert, 
that ideal production, either in manu- 
facture or sales, must be kept on a level 
basis so that demands could be filled 
promptly and—without speculative buy- 
ing, which entailed large quantities and 
large investments. 
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The merchant who under buys is do- 
ing more harm to his business than 
the merchant who overbuys, according 
to Mr. Munroe. He condemned the 
practice of buying large quantities, 
some on speculative basis, and then 
being forced to cut prices at the end 
of the season to the point that all 
profit has been sacrificed. He said that 
retailers were realizing this more and 
more and jobbers were in a position to 
furnish them merchandise as_ they 
needed it, providing judgment was 
used in placing enough business to en- 
able the distributor to handle it with- 
out loss. He recommended buying in 
standard packages and suggested that 
manufacturers put their products up 
in standard packages which would 
meet the average requirements of the 
trade. This would eliminate the broken 
package business which has cost both 
manufacturer and jobber a great deal 
of money in the past few years while 
the habit has been to buy only what 
is needed for immediate consumption. 
This suggestion was one of the very 
constructive things brought out at the 
convention. 


Retailer Views Hand-to-Mouth Buying 


The views of the third factor or link 
in hardware distribution was discussed 
by Ernest Johannessen, Johannessen 
Bros., Baltimore, Md. Mr. Johan- 
nessen, a retailer and long prominent 
in hardware association circles, pointed 
out that the retailer was the last link 
in the chain and his strength depended 
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upon the help and cooperation given 
him by the wholesaler, with whom he 
had his contact. He stated that no 
retailer could prosper either with hand 
to mouth buying or judicious buying 
unless his wholesaler, supplied him 





Wm. B. Munroe, 
Supplee-Biddle Hardware Co. 


with merchandise promptly and 
economically. In his remarks, he re- 
flected upon the hand to mouth buying 
which wholesalers themselves had been 
doing from their sources of supply and 
which made it impossible to give the 
retailer prompt and economical ser- 
vice because of back orders and split 
shipments. 

On the whole, Mr. Johannesen felt 
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certain that retailers would cooperate 
with jobbers by placing business with 
them for fair quantities providing 
economical service was rendered in re- 
turn, which required the wholesaler to 
keep quantities on hand large enough 
to take care of the demand. 


Open Forum on Hand-to-Mouth Buying 


In the open discussion, which fol- 
lowed the addresses, G. H. Jantz, 
Lovell Manufacturing Co., expressed 
the belief that buying was reaching a 
steadier stage, but that it would not 
run into the volume per order as in 
years past because of the improved 
transportation service, truck delivery 
and mail service. He stated that it 
was economical for retailers to order 
often and in smaller quantities and if 
the business could not be handled at 
a profit to wholesalers that extra costs 
would have to be added. In closing 
the session, Chairman Williams pointed 
out that an investigation showed the 
average retailer was short in one year 
178 items for which he had calls and 
which were ordinarily carried in stock. 
For all hardware stores in the country, 
in one year, this meant that 5,340,000 
sales were lost, and if the value of 
the lost sales through lack of stock was 
added to the present sales figures the 
hardware business would show most 
satisfactory figures. He intimated that 
careful buying was essential, but at 
no time should either jobber or retailer 
fail to have in his stock those things 
for which there was a steady demand. 


Discourage Installment Buying Among 
Your Employees, Says Peterson 


Debt-hounded workers are not happy workers. Let them 


“LY deve nounae installment buying by your employees. 


know that installment buying costs more than normal 
buying,” said River Peterson, editor, Hardware Retailer, in ad- 
dressing the housefurnishings group meeting at which C. W. As- 
bury Enterprise Mfg. Co. of Pennsylvania, Philadelphia, Pa., pre- 
sided. Mr. Peterson spoke at length on what he considered the 
evils of further expansion of installment selling. In part he said: 


“There is a tremendous amount of 
sympathy being spent these days for 
the poor fellow who, through incom- 
petence or otherwise, is unable to buy 
anything he wants—but may not 
necessarily need—on the installment 
plan. 

“Every now and then I hear some 
installment enthusiast wax eloquent 
over the fact that installment selling 
has made it possible for people to own 
automobiles who never could have 
owned them otherwise. To hear some 
people talk you would think that the 
world owes everybody an automobile, 
and that the man who would curb the 
installment plan is trying to take away 





from the helpless consumer a right 
that is almost as sacred as his citizen- 
ship. 

“T say that a lot of sob talk is being 
spilled by installment sales promoters 
over the inability of consumers to buy 
anything they want. A speaker in Bos- 
ton struck this note recently when he 
said, speaking of the installment buyer: 
‘Is it fair to him to say that because 
we have, or can get, the cash that 
we should have what we want, but he 
shouldn’t have it because of his being 
less fortunate ?’ 

“Of course, it’s fair. If my rating 
as a dealer entitles me to $5,000 credit, 
why should some manufacturer or 


wholesaler give me $10,000 credit just 
because I haven’t been as fortunate as 
my competitor who has earned a $10,- 
000 line? 

“IT can’t understand how men can go 
blindly ahead figuring that there never 
will be another depression. There al- 
ways has been, and there always will 
be. Yes, this very installment plan that 
we are talking about now is building 
for a depression. People are trying :o 
make business lift itself by its boot 
straps. They are trying to get the con- 
sumer to consume more than he is able 
financially to use. He hasn’t the money, 
so they give him credit—credit beyond 
all reason. Some day the end of the 
rope will be reached. Inflation of that 
kind cannot keep up. When we stop 
this credit expansion, when we finally 
wake up to the fact that the consumer 
has more than exhausted his credit and 
we shut him off, then he stops buying. 
When he stops buying, you stop sell- 
ing. When you stop selling, you stop 
employing.” 
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S. Horace Disston 


Elected President 
of the A. H. M. A. 


EK. C. Waldvogel, Frank L. Campbell and 


Vice-Presidents 


New 


F. H. Melsaaes 


charge of sales, Henry Disston & Sons, Inc., 
* Philadelphia, Pa., was unanimously elected 
president, of the American Hardware Manufac- 
turers Association at the final meeting of this or- 
ganization’s 1925 convention, held Friday, Oct. 23. 
Mr. Disston was formerly a member of the execu- 
tive committee and succeeds H. G. Moore, Peoria, 
Ill., formerly president, Keystone Steel & Wire 
Co. of that city. Mr. Moore has retired from 
active commercial life and will devote his time 
to traveling and to travel lectures. 
E. C. Waldvogel, Yale & Towne Mfg. Co., Stam- 


~ HORACE ODISSTON, vice-president in 
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S. Horace Disston 
New President A. H. M. A. 


ford, Conn., Frank L. Campbell, U. S. Chain & 
Forging Co., Pittsburgh, Pa., and F. H. MclIsaacs, 
The Kirk-Latty Mfg. Co., Cleveland, Ohio, were 
elected vice-presidents. 

R. B. Jones, Clyde Cutlery Co., Clyde, Ohio, was 
selected to fill the vacated place of Mr. Disston on 
the executive committee, which term has two 
years torun. Three members were elected to the 
latter committee for a period of three years. They 
are William H. Brezette, Bryden-Neverslip Co., 
New Brunswick, N. J.; J. F. Hazen, Pittsburgh 
Steel Co., Pittsburgh, Pa., and A. W. Bowman, 
Atlantic Screw Works, Inc., Hartford, Conn. 


Price Cutting Poor Sportsmanship, 
Heermance Tells Manufacturers 


Edgar L. Heermance, New Haven, Conn., told the manufac- 

turers at the Wednesday afternoon session, that it was un- 
ethical to seek competitors’ trade by offering a price which showed 
He said such methods demoralize busi- 
ness and spread to a point where no one in a particular industry 
can make a profit on the buffeted item. Mr. Heermance’s subject 
S. Horace Disston, 
vice-president in charge of sales, Henry Disston & Sons, Inc., Phila- 
delphia, Pa, presided at this meeting which was held by the tool 


(Basar 1. Heerms price cutting as poor 


no consideration for cost. 


was “Trade Associations and Business Ethics.” 


group In part, Mr. Heermance said: 


sportsmanship, 


against every other man. A competi- 
tor was an enemy to be shunned and 
avoided. The game was to steal his 
business, or, at least, to keep him from 
stealing yours. The keen competition 
in prices compelled adulteration and 
substitution and poor workmanship. 
The morale of the business man was 
constantly being lowered. High- 
minded and respectable citizens did 
things in business which they never 
would have thought of doing in pri- 
vate life. Cost systems were largely 
unknown. There was no sharing of ex- 





“Organization has taken the place of 


perience and information throughout 





isolation. Cooperation has come in to 
temper competition. Suppose I illus- 
trate that in a preliminary way by 
an incident given me by Mr. Reeves 
of the National Automobile Chamber 
of Commerce. The head of one of the 
big automobile plants in Detroit called 
up the manager of a rival factory. 
The message over the telephone was 
something like this: 

“‘The superintendent of one of our 


departments is sick. His loss is crip- the industry. Often a business man 


pling our plant. Could you possibly 
lend us a man?’ And that rival con- 
cern sent out one of its best officials 
who took charge of that department 
for several weeks until the regular 
superintendent could get back on the 
job. 

“Now, a generation ago such an in- 
cident would have been inconceivable. 
Business was war. It was every man 


did not know until he took an inven- 
tory at the end of the year, if he knew 
then, whether he was making money 
or losing it, and in times of current 
prosperity he was tempted to expand 
his plant and produce more goods than 
could be consumed, and when the inev- 
itable drop came he was left with idle 
machinery, frozen credits and unsalable 
stocks of goods. 
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“Business carried on under those 
conditions was a good deal of a gam- 
ble, where there were few winners and 
many losers, and too often the victor 
owed his success to political favor or 
the unscrupulous use of his economic 
power. Unregulated competition was 
proving itself to be business suicide. 
As pools and other combinations in re- 
straint of trade had been barred by 
the Sherman Act, the only way left 
open was that of cooperative competi- 
tion. Men in the same line learned 
gradually that they could trust one an- 
other, learned that they had interests 
in common, that they could work to- 
gether in certain directions for their 
mutual advantage. The rise of the 
trade association is the most signifi- 
cant fact in our modern business his- 
tory. We have today over a thousand 
trade associations of national scope, 
if you count State and local associa- 
tions estimates run all the way from 
ten thousand to thirty thousand. 

“Now, I must resist the temptation 
to talk about the legal aspects of the 
trade association. The cement and ma- 
ple floor cases decisions of last spring 
have lifted the cloud under which you 
have been living since the hardwood 
lumber decision in December, 1921. The 
courts now recognize that joint statis- 
tical work is legitimate if, to quote 
Justice Stone, it is carried on openly 
and fairly and without reaching or at- 
tempting to reach any agreement or 
any concerted action. 

“The trade association is part of the 
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movement to obviate, reduce, the dan- 
gers of free competition while con- 
serving its advantages. Of the many 
activities that are carried on by an 
efficient organization of this type I will 
only mention four. 

“First, the sharing of information, 
business facts, throughout the indus- 
try. The trade bulletin published at 
frequent intervals gives the totals for 
the industry as a whole, gathered from 
reports made by the members. Those 
figures will cover volume of production, 
orders received, orders filled, stocks of 
goods on hand, prices paid for raw ma- 
terial. Without those facts the busi- 
ness man is producing in the dark, the 
manufacturer is producing in the dark, 
his business is guesswork and often 
very dangerous guesswork. He is at 
the mercy of the unscrupulous dealer 
or often of his own panicky salesmen. 
With the trade bulletin, the association 
bulletin, before him from week to week, 
he is able to plan his production intelli- 
gently. He is able to follow closely the 
conditions of the market and think in 
terms of the industry as a whole. 

“The second activity to which I would 
refer is the education of the members 
in cost finding. The knowledge of what 
it costs to produce and distribute, 
worked down to the cost of each ar- 
ticle, the proper distribution of over- 
head, is absolutely essential for effi- 
cient business operations, where that 
practice has been spread throughout 
an industry, as, for instance, among 
the retail hardware men, there has been 
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a great reduction in the danger of un- 
intelligent competition, with its reck- 
less price-cutting. 

“Third, standardization—the agree- 
ing or adoption of uniform grades and 
standard tests, the agreement on trade 
terms and definitions, the cutting out 
of superfluous types of goods. 

“There has been another form of 
standardization to which I want par- 
ticularly to refer this afternoon, and 
that is the standardizing of ethics. 

“The time is coming when any firm 
which refuses to affiliate with the trade 
association in that industry, to share 
in its collective action, will be looked 
on as a business outlaw. We cannot 
continue to do business in the old free- 
for-all way, where it was each man for 
himself. Business is a form of public 
service. It has no other justification. 
Profit is the return which the public 
makes for service rendered. To change 
bad business practice into good busi- 
ness practice all that is required—that 
‘all’ is a big word—is a change in cus- 
tom and habit, in the way we think to- 
gether and act together. In our trade 
associations and in our service clubs 
we men are part of a great ethical 
movement one of the _ greatest, I 
think, in the world’s history. Some 
industries are still largely untouched 
by it. In others practice lags behind 
the standard set. But progress in the 
future as in the past will come from 
individual business men setting their 
own houses in order and lending their 
weight to collective action.” 


K:iconomy and Efficiency Talks Feature 
Wednesday Sessions 


featured the Wednesday morning and afternoon sessions of 


M ANAGEMENT problems and talks on economy and efficiency 


the Jobbers. 


The annual report of secretary-treasurer T. 


James Fernley, published elsewhere in this issue, was read at the 


morning meeting. 


A. L. Philbrick, Congdon & Carpenter Co., Providence, R. I., as 
chairman of the Ideal Overhead Expense Budget Committee, made 


his report. 


In a discussion of the question “Is there a maximum 


volume which can be handled economically by a wholesale distribut- 


ing house?” 


Mr. Barksdale expressed the opinion that where 


separate lines of goods are increased in the stock the point is some- 
times reached, and where it is necessary to employ extra men for 


those special lines. 


Others expressed the opinion that 
the maximum volume of business that 
can be handled can often be increased 
without additional help, where more 
efficiency is required of the employees, 
but that there is a point reached where 
the maximum volume of business that 
can be handled by the present force of 
employees cannot be increased without 
additional overhead expense of all 
kinds; that it was a very difficult mat- 
ter to exactly figure out the maximum 
volume of business which can be han- 








dled economically by wholesale distrib- 
uting houses as an average; that it 
depends upon each individual case. 

The next subject discussed was 
“Methods of Increasing Turnover,” 
opened by H. J. Allison of Glasgow, 
Allison Co., Charlotte, N. C. 

In the afternoon, management prob- 
lems were taken up—Discussion “How 
to Reduce Manufacturers’ Competi- 
tion”—(a) Do buyers question manu- 
facturers as to their sales policies?— 
(b) Do we appreciate manufacturers 


who confine sales to the wholesalers? 

The report of the Nail Committee 
was read by D. M. Fulton, Chairman, 
Carlin & Fulton Co., Baltimore. 

Robert H. Treman of Treman, King 
& Co., Ithaca, N. Y., talked on the 
subject of “Proper Ratios on Financial 
Statements of Wholesale Hardware 
Houses.” 

The first subject on the Thursday 
morning program was a discussion on 
the subject of “Hand-to-Mouth Buying 
—the Effect and the Remedy.” 

This subject was discussed briefly. 
Among other causes given for hand-to- 
mouth buying was improved roads, en- 
abling buyers to reach the base of sup- 
plies quickly and often taking the 
goods with them without having them 
shipped to their place of business. It 
also developed that traveling salesmen 
were obliged to cover a_ territory 
greater in extent than previously, 
owing to increased transportation fa- 
cilities. 

The next subject taken up was the 
report of Special Parcel Post Commit- 
tee, with J. E. Woodmansee, Richards 
& Conover Hardware Co., Kansas City, 
Mo., as chairman. 














October 29, 1925 HARDWARE AGE 


John Townley Reelected 


Association President 


OHN M. TOWNLEY, vice-president, Townley Metal and Hard- 

ware Co., Kansas City, Mo., was reelected president of the 

National Hardware Association, Brace Hayden of Dunham, 
Carringan & Hayden Co., San Francisco, and W. H. Donlevy of 
Carter, Donlevy & Co., Philadelphia, were reelected as first and 
second vice-presidents, respectively. 

H. S. Darby, J. M. Warren & Co., Troy, N. Y., and A. H. Nichols, 
Buhl Sons Co., Detroit, Mich., members of the executive commit- 
tee, whose terms expired this year, were reelected. Charles H. 
Ireland, Odell Hardware Co., Greensboro, N. C., was elected to the 
committee to fill the vacancy on the term expiring in 1927. 

J. Temple Robinson, Robinson Bros., Louisville, Ky., and Paul A. 
Griffith, Shields & Brother, Philadelphia, continue as members of 
the executive committee until 1926. R. P. Van Camp, president, 
Van Camp Hardware & Iron Co., Indianapolis, Ind., is on the com- 
mittee until 1927. 

The advisory board, which consists of past presidents, includes 
the following: 

W.S. Wright, Wright & Wilhelmy Co., Omaha, Neb.; J. D. Moore, 
Moore, Handley Hardware Co., Birmingham, Ala.; W. D Taylor, 
president, George Worthington Co., Cleveland, Ohio; A. J. Bihler, 
vice-president, James C. Lindsay Hardware Co., Pittsburgh, Pa.; 
R. W. Shapleigh, president, Shapleigh Hardware Co., St. Louis, 
Mo.; Robert T. Treman, Treman, King & Co., Ithaca, N. Y. and 
F. A. Heitmann, F. W. Heitmann Co., Houston, Tex. 
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Industrial Growth Made Possible by 
Adoption of Credit, Says Tregoe 


possible. 


It is as old as civilized man himself, 
but its modern uses are an unfolding 
story; and we have realized in part 
only what credit may accomplish if 
prudently used. 

“Credit obviously is not a value of 








J. Harry Tregoe 


“At the turn of the twentieth cen- 
tury, something undoubtedly happened 
to energize our industries, and make 
possible their rapid development. This 
something, may I say, was the adapta- 
tion of credit to the problem and the 
application of this element for the 
building up and the realization of our 
great commercial possibilities. Credit 
was not at all new when the turn came. 


itself. It is based on value, on what 
may be termed the human _ value. 
Credit makes the dollar work beyond 
the possibilities it has when put in cir- 
culation. A dollar in money will buy 
only a dollar’s worth of goods, but a 
dollar used for clearance purposes and 
as a basis for credit will buy many 
dollars worth of goods. 

“This piece of mechanism has to be 
wisely handled or it will explode with 
serious destruction. Credit is not capi- 


country’s industrial production increased 

about 600 per cent between 1896 and 1924 
and that the increase per capita was about 65 per 
cent in the same period, J. Harry Tregoe, execu- 
tive manager, National Association of Credit 
Men, declared that the adaptation of credit had 
energized our industries, to make this growth 
Mr. Tregoe spoke at the manufactur- 
ers’ Thursday morning session and said in part: 


() counts figures which showed that this 


tal. It cannot be made to do the work 
of capital. It is merely a supplement 
of capital and when wisely used it will 
create capital. 

“In 1896 the National Association of 
Credit Men was brought into existence, 
out of a crying need for some system 
in our credit activities. We were 
guilty of practices that would not en- 
courage at all the expansive uses of 
credit and it was necessary to bring 
order out of chaos and to establish cer- 
tain principles before credit could fully 
respond and supplement our money to 
the point of financing the greatest in- 
dustry ever granted to one Nation in 
all history. 

“The Association recognized that 
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credit could not function without hon- 
est cooperation. Relations would have 
to be established between producers 
and sellers, between sellers and buyers, 
that would protect this intangible me- 
dium and preserve the human principles 
that safeguard it. 

“The cooperation that did such a 
magic work at the turn of the road and 
has been our chief ally ever since is 
not always recognized to be the friend 
it is. But nothing is more disloyal to 
this Nation’s commerce or more. an- 
tagonistic to its material interests, 
more traitorous to its spiritual welfare 
than to indulge in uncooperative prac- 
tices. 
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“We note on Oct. 10, 1924, the 
time and demand deposits in our Nna- 
tional banks amounted to more than 
our total stock of money on Oct. 
31, 1924. We see, therefore, that if all 
the depositors of our national banks 
alone asked for their deposits in money, 
the banks would be unable to comply 
with the demand. A large part of 
these deposits are represented by 
nothing more than credit. <A _ large 
portion of our industrial capital is rep- 
resented in receivables that are noth- 
ing more than expressions of credit. 

“Why should credit executives, in a 
situation like this, fail to protect their 
business houses by not giving credit its 
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proper sphere in their business enter- 
prises? Why should producers regard 
as a wise policy the buying of the best 
expert assistance for production and 
selling, and yet sometimes regard it a 
wise economy to have their credit de- 
partments operated by second-class 
men? 

“If we grasp the lesson, if there 
comes to us an appreciation of expert 
credit work, the importance of protect- 
ing credit, the need of exercising the 
ideals on which safe credit is founded, 
then there is no doubt as to the Na- 
tion’s commercial future and the per- 
manent maintenance of its position as 
the world’s industrial leader.” 


Distribution and Attendant Wastes 
Outlined by R. J. Atkinson 


CAREFUL survey of time, material and 

labor in the United States shows an annual 

preventable waste of at least thirty-five 
billion dollars, exceeding the State and National 
debts combined, stated R. J. Atkinson, Brooklyn, 
N. Y., hardware merchant and a director of the 
N. R. H. A. Mr. Atkinson analyzed distribution 
and it’s attendant wastes, dividing the subject 
into five parts: packing, transportation, selling, 
bookkeeping and retailing. He spoke at the man- 
ufacturer’s Thursday morning session and said 


in part: 


“Packing plays a very important part 
in the building up of the cost of dis- 
tribution and must be closely studied. 
Will the article packed be sold in its 
original shape and in its original con- 
tainer? Is the unit of packing the gen- 
eral average called for? Will the con- 
tainer be opened and closed several 
times before the contents are used? 
Does it have to have a container that 
will add to the attractiveness of the 
article? Is the container of proper 
shape and strength to stand shipping? 
These and many other questions will 
naturally occur to the shipper and an 
intelligent study of them will help very 
much to reduce waste in this division 
of distribution. How many manufac- 
turers have ever walked into a hard- 
ware store or wholesaler and asked to 
see their goods actually in stock and 
what condition their packages are in 
after transportation? If any have 
they have learned something and if 
they have not my advice would be to 
begin your packing problems at that 
end and not at the roll top desk in your 
office. 

“The next problem we take up is 
selling, and here is where I know my 
criticism may draw fire but I regard 
the selling cost as the cost where the 
greatest minimizing can be done. 

“Another selling expense that is 
largely overdone is circular advertis- 
ing. Our average is a waste basket a 
day. An average of three hundred 
working days in the year would pro- 


duce in the hardware stores of the 
United States six million, nine hundred 
thousand waste baskets of circulars in 
a year. What per cent of this printing 
and distributing cost is waste I will 
leave to your imagination. 

“Another factor that enters largely 
into the selling cost is the salesman. 
Most faults connected with the send- 
ing of men on the road originate in the 
program or sales policy of the house 
they represent. Very often salesmen 
are sent on the road without a proper 
knowledge of the goods they are trying 
to sell. Many only possess a poll par- 
rot line of talk that means little to the 
buyer who knows his business and 
lines. In cases like these price be- 
comes the selling pivot and not qual- 
ity. I had a salesman calling on me 
who was chock full of enthusiasm for 
putting across his lines. He knew all 
about how many pages of advertise- 
ments were printed each month, all 
about the various sales campaigns be- 
ing inaugurated and was a veritable 
sponge of knowledge of everything but 
the practical uses of his goods. A 
month in the factory would have made 
a salesman of this man and this invest- 
ment would have done more to help 
him sell goods than all the phonograph 
knowledge that he had absorbed. High 
powered sales managers that depend 
on theory and advertising campaigns 
for instruction of the salesmen under 
them, often are at a loss to account for 
the poor showing of their men. Try 





R. J. Atkinson, Brooklyn, N. Y. 
Director, N. R. H. A. 


giving the boys a chance to get into 
the factory. Let them see the ma- 
chines go around. Let them see the 
manufacturing costs at first hand, and 
you will not only have your goods 
placed to better advantage, but you will 
have quality preached instead of price 
and the salesman will become a mis- 
sionary whose preaching will reach to 
the man behind the counter, for after 
all is said and done he is the man who 
has the last say and the consumer is 
largely influenced by his argument. 
Familiarity with your merchandise is 
your strongest argument in making a 
sale and keeping a customer. More 
sales per man means less waste. An- 
other form of waste is changing sales- 
men too often. There are some houses 
that keep shifting men from one ter- 
ritory to another. My observation is 
that it often takes many calls to make 
the first sale. A confidence has to be 
established. The salesman has to learn 
the ways of the buyer—become fami- 
liar with the class of goods stocked— 
find out whether his competitor is firm- 
ly established, and if so, what he can 
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offer to start his line that his competi- 
tor either doesn’t have or is weak on. 
This all takes time, and very often, 
just when the salesman is ready to 
cash in on his knowledge, he is shifted 
to another territory. 

“I believe a good salesman is the best 
medium for the sale of merchandise, 
and the least expensive, but he is often 
criticized, for his work can be more 
easily figured than other methods of 
selling. 

“Economists tell us that advertising 
makes volume and that volume _ in- 
creases production and reduces costs. 
Well, if that is true, just take a mod- 
ern magazine and see how many ad- 
vertised articles are sold below a 
standard market price, if any. I be- 
lieve that advertising does increase de- 
mand and production, but if the cost 
saved by volume production is absorbed 
by advertising costs, where does the 
public benefit by the increased produc- 
tion? Advertising is an essential part 
of any business, but carried to the point 
where it is out of proportion to the re- 
sults obtained, it not only becomes one 
of the wastes of distribution, but a 
heavy charge upon the consuming pub- 
lic. 

“There is another feature of selling 
that might be surveyed in a study of 
this kind, and that is desire for too 
much spread. Many concerns would 
make more money with fewer accounts 
and a more intensive study of them. 
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“We should give more thought to 
transportation in our shipments. Much 
can be saved by intelligent thought on 
this subject. Transportation not only 
means freight and parcel post ship- 
ments, but also delivery costs that are 
incidental to the delivery of whole- 
saler’s salesmen’s orders to their cus- 
tomers. When jobbers make auto truck 
delivery to their customers’ doors, often 
within a hundred miles radius of their 
place of business, it must take a mas- 
ter mind to keep’ transportation 
charges from absorbing all the profit 
in the transaction, and in seeking this 
class of business it must necessarily 
be among the smaller buyers whose 
average purchase is low, and when this 
trade is catered to, prices must be 
raised to pay for the delivery service, 
and I have often wondered if many 
jobbers have so increased their over- 
head that they have made the margin 
so wide between factory cost to them 
and the price they must get to main- 
tain their delivery system that they 
miss much trade who do not require 
this extra service and are therefore 
unwilling to pay the price for it. 

“Good bookkeeping is an absolute 
safeguard of every business. We must 
agree that we have no argument we 
can raise with essential bookkeeping. 
but bookkeeping has gone far afield in 
its statistical stage. We can all agree 
that it is more essential to know where 
we are going to get the next pair of 





L. Mouat, P. & F. Corbin, and A. J. Wright, 
Lakewood Mfg. Co. 


trousers than it is to know how long 
the crease will last. Statistics are 
largely the outcome of the trend of 
modern business to expand, and is of 
undoubted value to the point of where 
it gets topheavy. All businesses must 
of necessity be largely speculative. 
Statistics are employed to reduce this 
speculation to a minimum, but statisti- 
cal costs often make us speculate as to 
how we can make enough money to pay 
for the cost of them. I know of some 
concerns who must pay more for the 
handling of an order than the profit on 
the item would amount to. Excessive 
copying of orders—checking credits on 
many ten day concerns that have been 
customers for years—checking sales- 
man’s sales on individual items and 
listing them. 


Price Guarantees Discussed by Manu- 
facturers and Wholesalers 


nomics to guarantee prices was the chief topic at the Thurs- 


\ \ THETHER or not it is good business as well as sound eco- 


day afternoon session held by the manufacturers and to 
which wholesalers and retailers were invited. The speaker for the 
wholesalers, W. F. Kennedy, Ott-Heiskell Hardware Co., Wheeling, 
W. Va., proved that he knew his subject from end to end. He was 
introduced by W. R. Hill, Sargent & Greenleaf, Inc., who came into 
the meeting equipped with reports from a great number of manu- 


facturers and wholesalers. 


He reported that opinions varied as to 


the guarantee of prices, depending considerably upon the product, 
its distribution and nature of the merchandise. 


Mr. Kennedy pointed out’ very 
clearly that a price guarantee was 
necessary on seasonable lines espe- 
cially. He said that as long as supply 
and demand remained constant, prices 
would remain constant and the guaran- 
tee would not be necessary. But, where 
raw material was purchased considera- 
bly ahead of season and prices were 
announced by makers many months in 
advance of shipments, it was necessary 
for the fabricator to protect the whole- 
saler who made a contract with him, 
because the wholesaler sold the product 
many months ahead of the season and 
was obliged to protect the retailer in 
case of any declines. 

The custom which prevails in sea- 





sonal lines is, briefly, for the manu- 
facturer to make an agreement with 
the wholesaler for given quantities at 
definite prices with the understanding 
that if the prices should be reduced at 
time of shipment or before the season 
opened, depending upon the terms, that 
suitable reductions would be made on 
that particular purchase. This transac- 
tion takes place many months before 
the merchandise is needed by the re- 
tailer, and so the wholesaler then can- 
vasses his retail trade as to quanti- 
ties needed and passes on to them the 
guarantee clause against declines. By 
this method the retailer specifies ahead 
of season, receives his merchandise 


ahead of time and pays for it when the 
season opens or before by special ar- 
rangements. Naturally, if the market 
declines after his purchase, which has 
been madé so far ahead, he would ex- 
pect his wholesaler to protect him. 

Mr. Kennedy said that anything tend- 
ing to reduce costs was commendable, 
but when quotations were made below 
the market price it. demoralized the 
whole trade. He held, however, that 
the general scheme of guarantee 
against decline, as it had been operated, 
not only furnished the manufacturer 
a definite basis upon which to schedule 
his production, but permitted him to 
purchase his raw materials in sufficient 
quantities to insure a profitable busi- 
ness. In order to schedule the exact 
amount of business so far ahead of 
actual requirements it was necessary 
for the manufacturer to guarantee the 
prices, otherwise orders would not be 
placed for the merchandise. 

The speaker pointed out the better 
feeling prevalent in this convention 
over that of last year and stated that 
he felt this indicated much better gen- 
eral conditions throughout the country. 

The manufacturers were represented 
by George W. Eckhardt, Henry Disston 
& Sons, Inc. He stated that the ques- 
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tion had received serious consideration 
for years and he felt it was unfair to 
place the burden of liability upon the 
manufacturer. He pointed out that a 
guarantee clause would tend to make 
inflated values so the manufacturer 
and wholesaler would be sure to be 
amply protected in case of declines. 
He also stressed the fact that it was 
dangerous to stabilize prices over too 
long a period and offer unfair compe- 
tition if the financial resources of one 
company permitted it to carry price 
reductions further than other com- 
panies not so responsible but who had 
an equal portion invested in production. 

While Mr. Eckhardt condemned price 
guarantee as highly speculative, it was 
felt he referred more to general or cur- 
rent lines and not to highly seasonal 
lines which the manufacturer must sell 
before he produces in order to know the 
size of his requirements. 

The chairman asked A. J. Bihler, 
Lindsay Hardware Co., Pittsburgh, for 
his opinion upon the subject, and he 
pointed out that as long as some lines 
were made up as far as six months 
ahead of the season the only safe plan 
upon which orders could be placed would 
necessarily contain the guarantee 
clause. He also stated that it was the 
common practice of .reputable manu- 
facturers to take care of their custom- 
ers in case of price declines whether 
a contract existed or not. These price 
declines were also passed on to re- 
tailers by reputable wholesalers, said 
Mr. Bihler, and the practice as a whole 
made both wholesale and retail buyers 
desirous of dealing with firms of good 
repute. 

J. H. Jantz, Lovell Manufacturing 
Co., Erie, Pa., pointed out that the dif- 
ference between seasonal and current 
merchandise should be clearly drawn 
as far as guarantee was concerned. 
He stated that seasonal lines must 
carry price guarantee clause to enable 
the manufacturer to make up the 
proper amount of merchandise. J. K. 
Eldridge, Sickels-Loder Co., New York 
City, agreed with Messrs. Kennedy and 
Bihler. 

Fayette R. Plumb, Philadelphia, 
called attention again to the difference 
between current merchandise and sea- 
sonal, _nd agreed with Mr. Eckhardt 
that a manufacturer would be accept- 
ing too great a responsibility in guaran- 
teeing the price upon merchandise 
which had current consumption or 
which was covered by price protection 
after shipment left the manufacturer. 
Hugh F. M Knight, Pittsburgh, director 
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N. R. H. A., stated that he felt re- 
tailers expected only guarantees upon 
merchandise specified considerably 
ahead of time to permit manufacturers 
to make up proper production schedules 
and that they did not expect to be pro- 
tected upon items for current consump- 
tion and which had more or less steady 
demand throughout the year. 


Wholesaler President Speaks 


John M. Townley, president of the 
wholesalers, was introduced to the 
manufacturers. He called attention to 
the great changes taking place in 
modern business and modern living. 
Special stress was placed on the changes 
in freight rates and he pointed out that 
rates would be reduced on many low 
class items and there was a likelihood 
that the deficiency would be made up 
from the other classes. Manufacturers, 





J. H. Christmans, Milwaukee Corrugating Co., 
and T. M. Shearman, Hardware World 


wholesalers and retailers were cau- 
tioned to watch that extra costs were 
not imposed upon their hardware lines 
in these changes thereby adding addi- 
tional expense to the already very high 
cost of doing business. 

He asked the manufacturers to coop- 
erate with retailers in their local ad- 
vertising problems by furnishing them 
with cuts and electrotypes of sufficient 
character that would display their 
products in the minimum of space to 
permit the showing of a large num- 
ber of items. 

Mr. Townley also asked the manu- 
facturers to study closely the fields they 
were serving, pointing out that modern 
living conditions were’ eliminating 
many standard items of hardware in 
the cities. He stated that he felt that 
in crowded and congested communities 
so called city users of hardware did 
not purchase or require as much as 
those living in country or rural sec- 
tions. 


[Illinois Retailer Tells of Selling Op- 


portunities and Their Acceptance 


Ill., retailer, told in a very con- 
cise way the manner in which 
selling opportunities had come to him 
and the way in which they had been 


(Oil, ets H. WILLIAM, Streator, 





accepted. Mr. Williams drew from a 
great many years of experience and 
passed on some good advice for the 
younger members of the hardware man- 
ufacturing and wholesaling business. 
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He recounted in a very simple but 
forceful way the necessary factors for 
a success in any commercial activity. 
He gave credit to American manufac- 
turers for the progress of the nation. 
He urged a closer attention to the mak- 
ing of laws which governed our busi- 
ness activities. He condemned the recent 
law permitting the picketing of places 
by strikers as unfair to the employer 
and urged the establishing of busi- 
nesses along legal lines, which would 
prevent entanglements upon death of 
the owner and serious losses through 
being obliged to sell property and se- 
curities at unfavorable times to com- 
ply with the law. 

In recounting his business experi- 
ences extending over many years and 
which has proved not only successful 
but decidedly profitable. Mr. Williams 
pointed out how he sold automobile 
accessories as soon as the market 
opened. He showed that sales and de- 
mand fluctuated with conditions and 
followed many other important lines, 
but whether it was automobile acces- 
sories or any other line, it was neces- 
sary for the man engaged in the selling 
or making of the products to build his 
business so that it would last. He re- 
counted cases of manufacturers in his 
own community who had made hun- 
dreds of thousands of dollars in one 
year on accessory lines, but who were 
forced to sell the remainder of their 
stocks for junk the next year due to 
changes which might have been fore- 
seen. 

Mr. Williams urged the ownership 
of business locations and proper incor- 
poration of the business and stressed 
the great importance of merchandise 
display. He recounted the way in 
which automobile accessories were 
handled by his firm when they first 
came out and the manner in which they 
were advertised and introduced in his 
firm. He then told of the acceptance 
of the merchandising of radio for his 
community and the scale upon which 
the campaign was introduced through 
his son. At the present time, the Wil- 
liams Hardware Company, Streator, 
Ill., is known all over the United 
States by radio fans through the 
broadcasting station which has been 
established. It was inaugurated prin- 
cipally for the territory around Strea- 
tor but replies and requests for in- 
formation and prices have come from 
the Atlantic and Pacific coasts, Can- 
ada and Mexico. HARDWARE AGE re- 
counted more than a year ago the 
thousands of dollars in sales which 
this broadcasting station has brought 
into this firm. One of the first flash 
light pictures taken over the air was 
made at the studio of the Williams 
Hardware Co., for HARDWARE AGE and 
the report was heard many thousands 
of miles. 

Another selling opportunity which 
presented itself was oil, grease and 
other lubricants. A laboratory was 
established and various products stud- 
ied and tested. 
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New Type of Sportsman 


r NHE new sportsman, not the 
hunter, the fisherman or the 
golfer, was introduced to the con- 

vention by Frank E. Brimmer, writer 

and exponent of automobile camping. 

Mr. Brimmer practices what he 

preaches. He travels by auto and lives 

under canvas. His writings have re- 
ceived serious consideration by leading 
magazines and_ publications. He 
stated that the auto camper is the new 
type of sportsman and during the past 


twelve months twelve million people 
toured in their cars and lived under 
canvas. Each spent an average of 33 
days on the road and left behind them 
$7.17 a day. The initial equipment 
cost on the average of $198. One-third 
of the total number took their first 
trip this year and made the initial pur- 
chase of $198 worth of camping and 
touring equipment exclusive of wear- 
ing apparel. Two-thirds of the number 
had been out other seasons and their 
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additional and replacement equipment 
cost, on an average, $58. Of the total 
number, 35 per cent were professional 
men, executives and owners of their 
own businesses and all drove cars with 
more than two speeds forward. 


Mr. Brimmer stated that manufac- 
turers and merchants were not realiz- 
ing the extent of this business and he 
urged the study of it with a view to 
seeing that proper material was manu- 
factured and adequate merchandising 
policies were adopted so this new 
sportsman could be served efficiently 
and profitably. 





Automotive Group Discusses Selling 
Opportunities 


facturers held their session Thurs- 

day afternoon under the chairman- 
ship of Roy Soule, editor of Hardware 
Dealers’ Magazine. J. R. Crawford, 
National Carbon Co., said that selling 
opportunities were being accepted and 
they were not being accepted. He 
pointed out that manufacturers are con- 
tinually being besieged with promoters 


fk automotive group of manu- 


of products that “would make millions” 
but which had little or no value. How- 
ever, when a manufacturer finds a mar- 
ketable piece of merchandise it is 
necessary to thoroughly back up any- 
thing he offers to the trade. The so 
called “gyp” and unreliable specialty 
manufacturers were condemned in no 
uncertain terms. Mr. Crawford stated 
that if a product has real merit and 


was properly merchandised and backed 
by its makers it would have an accept- 
able demand. 

As an illustration he pointed out the 
opportunity presented by radio. Mr. 
Crawford said that jobbers and retail- 
ers were very slow to grasp the oppor- 
tunity which this new line offered them 
and were very skeptical about it, but 
perhaps rightfully so. At any rate, the 
hardware trade of today has accepted 
the line and will put it across in the 
same energetic and consistent way in 
which they merchandise their other 
lines. 





Business Outlook Very Encouraging 
Say Accessory Branch Members 


ties of an auto accessory department and more have already 


M ORE retail hardware merchants are realizing the possibili- 


installed and are successfully operating such sections, ac- 


cording to the reports heard at the opening session of the Automo- 
bile Accessory Branch of The National Hardware Association at 
the Hotel Ambassador, Atlantic City, N. J., Oct. 19-20. Opening 
remarks were made by John Townley, president of the N. H. A., 
who then turned the meeting over to George W. Ellis, Supplee- 
Biddle Hardware Co., Phila., Pa., who acted as chairman. 

The discussions included a study of present conditions; the rela- 
tion of the “gyp” to distribution of accessories; pertinent problems 
of distribution; a consideration of adding electrical goods and radio 
equipment to hardware jobbing lines; methods of advertising and 





of moving obsolete items. 


Encouraging reports on the business outlook for the remainder 


of 1925 and for 1926 were heard on all sides. 


W. H. Rattenbury, 


Landers, Frary & Clark, New Britain, Conn., said: 


“Ever since the first of June busi- 
ness has been fairly good practically 
throughout the United States. There 
have been certain deserts in the min- 
ing districts—eastern Pennsylvania 
district and in southern Illinois and 
some in southern Indiana—that are 
hardly as good as the rest of the 
United States, but in the manufactur- 
ing business, as you are all aware, a 
general moderate volume over the 
country is preferable to a tremendous 





volume over some particular section. 
We feel that if this is to be a good 
year—at least during the first four 
months of 1926. That is as far as I 
feel we are justified in making esti- 
mates.” 

M. E. Faber, C. A. Shaler Co., Wau- 
pin, Wis., said his company had expe- 
rienced a substantial increase for each 
month over the corresponding month 
of the previous year, and that they 


were 35 per cent ahead of last year. 

Practically the same experience was 
recited by H. D. Broughton, Conlon 
Corp., Chicago, Ill., who said: 


“The end of September and _ the 

















George W. Ellis 
Supplee-Biddle Hardware Co. 


early part of October showed a most 
surprising increase in volume of busi- 
ness. I do not know whether it was due 
to a general upturn in conditions or 
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not, or to more intensive organization 
—perhaps both. Our business in Sep- 
tember showed several hundred per 
cent increase over that month in the 
previous year. The first half of Octo- 
ber showed a corresponding increase. 
That business is coming practically 
from all quarters. There are just a few 
places where things are not so good. 
We have found that business during 
the last few months has been better 
than the same time last year.” 

F. Robert Lee, Thermoid Rubber 
Co., Trenton, N. J.: “We all look for 
a good business this fall and the com- 
ing spring. It has been our opinion 
during the past year that there is a 
lot of good business to be had; that 
it is going to be up hill rather than 
down hill; but next spring ought to be 
a good year, take it as a whole. How- 
ever, as we look upon the proposition, 
it is one for each individual jobber. 
There are a lot of problems that are 
coming up in the next spring. There 
is going to be a lot of business here; 
the question is who is going to get that 
business. One thing that will have in- 
fluence will be the jobber who goes in 
and knows his own line. It seems to me 
that it will be important that every 
jobber should know his line thoroughly. 
There is no question but that durinz 
the next year competition is going to 
be keener and keener and, while from 
my point of view the business is going 
to be very, very good, I believe that it’s 
going to be a case next year where 
every hardware jobber must use more 
high pressure salesmen than ever be- 
fore; whether the business is good or 
bad will depend upon the jobber him- 
self. The business is there, and it will 
depend entirely upon your organiza- 
tion.” 

Frank Campbell of the U. S. Chain 
& Forging Co. of Pittsburgh, newly 
elected vice-president of the American 
Hardware Manufacturers’ Association, 
said: 

“One gentleman spoke about eighteen 
million cars, but you don’t want to 
think about eighteen million cars, but 
think about the cars from your own 
district. The question with you should 
be if you have five hundred cars in 
your territory, how much of that busi- 
ness are you entitled to. If you think 
you are entitled to a certain proportion 
of the business you should undertake 
to get that particular portion of the 
business. There is one thing you must 
not overlook, that the automobile has 
gone out of the luxury stage; it has 
gone into the necessity stage. If you 
will notice there is less equipment be- 
ing put on automobiles than previously. 
That means there will be more demand 
for automobile equipment and acces- 
sories. The automobile business is 
stabilizing.” 

A Mr. Bowman (of Bowman, Inc., 
Detroit) said: “Conditions in Detroit 
are unusually good. Conditions in 
Detroit might not apply in all parts of 
the country. I think, however, gen- 


eral business conditions all over the 
country are speeding up. I get that 
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from the traveling men that come to 
see me. We think the accessory busi- 
ness is a substantial business. It is 
new business. It has not been ironed 
out and it has not the basis or stability 
that the hardware business has. I 





Frank L. Campbell 


U. S. Chain & Forging Co. 

Newly Elected Vice-Presi- 

dent American Hardware 
Mfrs. Association 


think the accessory business has more 
of a future than it had a few years 
ago.” 

R. L. Bidez (of McGowan-Lyons 
Hardware & Supply Co., Mobile, Ala.,) 
said: “We have worked along a line 
somewhat different from what other 
hardware jobbers have. We have not 
found it necessary, nor do we believe 
it best, to send out men to sell auto- 
mobile accessories alone. We have 
taken one or two real automobile ac- 
cessory salesmen and we have had 
them travel with our hardware men 
and they have been educating our 
salesmen how to sell automobile acces- 
sories, so that now instead of having 
two automobile accessory salesmen we 
have fourteen men who can _intelli- 
gently sell automobile accessories. Our 
accessory branch has reached a place 
so that twenty per cent of the volume 
of our business is from the sale of 
automobile accessories.” 

The chairman then called upon Mr. 
Campbell to express an opinion on the 
problem, “Does the ‘Gyp’ Accessory 
House Perform a_ Useful Economic 
Service in the Distribution of Acces- 
sories?” (a) How are such concerns 
viewed by manufacturers? (b) By 
wholesalers?” 

Frank Campbell. 

Mr. Campbell said: “It seems to 
me on the question of selling ‘Gyp’ 
accessories it is a matter that should 
be discussed among the jobbers, be- 
cause the jobbers sell the ‘Gyp’ dealers 
in most instances. We do not know 
what the jobbers do after they get the 
goods. The ‘Gyps’ get our goods, but 
how them get them I don’t know.” 

Agreeing with Mr. Campbell a Mr. 
Grossman said: “That has been exactly 
our experience. We make it a rule not 
to sell to any ‘Gyp’ jobber, but they all 
get them. We confronted a jobber 
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with that situation, whom we under- 
stood had been selling to a ‘Gyp’ dealer. 
They asked us to prove it and we sent 
them an invoice showing they had sold 
goods to the ‘Gyp’ dealer and they said 
it was sold by some one of the sales- 
men unknown to the head of the house.” 

The Chairman said: “I believe they 
call them ‘Gyp feeding jobbers.’ ” 

J. C. Hines, (A. C. Sparkplug Co., 
Flint, Michigan) said: “As far as the 
‘Gyp’ jobber is concerned we do not 
find any place for them in our com- 
pany at all. The ‘Gyp’ as we view it 
is not building for the future. The 
‘Gyp’ jobber thinks he is building up 
his business by tearing down the manu- 
facturers business. My _ observation 
has been that the ‘Gyp’ dealer sells 
goods of this class at a low figure for 
the purpose of attracting sales for other 
merchandise on which the ‘Gyp’ dealer 
actually makes a profit. The ‘Gyp’ 
dealer advertises fairly well known lines 
of merchandise to attract the innocent 
consumer into his place of business.” 

Disagreeing with Mr. Hines, A. G. 
Underwood (of A. Schroder Sons, Ince, 
Brooklyn, N. Y., said: “I do not agree 
with a former speaker that when he 
said the ‘Gyp’ feeding jobber is en- 
tirely responsible. Now it is impossi- 
ble to send 15 or 20 men over the United 
States today without getting the re- 
ports from some of the so called 
feeders. Now it seems to me this 
thing lies in the hands of a friendly 
congress. Let us all get together and 
fight this thing out ourselves. I think 
it is a matter of concentration on your 
congressmen to have some clarification 
of it. We should get a law passed to 
clarify the situation.” 

Harry E. Young of F. P. May Hard- 
ware Co., Washington, D. C., said: “We 
have been rather free from this down 
in Washington. We are trying to edu- 
cate the dealer to stop talking about 
‘gyp’ goods, but talk quality. I be- 
lieve that is the only way we can com- 
pete with this evil.” 

Former president F. A. Haitmann of 
Houston, Texas spoke briefly on this 
subject. He said he did not think their 
accessory branch had been as lucrative 
as it should be and had not grown as it 
should have grown; that they had taken 
the matter up to see what could be 
done. He expressed the opinion that 
one of the reasons why the ‘Gyp’ dealer 
was able to offer accessories at low 
prices was because some dealers had 
overloaded their stock and had been 
obliged to sacrifice the goods and thus 
the ‘Gyp’ dealer was able to undersell 
the regular trade. Mr. Heitmann ex- 
pressed the opinion that great care 
should be used not to overload a dealer 
in this class of goods. He also said 
that he believed the automobile ac- 
cessory business properly belonged to 
the hardware jobbers. 

In regard to having separate sales- 
men for automobile accessories he was 
of the opinion that if special salesmen 
were employed for this purpose it would 
result in the territory being covered 
by too many men and be a very heavy 
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expense. He urged the education of 
the salesmen on the automobile acces- 
sory line—those who were handling the 
regular line of hardware. 

A. H. Nichols of Buhl Sons Company, 
Detroit, Michigan asked what a ‘Gyp’ 
dealer is and said: “Would you call a 
big department store that advertises 
in the back of the paper—would you 
call that store a ‘Gyp’ store? Is the 
jobber in the small town that you go 
to, who you are selling more goods to 
than he can dispose of, is he a ‘Gyp’ 
dealer? Now I am very much in- 
terested in this. We can come here 
and we can talk and talk, but the only 
way we will get anywhere is to lay 
out a concrete program. You do not 
have to violate any law.” 

Secretary T. James Fernley referred 
to the wonderful growth of the business 
of hardware dealers in automobile ac- 
cessories. He said there was one firm 
in the City of Philadelphia which had 
made about a million dollars last year 
in automobile accessories. He mentioned 
the reasons for the formation of the 
automobile accessories branch of the 
National Hardware Association. He 
referred to the work of the Secretary’s 
office in ascertaining the real cost of 
doing business, which he said was 19.72 
per cent on the selling price; that there 
was a very large overhead, but they 
had not been able to reduce it; that last 
year it was a little less, not much. He 
said the association had invited two 
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lines of business into the automobile 
accessory department, namely—the 
electric equipment branch and the radio 
line. He referred to the activities of 
his office in adjusting the collection of 
past due accounts. He also explained 
to the association what influence his 
office could bring to bear legally to 
prevent improper business methods 
being resorted to by members of the 
jebbers association. 

W. B. Edwards of the Harrisburg 
Stanley Spring Works opened the dis- 
cussion on obsolete goods. In part, he 
said: 

“IT know of no other line that has 
models, that has built as many differ- 
ent models, and so often, as automobile 
springs for replacement. The matter 
of dead stock is one of the most seri- 
ous questions with which we have to 
deal and to be taken up frequently by 
the manufacturer. It is very, very hard. 
We have really not come to an exact 
arrangement, I am ashamed to say. 
We do this—on a man’s initial stock 
order we give him the privilege of ex- 
changing at the expiration of any given 
length of time, because we feel some- 
what responsible for his original stock 
orders. After that it is up to him. We 
very frequently cut down a quantity a 
jobber has ordered of a particular size 
because we know he is carrying too 
much of it.” 

Mr. Cadle of the Gemco Manufactur- 
ing Co., Milwaukee, said: 
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“For a number of years we have been 
taking back brackets that have become 
obsolete without any question whatso- 
ever. Last year, or at least the year 
before that, we had an exchange pol- 
icy by which all brackets were ex- 
changeable except during the months of 
June, July and August. These are the 
three critical months in the year when 
manufacturers are likely to be changing 
their models, so we adopted an ex- 
change policy that during these three 
months no brackets were exchangeable 
whatsoever. We have also adopted the 
policy of exchanging brackets at any 
time during the year that are univer- 
sally needed—we will take those off 
the hands at any time. I believe that 
the jobbers are very well satisfied 
with this policy. I have heard no kicks 
whatsoever.” 

Mr. McConnell of the Wolverine 
Manufacturing Company, said: “Our 
policy is somewhat like our friend 
across the way. We make a universal 
bumper which will fit our universal 
bracket and also our special brackets, 
and with our policy of exchanging, a 
bumper can ‘always be sold and new 
brackets can be installed upon it; and 
we also insist on a monthly inventory 
from our jobbers which enables us to 
remove their slow moving stock, and in 
that way keep their stock down to a 
minimum. Our observation is that our 
customers are very well pleased with 
our system.” 








- Shovel Simplification Adopted 


nated in the meeting. 


A standing committee 





ishes and varieties of shovels was adopted 

Oct. 19 at a meeting of manufacturers, 
wholesalers, retailers and representative users 
held under the auspices of the Division of Simpli- 
fied Practice, Department of Commerce, in con- 
nection with a joint meeting of the American 
Hardware Manufacturers Association and the Na- 
tional Hardware Association of the United States 
in Atlantic City. 

The Shovel Institute, which had been making 
studies of the variety produced and of sales rec- 
ords for more than two years, presented a tenta- 
tive program, calling for a reduction of from 223 
sizes to 127. The program offered by Joseph V. 
Smith of Pittsburgh, also called attention to the 
present practice of making shovels in five fin- 
ishes and four grades, and on behalf of the Shovel 
Institute, he asked that some of these be elimi- 
nated. The conference voted to eliminate one 
grade and all but one finish. The only exception 
to the reduction of finishes was on behalf of the 
iron molding industry, it being pointed out that a 
polished shovel was a factor in saving the time of 
workmen in foundries. 

The reductions will become effective May 1, 
1926, and in the interim, manufacturers and deal- 
ers plan to clear existing stocks of the items elimi- 


I ‘ LIMINATION of more than 4000 sizes, fin- 


which will act as a board of review to prepare for 
possible revisions at the meeting next October 
will comprise J. V. Smith, Hubbard & Co., of 
Pittsburgh; A. C. Howell, Ames Shovel & Tool 
Co. of Boston, and W. W. Wood, 3d, Wood Shovel 
& Tool Co. of Piqua, Ohio, representing manu- 
facturers; Mark Lyons, MeGowin-Lyons Hard- 
ware Co., Mobile, Ala., president of the Southern 
Hardware Jobbers Association, and Rudolph Tenk 
of Tenk Hardware Co., Quincy, IIll., for the whole- 
sale group; H. R. Beatty of Clinton, IIl., and H. P. 
Sheets of Indianapolis, vice-president and secre- 
tary, respectively, of the National Retail Hard- 
ware Association; H. D. Bender of the American 
Telegraph & Telephone Co., New York, and W. L. 
Robinson of Baltimore, representing the Balti- 
more & Ohio Railroad, and the International Rail- 
way Fuel Association for the consumer groups. 

The shovel business of the country amounts to 
about $10,000,000 a year, and more than 95 per 
cent of the manufacturers had a part in the de- 
velopment of the simplification program. 

Major A. E. Foote, Division of Simplified Prac- 
tice, Department of Commerce, was present as 
the direct personal representative of Hon. Herbert 
H. Hoover, Secretary, Department of Commerce. 
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Hardware ‘Trade Radio Source with 
Farmer, Says D. Rigney » 


through hardware jobbers and retailers, Douglas Rigney, 


() tirous ING the tremendous possibilities of radio distribution 


A. H. Grebe & Co., Inc., New York City, emphasized the fact 
that the hardware dealer was the most important factor in the sale 
of radio to the farmer, because of the local reputation and connec- 
tions of the retail hardware merchant throughout the country. In 


part Mr. Rigney said: 

“Some of you are unaware that the 
radio business is older than it really 
is, but it is an infant compared to 
the hardware trade. The beginning of 
the radio business, as far as you gen- 
tlemen are concerned, dates back to 
the summer or fall of 1919. I da not 
believe that any of you quite appre- 
ciate how much the radio business adds 
to the hardware business. Going back 
to 1919, practically all of the radio ap- 
paratus of the day was designed and 
built on the basis of what we could 
buy. In regard to the territory where 
radio was sold, I will say that practi- 
cally all of the radio apparatus sold 
by my company within the past three 
years has been sold in a territory lim- 
ited by the west on the Mississippi, 
east by the Atlantic and south by the 
Mason and Dixon Line. 

“The amount sold to the farmers 
was negligible. That is where the 
hardware jobber steps into the field. 
In traveling over the country I have 
found that the hardware dealer was 
apparently the strongest man in the 
average town, and most anything that 
the hardware dealer buys the farmer 
will buy; the hardware dealer at least 
has the ear of the farmer. Let us 
see where the hardware dealer buys 
his stuff. In large towns of from five 
thousand to twenty-five thousand in 
population any dealer in hardware or 
otherwise is able to buy radio ap- 
paratus from electrical supply jobbers 


and music jobbers; they know the 
sources of supply, but in the smaller 
town the hardware dealers there look 
to the hardware jobbers to supply them 
with radio apparatus. For that reason 
the hardware jobbers are the only 
men whose fields are sufficiently wide 





E. C. Waldvogel, Yale & Towne Mfg. Co., 


New Vice-pres., A. H. M. A, 


to justify sending salesmen into these 
small towns, and the hardware jobber 
who understands that and realizes it 
has gone into the radio business. Now, 
as to the question of who is going to 
handle it: well I have found two dif- 
ferent lines of endeavor, No. 1—the 


hardware jobber looks around and 
finds some young man who is more or 
less connected with the management of 
the business, who has very little to do 
anyway, and they give him the job of 
running the radio business; No. 2— 
they look around and find some little 
department in their business which is 
rather slow at that particular time and 
they say, ‘John, you have not got much 
to do and you better take the radio.’ 
John takes the radio. John may be 
selling horse blankets, but John is 
given the job of buying radio ap- 
paratus. Now, most of you think that 
I might believe the buyer of radio ap- 
paratus should have some knowledge of 
it, but I want to say that any of you 
gentlemen can put a man on the job 
of buying radio apparatus without his 
having any knowledge of radio or the 
science of radio; but, gentlemen, he 
must know something about the radio 
business—he must know something 
about the history of the radio business. 
Otherwise he is at a loss. The one 
handicap under which all you hard- 
ware jobbers operate in radio is the 
fact that you represent big business. 
The hardware jobber is accustomed to 
buying in carloads. He cannot think 
in small quantities, and when he goes 
into the radio business you can sell 
him anything, and a great many radio 
manufacturers have done just that. 
The speaker dwelt upon the impor- 
tance of the prospective radio dealer in- 
vestigating the standing of the firms 
from whom he was buying to be sure 
of getting a good quality of goods. He 
said it was important that all appara- 
tus of an electrical character should 
have the O K of the National Fire 
Underwriters’ Association. He further 
urged that hardware dealers be careful 
from whom they buy radio apparatus. 


Salesmen Must Be Trained 





to Sell New Goods 








UCCESSFUL introduction of new lines re- 
quired special attention to the teaching of 
salesmen, declared A. H. Nichols, Buhl Sons 
Co., Detroit, Mich., at the jobbers’ Tuesday morn- 
ing session, which was a part of the accessories 
branch section. Mr. Nichols said it is essential 
that buyer and sales manager agree on the sal- 
ability of all new lines and work together closely 
in the proper training of salesmen who are to 
sell such new items. In part Mr. Nichols said: 
“A firm doing a successful business enjoyed a 
large trade with an old and well known line of 





goods. But owing to certain changes in the man- 
ufacturers’ policies, the wholesale firm decided to 
add a new line; objections to adding this un- 
known line were made by the entire sales force. 
Each salesman almost daily received a letter tell- 
ing him of some one good sales point in the new 
line. Later a sales contest was put on so as to 
touch the pride of all the salesmen. A daily 
sales report was sent out by the firm each day 
showing the standing of each salesman and the 
number of dozens sold by each. This caused 
strife, and it was not long before every one was 
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George W. Welles, Kelley-How-Thompson Co.; A 


working hard for the new line, with the result 
that the first year’s sales with the new line was 
larger than that of the old and well known line 
ever was. 

“To successfully introduce a new line we must 
bring out the higher ambition of the salesman. 

“Every wholesale house has a varied class of 
salesmen. We have the man who has covered the 
territory for many years and relies on his friend- 
ships for success, and although he has long since 
lost his real ability as a salesman, yet his total 
sales are very good. 

“And then we have the traveling man who 
never has been and perhaps never will be a real 
salesman, but by working from daylight until 
dark, as well as adopting honest methods, he 
manages to take orders enough to bring his sales 
up to a rather satisfactory amount. 

“The wholesale house that has many such sales- 
men, however, is terribly handicapped when it 
comes to introducing a new article. 

“The wholesaler carries thousands of different 
articles in stock. It would therefore be impos- 
sible for their salesmen to have a full knowledge 
of all the different articles. So in order to obtain 
a better understanding of the goods carried in 
stock, they have divided their business into a 
number of different departments. In this way 
each buyer should be able to have a better knowl- 
edge of the different articles carried in his rather 


. C. McKinnie, Stanley Works; with 
Llew Weber and H. H. Riddle, The George Worthington Co. 
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S. Segal and S. J. Mayer, Segal Lock and 
Hardware Co. 


small department, and should also be able to in- 
struct his salesman in an intelligent manner. Yet, 
in spite of this fact, in many cases the salesman’s 
preliminary preparation for actual selling of a 
new article is inadequate. 

“No new article should be added to the line 
until both the buyer and the sales manager agree 
that it can be sold. The salesman cannot be 
properly or intelligently instructed unless abso- 
lute harmony exists between the buying and sell- 
ing departments, for the article must be sold by 
the salesman and he must be sold himself; he 
must have full knowledge of the article and also 
of similar articles already in the market, and if 
he is not properly instructed, he in many cases 
not only fails to sell but causes a wrong opinion 
to be formed of the house he represents by those 
he calls on, for all firms are judged largely by the 
salesmen who represent them. 

“Therefore, to properly introduce a new article 
it is necessary for the salesman to be a part of 
the organization. The representative must have 
faith in the goods and confidence in his firm be- 
sides a thorough knowledge of the article he is 
to introduce. The all-important duty of every 
one connected with the success of introducing a 
new article is a definite plan of cooperation. The 
buying and selling departments, as well as the 
salesman, must be genuine, loyal, must show sin- 
cerity and by all means be truthful. 


Cooperation with Customs. 
Administration Urged 


cents to American business men, Judge Wm. Hoppin, Assis- 
tant Attorney General of the United States told the Thursday 
He urged hardware manufacturers to cooperate 
with this important branch of government operation and said in 


} FFICIENT customs administration is a matter of dollars and 


morning session. 


part: 


nesses who can testify as to the mean- 
ing from the business standpoint of 
these terms as used in the tariff act. 
The Government has therefore sent out 
a letter, a copy of which most of you 
have doubtless received, asking the aid 
of business men, both importers and 
those handling domestic products, in 





“Few realize how much litigation 
goes on under the tariff act. Customs 
questions are tried in the first instance 
before the Board of United States Gen- 
eral Appraisers. Appeals are taken 
to the Board for the values fixed for 
imported merchandise by customs offi- 
cials and also on the application of the 
law to that merchandise. The meaning 


and intent of the law is often obscure obtaining evidence which they need to 


and can only be determined after pro- 
tracted litigation. The tariff act is 
written substantially in the language 
of the American business man. When 
questions involving the meaning of 
business terms however have come up 
in the past it has often been extremely 
difficult to obtain well qualified wit- 


produce before the customs tribunals 
so as to properly interpret the intent 
of Congress as expressed in the various 
provisions of the present tariff act. 
“The importance of this cooperation 
from your standpoint is best illustrated 
by one of the problems with which we 
are concerned at the present time with 
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regard to merchandise in which the 
members of your association deal. 

“ithe Government has classified cer- 
tain merchandise under paragraph 
399, which carries a high rate of duty. 
The importers on the other hand claim 
many ot these articles to be dutiable 
under paragraph 372, which carries a 
lower rate of duty and provides for 
machines and machinery of various 
kinds. In order to sustain the classifi- 
cation of the Government, therefore, 
commercial evidence must be _ intro- 
duced to show that the articles claimed 
to be machines by the importing trade 
are not known as such to those dealing 
in similar merchandise in this country. 

“The Government is attempting to 
bring out all of the facts in regard to 
a given issue. It is obvious that it is 
for your self interest to see to it that 
the provisions of this act are sustained 
to the fullest extent. 

“A mere passage of a tariff act does 
not protect an industry unless care is 
taken by those who benefit thereby to 
see that the intent as well as the letter 
of the law is carried out. <A _ business 
might easily be ruined by a decision of 
x customs tribunal on insufficient facts. 
The Government therefore asks your 
full cooperation in endeavoring to ob- 
tain justice for all those who are inter- 
ested in the tariff act. 

“As to the administrative provisions 
of that act, some talk has been heard 
of necessity for its change. I believe 
on the whole, however, that both the 
importer and the domestic producer 
have adequate remedies under the act 
as now written provided they are made 
use of. The importer has a right of 
appeal to the Board of United States 
General Appraisers and the United 
States Court of Customs Appeals from 
the value fixed by customs officials and 
also the right of appeal from the rate 
and amount of duty as fixed by the 
collector. These appeals are taken in 
the first instance to the Board of Gen- 
eral Appraisers and from their de- 
cision an appeal lies to the Court of 
Customs Appeals in Washington, and 
in certain instances the questions in- 
volved may be appealed to the Supreme 
Court of the United States. There is 
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Led Convention Singing 


Alvin M. Smith, Smith- 
Courtenay Co., and secretary 
of the Southern Supply & 
Machinery Dealers’ Associa- 
tion, led the singing at cer- 
tain convention sessions. 








no such system devised anywhere 
where the taxpayer has more oppor- 
tunities to present the facts and to 
recover a tax wrongfully assessed than 
he has in customs litigation. Take as 
an example the fact that he may have 
additional duties remitted, which is in 
effect a penalty for undervaluation of 
merchandise, if he can show to the 
Board of General Appraisers that he 
did not intend to defraud the Govern- 
ment. No more simple procedure could 
possibly be devised nor one fairer to 
the importer than has been provided 
for the remission of these additional 
duties under the present tariff act. 
“There is another feature of this act 
the importance of which appears not 
to be realized by the American pro- 
ducer. Section 516 of the present act 
provides for appeal or protest by 
American producers. Under this sec- 
tion an American manufacturer, pro- 
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ducer or wholesaler has the same right 
of appeal from the value fixed for im- 
ported merchandise subject to his com- 
pliance with certain conditions as the 
importer now has. He also has a sim- 
ilar right to protest a classification and 
rate of duty imposed upon imported 
merchandise provided also he has com- 
plied with the conditions as set forth 
in this paragraph. These appeals are 
tried before the same tribunals and in 
the same manner as appeals on behalf 
of importers, which gives to the 
American producer the right to appear 
in tariff litigation which he has never 
had before and puts him on a prac- 
tical equality with the importer if he 
desires to test out by litigation the 
various questions which arise under 
the act. Very little use has been made 
of this remedy up to the present time. 

“Tt should also be borne in mind that 
a change in the method of ascertaining 
the dutiable value of foreign merchan- 
dise might in certain instances change 
the rate and amount of duty on that 
merchandise, and while there may be 
some slight change in some of its pro- 
visions, drastic changes in the admin- 
istrative act might involve a consid- 
erable disturbance of the present rates 
of duty on certain classes of merchan- 
dise. 

“In closing I desire to again em- 
phasize the fact that your own inter- 
ests make it essential and that it is of 
the utmost importance to give your 
time and attention to the litigation 
which is going on before the Board of 
United States General Appraisers and 
the United States Court of Customs 
Appeals, as well as to the decisions of 
the customs officials who are charged 
in the first instance with the duty of , 
ascertaining the value and character 
of imported merchandise, not only com- 
prising that in which you deal, but 
with which you are competing in your 
business. With the fixing of the rates 
as provided for in the tariff act, this 
office of course has nothing to do. With 
the maintenance of the rates as finally 
fixed by Congress, however, and with 
our endeavor to ascertain its intent, 
we ask your hearty and active cooper- 
ation.” 


Felix Levy on Sherman Law and - 
Trade Associations 


OMMENTING on the potentcy of the Sherman Law, in its 
ability for good or evil to the American business firm, Felix 
H. Levy, Esq., New York City, formerly special counsel for 
the Department of Justice, said it was very strange that so few 
business men had any comprehension of this law. In part, Mr. Levy 


said: 

“Some have thought it a _ sufficient 
explanation that business men have re- 
garded the Sherman Law as merely one 


of the innumerable statutes such as the’ 


law of wills, of real estate, of negotiable 
instruments and the like, which are 


technical in nature and therefore too 
bothersome for business men to cope 
with and fit only for the hair-splitting 
proclivities of lawyers. Others have 
thought that the long period of 35 
years which have elapsed since the 


Sherman Law was enacted in 1890, has 
brought it about that the vast majority 
of present-day business men are not 
old enough to remember the time when 
there was no Sherman Law and have 
therefore come to regard it as a fixed 
and immutable principle—and as being 
as far removed from the necessity or 
the possibility of study, comprehension 
or criticism as Sir Isaac Newton’s laws 
of the physical universe or Ejinstein’s 
mysterious law of relativity. 

“Now, the fact is that neither of these 
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conditions has proper basis. The 
Sherman Law is not specially technical 
or difficult to understand—Chief Jus- 
tice Taft has said that the conscience 
of the average business man is an ade- 
quate guide for him to understand it— 
nor has it any immutable or sacred 
quality which requires it to be taken 
for granted as an everlasting per- 
manency. On the contrary, it is a very 
human affair, having many of the good 
qualities and many of the bad qualities 
which are usually to be found.in all 
human products.” 

The speaker then referred to a letter 
dated June 10, written by him to George 
A. Fernley in regard to decisions 
rendered on June 1 by the United 
States Supreme Court in the “Cement” 
and the “Maple Flooring” cases, as fol- 
lows: 

“These decisions will undoubtedly 
prove of great importance to the trade 
associations for this country, inasmuch 
as they greatly widen the legal activi- 
ties of such associations. This is true 
because the new decisions indicate with 
great clearness the limitations of the 
prior decisions of the Supreme Court 
in the Hardwood Lumber case. When 
the latter decision was rendered about 
two years ago, it created the general 
opinion that it was unlawful for trade 
associations to gather statistical infor- 
mation from its members and dissemi- 
nate the same among its members. Ac- 
cordingly, trade associations in gen- 
eral greatly curtailed their activities 
in this important field. The new deci- 
sions make clear that the gathering 
and dissemination of statistical- infor- 
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Brace Hayden 
Dunham, 


Carrigan & Hayden, 
First Vice-President § National 
Hardware Association, whose mes- 
sage to the annual convention will 
be published in full, in next 
week’s issue of Harpware ACE. 
Mr. Hayden’s message offers the 
reflection of many years’ success 
in the hardware jobbing business. 


mation by trade associations, even when 
the same include prices and production, 
is not unlawful unless such practice 
is made the basis of agreements among 
the members of such associations for 
the controlling of prices or of produc- 
tion.” 
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Continuing, the speaker said: “Now, 
about this price maintenance proposi- 
tion that was the outgrowth of the 
Sherman Law. That opinion was 
written by Charles Evans Hughes, for- 
merly Secretary of State, and Justice 
of the Supreme Court, for whom I 
have great admiration. For the first 
time the principle was laid down that 
the manufacturer cannot control the 
price of his product in the hands of 
his customer. The question was whether 
a concern could make a written con- 
tract with each wholesaler and have the 
wholesaler maintain that price. The 
Supreme Court of the United States— 
Mr. Justice Hughes writing the opinion 
—said that involved an agreement be- 
tween two unrelated concerns which 
was in restraint of trade. There is 
not a country on earth that does such 
a thing, but it is still the law of this 
land and therefore it has got to be 
observed but the later decisions have 
stated that the manufacturer or the 
jobber may say to his customer ‘I de- 
sire this article to be sold at one dollar 
a dozen; I will not obligate you to do 
that; I cannot expect a promise from 
you that you will do that, but if you 
don’t do it I will not deal with you any 
more.’ That is the limit of his right.” 

Mr. Levy further said that dealers 
had the privilege of ascertaining from 
manufacturers, for instance, what their 
policy was in reference to the disposi- 
tion of their products, and in the event 
that their policy was not satisfactory 
to the dealer, the dealer was at liberty 
to advise the manufacturer that his 
policy was not satisfactory to him. 








Tribute Paid Late W. A. Graham 


N the opening session of the American Hardware Manufacturers’ Association, presi- 
dent H. G. Moore paid a stirring tribute to his friend, the late W. A. Graham, presi- 
dent of John H. Graham & Co., 113 Chambers St., New York City, and vice-president 


of the organization. 


At the closing session held on Oct. 23 the organization adopted the following resolution 
concerning the death of the late Mr. Graham: 


“WHEREAS, since the last general convention of this Association a serious loss has 
been sustained by the passing to the Great Beyond of our vice-president, William A. 


Graham; therefore, 


“BE IT RESOLVED: That we do now place upon the records our expression of esteem 
in which he will continue to be regarded. Mr. Graham had long been an outstanding 
figure in the Hardware Industry, representing integrity, industry, service to his fellow 


men. 


His untiring and efficient work as Chief of the Quartermaster’s Supply Division 


during the World War will pass into history as a worthy example of patriotic self-sacri- 


9? 
. 


fice 
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Inefficiency Must Be Stripped 
From Business, Says H. P. Sheets 


inefficiency and all its costly and wasteful practices, a time to 


if is a time preeminently when business must be stripped of it’s 


get right down close to the ground, study consumer demand and 
supply merchandise with as little of the folderols as our class -of 
trade will stand for, declared Herbert P. Sheets, secretary-treasurer, 
National Retail Hardware Association at the Thursday morning 


session of the jobbers. 


Mr. Sheets attacked the further development of installment selling 
as basically unsound business practice and scored the distributor 
who sells at low prices, regular hardware items, for use of premium 
houses and other direct competition which the regular retail mer- 


chants must face. 


His subject was to review present day business conditions. On 


this phase Mr. Sheets said in part: 


“The wholesaler as well as the re- 
tailer has found to his sorrow that the 
efforts to increase volume are not al- 
ways successful to that end, but that 
if they increase volume very often it 
is done at the expense of profit, and 
most of us are necessarily in business 
for profit. If we did not make a profit, 
business could not continue. So we 
find the situation with the manufac- 
turer having a greater productive ca- 
pacity in all lines dissatisfied with the 
volume which is coming to them. Their 
salesmen are crowded to sell mure 
goods, and the wholesalers are troubled 
with the same disease, and the sales- 
men are urged to increase volume and 
think by that means they will be all 
right. I am talking from the stand- 
point of a fellow standing on the bank 
of a stream and watching things go by, 
and getting an impression of what is 
happening in this particular industry. 
In those peak years we not only de- 
veloped volume, from which we were 
reluctant to depart, but upon other 
things we found that in manufactures, 
through the enthusiasm of the tremen- 
dous gains that were flowing into them 
during 1919 and the early part of 1920, 
increasing their productive capacity as 
though that tremendous volume of 
business was going to keep on. 

“I know that practically every year 





George Walter Davis, New York City; F. J. MacCoy, MacCoy 





the operating costs of retail hardware 
merchants have been increasing. I think 
they have increased also in the whole- 
sale trade and so far as I know no- 
body has ever yet found out what it 





Herbert P. Sheets 
Secretary-Treasurer N. R. H. A. 


costs a manufacturer to sell his goods 
after they are made. I suppose each 
individual manufacturer knows, but no 
figures have every been developed—the 
data which would give the rest of us 
any inkling of what the manufacturer’s 


Cc. B. Crets, Van Camp Hardware & Iron Co. 


selling expense is. We do know, of 
course, that wholesaler and retailer 
operating costs have greatly increased 
during the war period and since. We 
are finding that each year profits seem 
to be dwindling just a little, so that in 
1924 our survey figures show that 
hardware retailers on the average 
made a profit of only forty-four one- 
hundredths of 1 per cent. The wage 
costs have not only remained on the 
old basis, but really have advanced as 
the years have gone by, and we all 
know how difficult and almost how im- 
possible it is to decrease administra- 
tion costs, and so that curtailed busi- 
ness, and I think I may say that, in 
spite of the increase in sales on some 
units of the industry, certainly busi- 
ness has not been any better than it 
was four or five years ago. Indeed, in 
the efforts to increase volume we still 
have that situation of increase in costs 
and decrease in profits. I think most of 
us are of the ‘stand pat’ character. 
We say that we are going to stick, and 
we hope that something will happen 
and most of us think of something hap- 
pening through that increased volume, 
and we keep on going, and nothing 
happens in the way we want it to hap- 
pen; it rather happens the other way. 

“IT believe this is a day in which to 
question everything that has to do 
with one’s business, a period in which 
we must take nothing for granted, in 
which we cannot rest confidently upon 
the basis of old experience, but when, 
in fact, old experience is of no value 
except as we check it up against the 
newer conditions. It is a time pre- 
eminently when business must be 
stripped of its inefficiency and all its 
costly and wasteful practices, a time 
to get right down close to the ground, 
study consumer demand, and supply 
merchandise with as little of the folde- 
rols as our class of trade will stand 
for.” 


Re 


Sales Co.; J. N. Mackin, E. C. Atkins & Co.; A. H. Nichols, Buhl Sons Co., and 

















October 29, 1925 


HARDWARE AGE 


138¢ 


Simplification, Pending and Active, 
Dominated Metal Branch Session 


of steel sheets, iron sheets, terne plate and other kindred 


Re steat and discussions on pending and active simplification 


lines dominated the sessions of the Metal Branch of the Na- 
tional Hardware Association, which were held Oct. 22, with Chair- 
man W. H. Donlevy, Carter, Donlevy & Co., Philadelphia, Pa., pre- 
siding. Mr. Donlevy was re-elected a vice-president of the National 


Hardware Association. 


Preceding the simplification features Thomas Evans, Merchant 
& Evans Co., Philadelphia, Pa., spoke on the relationship between 


the mills and distributors. 


“The metal warehouse faces extinction. 


Be warned, jobbers!” 


was the startling conclusion of the address made by Mr. Evans. 


In part he said: 


“Steel and iron sheet mills have a 
capacity far in advance of the current 
annual needs of the country and an ex- 
ceedingly limited field of export in the 
face of the much lower cost product 
now being produced by Germany, Bel- 
gium, France and England. Mill ship- 
ment orders are taken for small quan- 
tities and delivered in the present state 
of highly developed transport with such 
promptness that consumers formerly 
relying for quick deliveries on local 
warehouses are satisfied with mill de- 
liveries. Even hand to mouth buying 
is supplied by mill shipments. The re- 
sult of this condition is that the jobber 
has shifted into the position of a mill 
representative and he has in many lo- 
calities found it necessary to sell from 
warehouse at mill delivery prices and 
brokerage profits. Certain large ware- 
houses of sheet metal in Cleveland, De- 
troit, Chicago and other cities have 
abandoned all pretense of collecting a 
differential for warehouse stocks and 
sell sheets freely at a nominal profit, 
which does not purport to stand a sub- 
stantial fraction of their average sell- 
ing cost. Consequently the jobber who 
must rely on legitimate normal ware- 
housing profits on sheet steel, unless 
there should be a booming market 
flooding the mills and lengthening de- 
livery dates and lifting inventory val- 
ues and putting a premium on ware- 
house stocks, must, if things continue 
so, inevitably bite the dust. From the 
standpoint of the warehouseman, who 
must rely on the distribution of sheet 
steel as a large factor in his business, 
widespread demoralization exists and 
the future presents little immediate 
prospect of substantial betterment. The 
only relief possible is for the almost 
impossible to occur, i.e., that sheet steel 
shall cease to be a football for concerns 
who do not rely upon it except as an 
adjunct to the extension of sales in 
other commodities; and that distrib- 
utors firmly decline to surrender a le- 
gitimate warehouse profit to cover the 
expense of warehousing over and above 
the normal brokerage commission on 





mill shipments; and lastly that jobbers 
cease to book small lots for mill ship- 
ment. 

“Sheet steel distribution today com- 
pared with sheet steel distribution dur- 


r 





W. H. Donlevy, Chairman Metal Branch and 
N. H. A. Vice-President 


ing pre-war days differs in degree 
rather than in kind. Fundamentally it 
is the same and it should be compara- 
tively an easy matter to bring all sheet 
steel distributors—those who were in 
the field long before the advent of the 
Great War as well as those who have 
entered since to a definite realization 
of the fact that jobbers are entitled to 
a proper and reasonable recompense 
for the service they perform. There 
can hardly be any doubt about the pro- 
ducers of sheet steel as a whole being 
strongly desirous of confining their 
sales activities to what may be termed 
legitimate mill business, and they only 
need the proper cooperation of the job- 
bers to make this. desire effective. It 
is therefore up to the sheet steel job- 
bers to put their house in order and take 
such measures as will insure their con- 
tinuance as economic factors in the dis- 
tribution of this necessary commodity. 
The trends of trade move in cycles, but 
underlying the various changes there 


are fundamentals which must continue 
to operate just as they did in the days 
of the Pheenecians and from thence un- 
til now as a whole. 

“If the sheet steel jobber is forced 
to disappear a vast investment in fin- 
ished material will disappear from 
the steel business. The jobber occu- 
pies the place of the reservoir in a 
water system. No matter what may 
occur in the pumping plant or in the 
peak load periods when the pumps can- 
not meet the demand, in the reservoirs 
may be found the supply. The benefit 
of such a reservoir of finished material 
in time of national need such as at the 
outbreak of the Great War is beyond 
estimate. The elimination of the sheet 
steel jobber would remove the balance 
wheel which stabilizes the steel busi- 
ness and steadies the normal flow from 
mill to consumer and which steadies 
and regulates the price, preventing ex- 
cessive surges. The steel mills should 
recognize these dangers and_ should 
exert every influence to protect the 
sheet steel jobber from the destruction 
which now menaces him. What is more, 
the Government of the United States 
should in the pursuance of a wise broad 
policy permit the greatest freedom pos- 
sible to cooperation in order to avert 
such an economic catastrophe. 

“IT have spoken of the ills which 
would attend the destruction of the 
sheet steel jobber. The same injuries 
would be suffered by the brass and cop- 
per mills and consumers by the elimina- 
tion of the middleman and the same in- 
juries would be inflicted on industry in 
general by destroying these stabilizing 
agencies m brass, copper and_ sheet 
steel, so I quote a line from a great 
Greek play—“Whom the gods would 
destroy they first make mad.” Jobbers 
have lost their heads under pressure of 
the drift of untoward events, and the 
gods, who are in this case the mills, 
will certainly destroy that part of their 
business devoted to the jobbing of sheet 
metals unless a new spirit and feeling 
of cooperation can be achieved by which 
the mills recognize the position of the 
jobber and determine to back up that 
position and support it, and unless the 
mills and jobbers and the jobbers be- 
tween themselves cooperate within per- 
missible bounds to the end that the job- 
bing business can preserve an_ inde- 
pendent existence and achieve a reason- 
able profit on the business that it does 
from the mill and a reasonable further 
differential on stock deliveries to pay 
for its costs of maintaining local reser- 
voirs of material.” 

A vote taken on the opinions and 
suggestions of Mr. Evans proved that 
the membership agreed with him 100 
per cent. 
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W. C. Carroll, Inland Steel Co., Chi- 
cago, Ill., chairman of the sheet steel 
simplification board of review, gave his 
report, which in part follows: 

“Your committee attaches much im- 
portance to the unfortunate conditions 
which have dominated the sheet steel 
industry during the past nine months 
and recognizes the influence which 
these conditions d&ve had on the strict 
maintenance of the roofing portion of 
the simplification schedule. 

“Tt should be understood that the flat 
sheet portion of the schedule has oper- 
ated satisfactorily. Exceptions having 
been of a local and special character 
and only as to sizes. 

“In certain sections of this big coun- 
try of ours, the roofing portion of the 
schedule has, through constant educa- 
tional effort, become a reality, so far as 
the elimination of sheets lighter than 
No. 28 gage for roofing are concerned, 
and your committee believes that this 
will permanently benefit the industry. 
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“Exceptions have been largely con- 
fined to isolated sections, where it is 
recognized that special conditions have 
retarded full adoption of the simplifica- 
tion program and we find that the de- 
mand for lighter sheets for roofing has 
been insistent. Your committee feels 
that because of the progress made with 
the flat portion of the schedule and the 
roofing portion in many of the impor- 
tant consuming territories of the 
United States that no backward step 
should be taken.” 

The chairman called for the report 
of the Terne Plate Simplification Board 
of Review. Chairman L. D. Brueckel, 
of the Weirton Steel Co., Weirton, W. 
Va., reported that the program of sim- 
plification in terne plate was in full 
force and operative. He said the terne 
plate business was showing a very sub- 
stantial improvement in many sections 
of the country. It was suggested by 
the committee that the members get 
some thought to further simplification 





October 29, 1925 


and elimination of certain coatings. It 
is suggested that the department of 
commerce send a questionnaire to the 
interested people and let them respond 
as to their desire regarding further 
eliminations. 

The chairman called for the report of 
the Eaves Trough and Conductor Pipe 
Simplification Board of Review. Chair- 
man R. L. McHale, of the David Lup- 
ton’s Sons Co., Philadelphia, reported 
that almost the entire territory with 
the exception of the South was active 
in the elimination of twenty-nine gage 
conductor pipe and trough; that the 
prospects were good for that same 
policy being followed in the entire ter- 
ritory 100 per cent. 

W. C. Wetherill, an associate of Maj. 
A. E. Foote, in the Division of Simpli- 
fied Practice, Department of Commerce, 
spoke on the close relationship between 
simplification and turnover and outlined 
briefly the work of simplification in 
other fields and in kindred lines. 


Secretary Fernley Reviews Activities 
of National Hardware Association 


the annual report of T. James Fernley, secretary-treasurer of 


\ 7 ARIOUS phases of organization activities were reviewed in 


the National Hardware Association, which was read and ap- 
proved at the Wednesday morning session of the jobbers’ thirty- 


first annual convention. 


Mr. Fernley went into detail telling about 


collections, simplification, hand-to-mouth buying, closer cooperation 
with manufacturers and retailers and mentioned the newly formed 


Hardware Council. 
following: 


“As our members are well aware, 
some manufacturers who suggest re- 
sale prices are apparently not well in- 
formed regarding the expense of 
wholesale distribution and do not pro- 
vide a margin sufficient to cover the 
expense involved in distributing their 
products. 

“Efforts have been made to educate 
such manufacturers and we trust our 
members will continue to present this 
matter to such manufacturers from 
time to time. 

“Our conferences with manufac- 
turers during the past year cause us 
to again emphasize the necessity for 
drawing to the attention of manufac- 
turers the fact that an item which 
does not sell at a margin over and 
above the cost of distribution repre- 
sents a real loss, this despite the fact 
that many manufacturers would have 
us believe that frequent turnover at a 
small gross margin is more desirable 
than a proper differential. To an in- 
creasing degree our members are elimi- 
nating unprofitable lines on account of 
the failure of manufacturers to recog- 
nize the expense of distribution, and 
we believe this tendency is being rec- 
ognized by the manufacturers, who are 
beginning to realize the importance of 


Among the high lights of his report are the 





making the sale of their products at- 
tractive from a net profit standpoint to 
the wholesaler and the retailer. 





T. James Ferniey 


“It is our belief the volume of the 
hardware business can be considerably 
increased and the net profit of retailers 


and wholesalers increased through the 
sale of lines of goods which are not at 
present generally included in regular 
hardware stocks. It is not within our 
province to recommend any particular 
lines, but we do strongly urge our mem- 
bers to carefully investigate the merits 
of kindred lines which can be economi- 
cally and efficiently distributed through 
hardware channels. 

“The hardware trade of the country. 
has suffered loss of business through 
the sale of hardware items, in many 
cases not up to standard in size and 
quality, by those engaged primarily in 
other lines. We wish to recommend 
that our members confer with their 
customers and counsel with them as to 
methods which can be adopted which 
will regain the business that in recent 
years has drifted elsewhere. 

“Our Association is on record as 
urging its members to strictly observe 
the terms surrounding the allowance 
of the 2 per cent cash discount, and we 
intend to continue our efforts of many 
years to induce all manufacturers to 
allow this usual and customary pre- 
mium. 

“Quite frequently we receive re- 
quests for information from members 
as to how it is possible for them to 
prevent manufacturers from competing 
with them for the business of larger 
retail accounts. Manufacturers’ direct 
competition we constantly have with 
us and have had for the past thirty 
years, and most likely will have for 
the next thirty years. Fortunately 
there are some well-established reputa- 
ble manufacturers who do not engage 
in this practice, confining their sales 
to the wholesale trade only. 
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“T Will Order It 


For You” 


By Charles P. Catlin 


*¢°Ww WILL order it for you.” ‘This state- 
ment is the death-sentence to prestige. 
The keen desire on the part of many 
retail dealers to speed up turn-over has often 
proven a real boomerang. Broken stocks— 
especially broken stocks of seasonable mer- 
chandise—break good-will. 

You lose a profit every time you are out 
of an article when a customer asks for it. 
This lost profit offsets in many instances 
any saving you could make in speeding up 
turn-over. Moreover, you may lose more 
than a profit; you may lose the customer. 
Broken stocks disappoint customers and 
help build business for your competitors. 
Breaking the speed limit in traffic may mean 
smash-ups. Breaking the speed limit in 
turn-over does mean broken stocks and 
broken stocks mean damaged prestige. 

The automobile, brings nearby trading 
centers still nearer, and the catalog houses 
are making great inroads everywhere on the 
business of dealers who have allowed their 
stocks to reach this dangerous “I-will-order- 
it-for-you”’ condition. The storekeeper who 
has to wait for shipments to come in is apt 
to find himself in the same boat as the fellow 
who is always waiting for his ship to come 
in—stranded! ‘There’s a recipe in an old 
cook book which begins, ““T'o cook your 
hare, first catch him.” ‘To sell goods, best 
have the goods on hand to sell. 

The most important factors in developing 
good-will and keeping home trade at home 
are well-assorted stocks which are complete, 
_ attractive window displays of timely unified 

lines and prompt and courteous service. 

Good crops and good prices assure good 
business for merchants who take full advan- 
tage of their present merchandising oppor- 
tunities. Complete stocks attractively dis- 
played will pay good dividends now. The 
country is more prosperous as a whole and 
buying conditions are better right now than 
they have been at any other time during the 
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past decade. ‘There is plenty of money in 
the hands of your potential customers to en- 
able them to purchase what they want this 
fall and winter—and to pay for it. This 
money will pass into the cash registers of 
the merchants who are in a position to serve 
their customers best and who have the abil- 
ity to prove it. 

You will get out of your business more 
than you put into it if you will endeavor to 
give your townspeople and country folk the 
kind of service they want—the kind they are 
now receiving from your unseen competi- 
tors. He who serves best deserves most— 
and gets it! Serve as you would be served 
is a variant of the golden rule that will make 
gold for you. 

“Sorry, but we are out of them” is poor 
service. ‘There is no getting away from the 
fact that this condition does hurt business 
and encourage customers to go -elsewhere. 

In this connection I, therefore, offer two 
suggestions: 

First: Use your earnest endeavors to 
keep your stocks complete, well-assorted. 
In this way, you will satisfy your customers 
and assure yourself of a satisfactory turn- 
over on the merchandise salable in your lo- 
cality. Rapid turn-over is a good thing; 
but there is always the possibility of having 
“too much of a good thing.” When you let 
rapid turn-over mean broken stocks you 
have either too much turn-over or too little 
merchandise. Anticipate your needs and 
you won’t need to anticipate customers’ dis- 
appointment. 

Remember your window display is your 
catalog. .Make complete displays of timely, 
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unified lines..; Then .passers-by wijl know 
you carry what they need—and will stop 
and buy. 

Second: If you should“discover you are 
temporarily out of an item, why advertise 
the fact to your customers? Don’t say, “We 
are out of” the item the customer wants, fol- 
lowing it up by promising, “I will order it 
for you.” Why not say, “We have what 
you want on order and expect the shipment 
in a day or two. May I send one over to 
you when the goods come in?” 

Wouldn’t this be better business psychol- 
ogy? It would demonstrate to your cus- 
tomer that you were keen enough to antici- 

_pate his requirements. Your customers will 
‘appreciate your expression of forethought 
and you will avoid embarrassment, the 
disappointment of the customer in large 
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measure, the loss of profit and the possible 
loss of the customer. 

Only the other day I overheard a dealer 
say to a customer, “We are out of that; but 
I will order it for you.” Much to the deal- 
er’s chagrin the customer replied. “No, 
thank you! I will order it myself; I have 
a catalog at home,” and then turned andl 
walked out. “Ouch!” said I to myself, 
“that hurt.” 

This is happening every day. The only 
way to stop it is to keep your assortments 
up, your stocks complete, and when and if 
you find yourself temporarily out of some- 
thing, to use merchandising acumen. 

You will reap a sure and rich reward if 
you will follow this procedure and display 
timely, unified lines. You will keep home 
money at home and turn dull days into 
profits. 








Competing with Big Down 
Town Stores 


No problem of the small retailer 
is more important than that ever- 
present one of how to compete with 
his big competitor downtown or in 
the nearby large city. To put it in 
a nutshell, the great difficulty seems 
to be that the stock which the aver- 
age small retailer does not sell 
pushes him toward the wall faster 
than the stock which he does sell 
keeps him away from it. His left-overs represent his cap- 
ital, but, when it is frozen capital, it is of little or no use 
to him. 

The great difficulty with the average small retailer is 
that he tries to be the headquarters for far too many 
lines and types of goods. He would do far better if he 
were known as the sure and dependable headquarters for 
a limited few types of goods, on each of which he has on 
hand a full stock in each size and number. It is the same 
old story of being the big frog in a small puddle if one 
cannot be the big frog in the big puddle. Fifth Avenue, 
New York, is just lined with hundreds of small specialty 





shops which have succeeded upon this very platform and 
policy, in spite of the fact that they were operating in 
the very shadows of the largest retailer establishments 
in the city. | 

Somebody put this problem up to the editor of Printers’ 
Ink the other day and this is his reply: “As we see it, 
the small dealer is not going to get very far in attempting 
to standardize sizes and styles. But there is one thing he 
can do, he can standardize his lines. If he will keep strict- 
ly to one, or perhaps two or three, lines of shoes, ready-to- 
wear or what not, he can have a wider range of offerings 
within reasonable limitations and thus be able to cater to 
more customers. By adhering closely to these standardized 
lines, he will keep away, in a measure, from faddy goods. 
His offerings will be more nearly staple. Close observa- 
tion shows that much of the dealer’s woe in the way of 
overstocking is caused by mixing his lines. Wanting to 
make his stock as comprehensive as possible, he is willing 
to take a chance on a small quantity of almost anything 
that comes along. These sporadic purchases, not being 
intelligently made in the first place, and not having be- 
hind them the prestige of a line, are quite likely to become 
stickers. The whole thing is a strong argument for con- 
centration of purchases by the retailer. Standardization 
of lines is the dealer’s way out. It will not put him on 
equal terms with his big competitors in the way of range 
of selection, but it will go quite a distance toward it.” 











Window Sash Cord Now 
Sold in Package Form 


ITH the idea of assisting the 
\ \ hardware dealers’ throughout 
the country in the sale of sash 
cord, the Silver Lake Co., Newtonville, 
Mass., is now offering in package form 
its Silver Lake sash cord. The mer- 
chandising idea of packaging short 
lengths of sash cord is designed for 
personal use of the householder to save 
him time and trouble corpled with the 
expense of the laborer’s service. 
Investigation has shown that there 


are a great many windows in which a valuable factor in cutting overhead 


there are broken sash cords that have 
not been replaced because of the ex- 
pense and difficulty in getting a car- 
penter. 

It is estimated that the average 
charge for having a skilled workman 
replace a single broken sash cord (in- 
cluding going and coming time with 
a few cents worth of material) is at 
least $1.50 and the workman many 
times is not anxious for the work. 

This plan not only renders a valu- 
able service to the consumer but saves 
the retailer’s time and offers itself as 


expense. 

Each package contains enough cord 
to re-cord one complete window. On 
the back of the package are detailed 
and pictured directions showing the 
layman exactly how to do the work. 

Packages may be arranged in at- 
tractive form for counter display and 
act as a sales help. 

This company intends to explain 
through advertising how easily a win- 
dow cord may be changed with a view 
to giving dealers new business, and 
saving houséholders repair expense. 
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Random Thoughts 


By Saunders Norvell 


T is nice and quiet and safe in my little office 
on Union Square. As I dictate, I can see the 
convention in full swing at Atlantic City. 

* * * 

Already I am receiving echoes of my article on 
the subject of the “Puritan Conscience.” One 
of my dear old hardware friends, who for many 
years has reserved the right to criticize me, tells 
me that it was a great mistake for me to write 
that article on the subject of drinking. He says 
that some of my drinking friends will not like it. 
He does admit that the article will do good. It 
will check some of the drinking. It will lead to 
some of the manufacturers checking up the ex- 
pense accounts of some of their sales managers 
and looking, not for the traditional suit of clothes, 
but for the case of booze that is carefully con- 
cealed among “Miscellaneous Items.” He says it 
will make some of those who have been thought- 
less do a little thinking, but it will not do me 
personally any good. : 

Then he states it was really none of my busi- 
ness how much they drank. Right you are, 
my dear friend, but if all of us just at- 
tended to our own business, the world would 
not have any history. Cromwell was a small 
farmer. He _ should have attended to his 
cattle. Martin Luther was a priest. He should 
have attended to his own flock. Savonarola 
should have accepted instructions from “higher 
up.” He should have attended strictly in his 
diocese. Abelard and Heloise should have de- 
voted their time to counting their beads. They 
should not have kissed. It is a mistake to be- 
come famous through kissing, to be buried in 
Pere la Chaise in a beautiful monument and to 
have lovers constantly through the ages lay 
flowers on one’s monument. Robert Louis Steven- 
son should have remained at home in Scotland 
working as a clerk instead of running away to 
America, stealing a wife and writing immortal 
stories. Joan of Arc should have cut out visions 
and devoted her entire time and attention to 
herding her sheep. Napoleon should have re- 
mained an artillery officer. Patrick Henry should 
have attended to his law practise. George Wash- 
ington should have devoted his attention exclu- 
sively to managing his farm. General Grant 
should have gone on chopping wood in the 
neighborhood of St. Louis instead of leaving his 
family and offering his services as a colonel of 
a regiment. Abraham Lincon should have at- 
tended to his law practise in Springfield instead 
of neglecting his business, running for Congress, 
wasting his time and being defeated. Woodrow 
Wilson was a school teacher. He should have 
gone on teaching school. What business did he 
have leaving his scholars and getting mixed up 


with the League of Nations? But—if all of 
these gentlemen, and thousands of others, had not 
neglected their own business to mix up in the 
business of other people, a whole lot of history 
would not have been made. 

*K K aK 


A hardware jobber from the Far West on his 
way to the convention called on me last week. 
We discussed “turn over.” He said that his con- 
cern had always made money. They have made 
a great deal of money. They dominate the trade 
in their territory. He stated that he believed 
one of their wisest policies had been that of 
carrying complete stocks. Of course he knew 
they lost some money in the way of interest on 
heavier inventories than were absolutely neces- 
sary, but on the other hand, he believed that this 
was far more than offset by the fact that his 
house had built up a reputation of always having 
the goods when they were needed and of being 
able to fill large orders as well as small ones. 

This hardware man once worked for my house 
in St. Louis. He reminded me of how, in a cer- 
tain month years ago, I had all the shortage slips 
of our month’s business written up in duplicate. 
These slips represented all the goods in all the 
various departments that we were short of that 
month—goods sold and then omitted for ship- 
ments. These items were arranged by depart- 
ments and then the sales and profits were figured 
on goods short. Afterward we had a buyers’ 
meeting and had each buyer guess the amount of 
money he had lost in his department by being 
out of goods the previous month. All of these 
buyers were far wide of the mark. They all 
under-estimated their shorts. 

* * * 

Now, when the idea of turn over is so popular, 
why would it not be a good thing for, say, three 
months, not only to figure profits on sales, but to 
figure profits on goods short? We might learn 
something on the subject of “turn over.” This 
applies to the retailer as well as the jobber. 

* cs * 


Recently I went down to a large store in our 
neighborhood that sells men’s clothing and sup- 
plies. I was going away for the week-end and 
I wished certain items in sports clothing. I had 
nine staple items on my list. This concern had 
only four of these items in stock. I met the 
manager and inquired why they happened to be 
out. ‘“‘Well,” he said, “we have a merchandise 
manager. He holds us down on buying. Each 
of our departments works with a limit. Run- 
ning as close as we do in order to get the de- 
sired ‘turn over,’ necessarily we run out of 
goods.” “But,” I inquired, “do you ever figure 
the lost profit on sales you miss by being out 
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of the goods’? “No,” he answered, “we have a 
very efficient system, but we have never asked 
clerks to list sales that they miss.” I wonder 
if this is not a leak that will bear a little inves- 
tigation? 
* ” * 

Have you noticed how seldom you find any 
head man in his store or in his office? In these 
days, people all seem to be somewhere else. The 
only way to be sure of meeting any important 
business man is to telephone him in advance 
and make an engagement. What are they all 
doing? How are they putting in their time? 
Where are they going? Do you know that a 
certain gentleman who loves to analyze things 
has figured out and produced a set of charts 
showing what people are doing with their time? 
He compares how business men occupy their 
time in 1925 with how business men occupied 
their time in 1900. He has left these charts in 
my little office. To me, they are very interest- 
ing. Some day in the near future, when I feel 
real energetic (I don’t today!) I am going to 
write an article illustrated by these charts. They 
give one a new slant on the salesman’s job. The 
salesman has a much harder time today selling 
because the attention of the buyer is so much 
diverted, also because the buyer is on the job 
only a few hours a week. The salesman certain- 
ly has ta know how to put salt on their tails to 
catch them these days! No wonder in some cases 
in order to get them to sit still for a few minutes 
he thinks it necessary to inject a little booze! 

* * * 


Out in Kansas City in a wholesale house, a 
bunch of salesmen were being given the 33d 
degree by a certain sales manager. These sales- 
men, most of them, had been celebrating the 
night before. They were tired and sleepy. Sev- 
eral of them in the back row had passed out 
and deep breathing and gentle snores were 
wafted toward the speaker. What did this 
speaker do? No, Annette, he did not talk louder. 
He did not pound the desk. He called on the 
president of this jobbing house to line up all of 
his salesmen against the wall. Then he gave 
them five minutes of energetic setting-up exer- 
cises. “‘What you bums need,” said he, “is to 
get your blood circulating.” When they returned 
to their seats with flushed faces, he continued his 
talk to an attentive audience. Try it! 

* * * 


A merchant here in New York City was dis- 
cussing the various banks. “I prefer to borrow 
money from such-and-such a bank, said he. “I 
like them very much better than this other 
bank.” “Why?” I inquired. “Well,” said he, 
“when I go to the first bank, I tell the vice- 
president how much money I need and he simply 
says: ‘Yes’ or ‘No’ right off the bat. You see, 
I get quick action. However, whenever I would 
go to the other bank, notwithstanding the fact 
that they have known me and my business for 
twenty-five years, the vice-president would al- 
ways say: ‘Well, I will have to refer your loan 
to our committee. Of course it will be all right, 


but the committee must act upon it.’” “Now,” 
said this merchant, “I transferred my account 
from the bank with the committee to the bank 
with only a vice-president. I can not understand, 
when banks know that merchants are dealing 
with them regularly and will wish to borrow 
money from time to time, why they cannot refer 
the question of loaning money to this concern to 
a committee in advance, so when I do go in to get 
money the vice-president can tell me exactly what 
they are willing to do.” 
* * * 

“That reminds me,” I answered, “of how some 
business houses handle a new salesman. They 
give him a certain new territory. Every one of 
his towns is tacked on the map. They know ex- 
actly where he is going. Then, when the orders 
come in from the new customers upon whom they 
naturally wish to make a good impression, the 
credit department hold all of these orders, look- 
ing up their credit. Of course shipments are de- 
layed and the poor salesman on his second trip 
has a hard time explaining.” 

* * 


““Now, why couldn’t it be handled just the other 
way? Why couldn’t the new salesman be asked 
to give a list of the customers he expects to sell? 
Why couldn’t special reports on these customers 
be obtained from the commercial agencies in ad- 
vance? Then, if the house did not care to sell 
any of these customers, they could advise the 
salesman to stay away from them. Why make an 
unfavorable impression by turning down an or- 
der? When the orders came in from the custom- 
ers that were good, they would all have their 
credit O.K.d immediately and would be shipped 
promptly. It would actually cost no more to get 
these special reports from the commercial agencies 
in advance than to get them as the orders were 
received. The whole problem, of course, could be 
very much simplified where a salesman is travel- 
ing on a new territory for his house, but an old 
territory for himself. In that case the credit man 
could go over the accounts with the salesman be- 
fore he started out and pass on their credit in 
advance. Still, I suppose banks will go on re- 
ferring regular customers to committees and 
manufacturing and jobbing concerns will go 
ahead holding up orders for credit approval that 
they knew in advance the salesman would take. 
Ho, hum; ho, hum! 

* * * 

At lunch the other day a manufacturing exec- 
utive was discussing the “state of mind” as ap- 
plied to business. He said people might laugh at 
this idea of each of us having a certain state of 
mind that prevented our accomplishing certain 
results, but he said his observation of his own 
business convinced him that the state of mind of 
people had a great deal to with their success. 
“For instance”—said he—‘“I have a certain sales 
manager whose constant state of mind is: ‘How 
can I give something away and how can I spend 
some money?’ I have tested this man’’—-said this 
executive—“and he always wants to spend money. 





(Continued on page 180) 
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EXPLANATORY NOTE OF PRICES 


Items 1, 2, 3, 4, 5 and 6 represent Dollars per gross ton 
(2240 lbs.). 

Items 7, 8, 9, 10, 11, 12, 13, 14, 15, 16, 17, 18, 19 and 20 repre- 
sent Dollars per hundred pounds. 

[tem 21 represents discounts from Price List which would 
have to be consulted. 


lor Example: 
Ist item, Pig Iron, Basic—Valley, $16.75 per gross ton - ] 
(2240 Ibs.). abdDie | 
2nd item, Foundry Pig Iron, No. 2—Chicago, $11.00 per 
gross ton (2240 lbs.). 
7th item, Common Iron Bars, Pittsburgh, 95/100 of a meta 


Dollar (equals 95c.) per 100 lbs. 
9th item, Tank Plates, Pittsburgh, $1.00 per 100 lbs., ete. 











OMMENTS:—Except where otherwise stated, the figures below show 
the highest or lowest prices ruling at any particular dates. This ch: 
supersedes previous issues. 

Attention is particularly called to the long price movement starting i 
steadily until July, 1917, to points that probably will never be surpassed in tl 
ber, 1917, prices were agreed with or fixed by the Government on a majority « 
market continued until the signing of the Armistice. Then there was a “tr 
easing off until late 1919, when the market began advancing again by leaps 
1920. This was the turning point of the greatest market movement of modern 1 
the Post-War deflation culminating early in 1922. The market cycle showed < 
ing the period of 1922 coal strike, followed by recession after the strike; t 
sumed in January, 1923, culminating in April, 1923, and followed by another 











OLIVE: 

Item Price Dec. | Nov. | Sept. | Sept.5| Oct. 2 | Oct. 1 | Oct. 1 | Nov. 1 |Dec. 22) July 

No. Material Based, 1897 | 1898 | 1899 | 1900 | 1902 | 1903 | 1904 | 1905 | 1906 | 1907 
F.O.B 

1 | Pig Iron, Basic...........- Valley 16.75 | 23.00 | 22.0( 


——— 





2 Foundry Pig Iron, No. 2... Chicago 11.00 | 11.00 | 21.00 | 15.50 | 23.00 | 15.75 | 13.50 | 17.75 | 25.50 | 24.5¢ 





3 Bessemer Pig Tron..... Pittsburgh 10.00 | 10.40 | 23.75 | 14.00 | 21.75 | 16.35 | 12.85 | 16.85 | 23.85 | 22.9( 





q Steel Billets Bessemer. Pittsburgh 14.90 | 15.25 | 38.00 | 17.50 | 29.00 | 27.00 | 19.50 | 26.00 | 29.50 | 34.06 





5 Wire Rods............ Pittsburgh | 22.00 | 20.25 33.00 | 35.50 | 34.00 | 26.00 | 32.00 | 39.00 | 36.5C 





6 Heavy Steel Scrap....... Chicago 7.75 7.25 | 15.50 9.00 | 18.50 | 13.00 | 10.00 | 14.50 | 17.50 | 15.50 





7 Common Iron Bars. ... . Pittsburgh 95 95 1.95 1.30 1.80 1.50 1.30 1.80 1.80 1.70 





8 Merchant Steel Bars. .. Pittsburgh 95 95 2.50 1.10 1.60 1.60 1.30 1.50 1.60 1.60 





9 ee Pittsburgh 1.00 1.124) 2.75 1.10 1.75 1.60 1.40 1.75 1.70 1.70 





10 Structural Material... . . Pittsburgh 1.05 1.15 2.25 1.45 1.85 1.60 1.40 1.70 1.70 1.70 





11 Steel Sheets, No.28 Black Pittsburgh 2.05 1.80 3.25 3.00 2.65 2.55 2.00 2.15 2.50 2.50 



































12 Steel Sheets, No. 28 Galv. Pittsburgh 3.10 3.20 3.60 3.75 
13 Barb Wire—Galv...... Pittsburgh 1.60 1.65 3.25 2.80 2.50 2.60 2.05 2.25 2.45 2.45 
14 Wire Nails—Standard. . Pittsburgh 1.20 1.25 2.65 2.20 1.90 2.00 1.60 1.80 2.00 2.00 
15 Cat Balls... ccccccess Pittsburgh 2.40 1.95 2.05 2.15 1.60 1.65 2.05 2.05 
16 Copper, Ingot.......... New York | 10.75 | 12.80 | 18.50 | 16.75 | 11.55 | 13.50 | 12.75 | 16.624) 23.00 21.00 
17 Spelter—Zinc........... St. Louis 3.774) 5.25 5.35 4.024) 5.25 5.65 5.00 6.10 6.55 5.80 
18 Lead—Pigs. ...........- St. Louis 3.574) 3.55 4.50 4.324) 4.10 4.40 4.20 5.25 6.15 5.00 
19 Tin—Pigs............. New York | 13.70 | 18.40 | 32.00 | 30.75 | 25.00 | 25.90 | 27.86 | 32.60 | 42.70 40.25 
“20 Tin Plate. ....cccccees Pittsburgh 3.10 2.85 4.65 4.65 4.00 3.80 3.30 3.45 3.90 | 3.90 
a4 Steel Pipe. . wovensnwe Pittsburgh 70% | 67% | 75% | 784% | 79% | 75% | 72 % 









































For the sake of quick comparison, we have added two columns to the chart, one column indicating the lowest prices since 1897 o1 
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Compiled by OLIVER BROTHERS, INC., New York 


DITOR’S NOTE:—We again submit the revised TABLE OF MARKI 

by Oliver Brothers, Inc., of New York and Pittsburgh, who are recogn 
reliable sources of price information in America. Requests have come from a 
additional copies of the previous issues of this Chart, which is an indication of t 
of the information herein contained. 


We believe that the work involved in compilation and the value of the info 
justify this Table being made a permanent record of your office. 


We again express to Oliver Brothers, Inc., our appreciation of their co 
Chart, and which we recognize as a service rendered the trade by their organi 
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oar pon — oe ions poy — — os me ‘— July | “Prices to 1918 | 1919 | jo19 | 1920 
1917 | Nov. 1917 See Above 
*Note 

22.00 | 14.50 | 14.95 | 16.88 | 13.30 | 12.37 | 16.45 | 13.00 | 12.50 | 12.75 | 32.00 [fish 3800) 33.99 | 32.00 | 25.75 | 34.30 | 42.17 | 48. 
24.50 | 17.50 | 16.50 | 19.00 | 15.50 | 14.00 | 18.48 | 14.44 | 13.50 | 13.50 | 35.65 |, Hish& || 33.50 | 33.50 | 27.25 | 37.30 | 43.50 | 46. 
22.90 | 16.90 | 16.40 | 19.90 | 15.90 | 15.15 | 18.15 | 14.90 | 14.55 | 14.70 | 37.65 /fligh 3625) 37.25 | 36.15 | 27.95 | 35.30 | 43.50 | 50. 
| 34.00 | 27.00 | 25.00 | 27.00 | 23.00 | 19.50 | 28.40 | 20.17 | 19.50 | 20.00 | 70.00 ayltitn ee oo lecuitersicyl sion | 38.50 | 38.50t¢/ 60.00 | 60. 
| 36.50 | 33.00 | 33.00 | 33.00 | 27.75 | 24.50 | 30.00 | 25.25 | 25.00 | 25.00 | 80.00 atlish & | 57.00 | 57.00 | 52.00 | 52.00t| 35-09 
15.50 | 11.50 | 12.50 | 16.50 | 12.20 | 10.50 | 12.75 | 9.75 | 9.15 | 9.75 | 24.25 | 35.50 | 28.50 | 28.75 | 16.05 | 21.55 | 23.75 | 24. 
1.70 | 140 |) 1.40) 1.70] 140] 1.25 1.65 1.25 1.20 1.20 | 3.60 |Migh 525) 3.50 | 3.50 | 2.35 | 3.45 | 4.05 

1.60 | 1.40] 1.20] 1.48] 1.40] 1.15 | 140/ 1.18 1.20 1.20 3.25 |, Hish& | 2.90 | 2.90 | 2.35 | 2.354 a 

1.70 | 1.60] 1.30] 1.55 | 1.40] 1.15] 1.50 1.18 1.20 1.15 4.35 [ic 10.00/ 3.25 | 3.25 | 2.65 | 2.65f/ $%e 

1.70 | 1.60] 1.30] 1.55 | 1.40] 1.25] 1.50] 1.18 1.20 | 1.20 | 3.50 |, Hish& | 3.00 | 3.00 | 245 | 2.45t] $28 

2.50 | 2.40] 2.25 | 2.35] 215 | 1.90 | 232] 1.88 1.80 | 1.76 | 4.90 {Kt $00| 5.00 | 5.00 | 435 | 4.354) $3 | A. 
3.75 | 3.55 | 3.25| 3.50| 3.20] 290] 3.47| 2.87 | 3.40 {High 550) 79 [ifish 10-00) 6.25 | 6.25] 5.70] 5.70t| S72 | &. 
245 2.40} 2.40 | 2.15 | 2.00] 1.85 | 2.15 | 1.95 2.15 2.35 4.05 |, %,.| 4.00 | 4.35 | 410] 410 | 410 . 
200} 195| 195] 1.85| 1.70] 155| 175] 155 | 155 | 1.55 ee eS et ame) 46380 | 3.50) 3.28) s2st : 
205] 1.75| 180] 1.80 | 1.60| 150| 170| 155 | 155 | 155 | 3.50 Avith fo] 435 | 4.00 | 4.25 | 5.70] 685] 6.8 
“21.00 12.874] 13.00 | 13.93 | 12.70 | 14.25 | 16.90 | 12.68 | 17.10 | 19.71 | 35.75 | 28.90 | 23.50 | 23.50 | 15.01 | 18.48 | 18.54 | 18. 
sa0| 435| 465 | 600| 5.35| 610| 7.05 | ss | 11.25 High 27.00/ 10.65 | 8.65 7.95 | 7.14 | 6.20] 839 | 8.25 | 7. 
5.00 | 4.40 3.823] 4.60 | 4.35 | 445| 4.20] 3.74 | 441 | 5.76 | 9.53 | 10.65 6.25 | 6.70 | 5.00] 6.89 | 8.70] 8. 
40.25 | 27.20 | 28.65 | 32.74 | 41.40 | 44.50 | 50.45 High 65.00) 47.98 |.40.37 | 54.36 | 62.60 | Nominal | ish | 67.00 | 54.81 | 62.20 | 44.¢ 
~3.90| 3.70| 345 | 3.60| 3.60| 340| 3.60| 350 | 3.20 | 310 | 8.00 "7a 7.75 | 7.75 | 7.00 | 7.00f| 7-00 x 
72% | 74% | 79% | 78% | 20% | 81% | 80% | 80% | 80% | 79% | 60% | 42% | 51% | 51% | 574% |S7E%t| THM | 2s 
























































897 on each individual item, the second column showing the highest prices on the same items. 
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Dec. April Sept. Dec. Jan. July Oct. Mar. Apr. July | Sept. | Nov. | Dec. 
1919 | 1920 | 1920 | 1920 | 1921 | 1921 | 1921 | 1922 | 1922 | 1922 | 1922 | 1922 | 1922 
34.30 | 42.17 | 48.50 | 33.00 | 30.00 | 19.60 | 19.62 | 17.90 | 20.00 | 24.29 | 31.12 | 28.68 | 24.90 
37.30 | 43.50 | 46.75 | 37.20 | 33.16 | 20.00 | 22.95 | 20.47 | 21.23 | 24.963/ 32.933) 30.94 | 28.41 | 
35.30 | 43.50 | 50.46 | 36.96 | 33.96 | 23.31 | 21.96 | 20.92 | 22.86 | 26.76 | 35.32 | 33.40 | 29.95 
38.50 t| 60.00 | 60.00 | 43.50 | 43.60 | 32.00 | 29.00 | 28.13 | 29.98 | 35.00 | 39.55 | 37.90 | 36.55 
52.00¢) 3200 | rte | 3st =| 67.00 | 43.00 | 40.50 | 36.04 | 37.75 | 39.85 | 45.59 | 45.68 | 46.25 
21.55 | 23.75 | 24.81 | 16.20 | 165.13 | 10.00 | 12.44 | 12.40 | 13.71 | 15.37 | 17.39 | 17.81 | 17.44 
3.45 | 4.05 | 4.50 | 3.73 | 281] 2265 | 195 | 185 | 188] 2.08 | 233 | 2.433) 2.473 | 
2.35t| $32 — | ce 235 | 184 | 155| 144| 1.60| 167| 2.08/ 2.01| 2.00 | 
2.65¢| 28 +f iy 2.66 | 1.86 | 1.60 | 143] 1.493} 167] 221 | 201] 2.00 
2.45t| 2% — = 2.456 | 193 | 1.60] 144] 1.60| 1.67] 2123) 2.01] 2.00 
4.35t| $3 | rim | a3¢ | 435] 3.31} 300) 3.00 | 3.12) 3.223) 3.51} 3.41 | 3.35 ‘ 
S.70t| Fe | sen | sie 6.70 | 4.31 | 4.00 | 4.00 | 412 |) 4.223) 4.61 | 445 | 4.36 ‘ 
4.10 | fis eo) fe | 64.10 | 343 | 3.65 | 3.16 | 3.11) 3.08 | 3.21 | 3.35 | 3.36 ; 
3.25¢| 328 S25 | 6325 | 63.26 | 281 | 290 | 245 | 244] 243 | 265 270] 2.70 
5.70 | 685 | 685 | 5.82 | 5.01| 3.60, 330| 278| 2.75| 2.75| 290| 3.00 3.00 | 
18.48 | 18.54 | 18.05 | 13.48 | 12.86 | 12.95 | 12.76 | 13.03 | 12.91 | 14.06 | 14.21 | 14.07 | 1446 | ; 
830 | 8.25 | 7.75| sso| 644| 427| 461| 465] 491| 577| 659] 714] 7.13] 
sso | s.70| 825 | 482 | 478| 428| 447| 446| 492| 5.45| 589| 685/ 6.98 | 
54.81 | 62.20 | 44.65 | 34.15 | 36.94 | 27.69 | 27.70 | 29.17 | 30.67 | 31.82 | 32.44 | 36.78 | 37.70 | : 
7.00t] 75 | goo | feo | 7.00) 669) 613 | 468) 4.70) 4.75 | 4.75 | 4.75 | 4.75 : 
S74%t| Size | Sit | SZ | 574% | 64% | 684% | 71% | 71% | 71% | 68% | 66% | 66% r 











wire and 


ly lines 


r the heading “March 21, 1919”, and those marked by dagger (+), represent 
tion’s prices (to which they adhered strictly) and which customarily are fol- 
nt mills. From Jan. 1920 to Jan. 1921, in some instances, two sets of prices 


t because of the two markets prevailing on certain steel items. 


In such 


ce in each individual box indicates the one adopted by the U. S. Steel Cor- 
price indicates figures that were secured in the open market. 
y the Steel Corporation maintaining the prices suggested in Washington in 
outside market was regulated to a considerable extent by the law of Supply 
1 price market ceased to exist in November and December, 1920, as demand 
renewed spasmodically in 1921 when the so-called Independents cut under the 
t in every instance the Leading Interests were quick to follow a reduction 
‘es that the reduction was bona fide. 


These two 

































































































































































































































































Dec. | Jan. | Mar. | Apr. | May | Sept. | lowest | Highest | Sept. | Sept. Price Item 
1922 | 1923 | 1923 | 1923 | 1923 | 1923 | i4g97 | 1g97 | 1924 | 1925 Material Based No. 
F.O.B 
24.90 25.51 | 29.32 | 31.00 | 29.46 | 24.66 | Ju, 1904 Jy, 117 | 20.76 | 19.96 | Pig Iron, Basic............ Valley 1 
28.41 | 29.92 | 31.39 | 32.61 | 32.61 | 27.11 Dec., 1897 | July, 1917) 21.11 | 20.80 | Foundry Pig Iron, No. 2....Chicago | 2 
29.96 29.27 | 31.79 | 32.77 | 32.10 | 28.26 3} Pec, 1897) July, 1917) 22.01 | 20.96 Bessemer Pig Iron... .. Pittsburgh 3 
36.55 37.64 | 43.92 | 46.71 | 45.05 | 42.50 Dec. 1897 July, 1917! 37.00 | 33.50, Steel Billets: Bessemer. Pittsburgh 4 
6.25 | 47.84 | 60.00 | 50.00 | 50.00 | 51.00 Noy., 1898 | July, 1917/ 46.00 | 45.00 | Wire Rods............ Pittsburgh 5 
7.44 19.23 | 23.32 | 22.38 | 20.58 | 17.80 -: Oe 16.55 16.18 Heavy Steel Scrap....... Chicago 6 
2.47] 2.52 | 2.75 | 2.853} 2.89 | 2.973) Bec.,1897) July, 1917) 2.66 | 2.50 | Common Iron Bars. ... .Pittsburgh 7 
2.00 | 2.02 | 2.38 | 2.673] 2.43 | 2.40 | Dec1897| July. 1917) 2.19 | 2.00 | Merchant Steel Bars... . Pittsburgh 8 
2.00 | 2.04| 245] 260] 255| 2.50 Dee, 2007 | uty, 2907) 1.90 | 1.80 | Tank Plates........... Pittsburgh 9 
2.00, 2.04 | 2.33 | 2.473) 2.650 | 2.60 | Pec, 1897) July, 1017) 2.00 | 1.90 | Structural Material... . . Pittsburgh 10 | 
3.35 3.35 | 3.65 | 3.98 | 3.90 | 3.85 | May. 1915) July, 1917) 3.50 | 3.10 | SteelSheets,No.28BlackPittsburgh 11 
135 | 4.35 | 4.88 6.323] 6.25 | 5.00 | July, 1914) July, 1917) 4.60 4.20 SteelSheets,No.28Galv.Pittsburgh | 12 
335 | 343| 358 | 3.80] 3.86 | 3.80 Dec., 1897 | July, 1917; 3.49 | 3.35 | Barb Wire—Galv...... Pittsburgh | 13 
2.70 2.74 | 2.88 | 3.003} 3.05 | 3.00 -— wy Jan, 1920/ 2.75 | 2.65 | Wire Nails—Standard. . Pittsburgh 14 
300 | 3.00| 316/ 3.25| 325 | 3.25 Jen, 2918 | Apr 889) 3.90 | 2.80 | Cut Nails............. Pittsburgh | 15 
46 14.92 | 17.26 | 17.16 | 16.16 | 13.873] Dec. 1897) Mar. t0l7) 13.08 | 14.78 | Copper, Ingot.......... New York 16 
113] 695| 7.86| 7.35] 6.72] 6.41 Dee., 1207 | June, 1915, 6.64 | 7.75 | Spelter—Zinc........... St.Louis | 17 
3.98 | 7.60 | 833 | 8.06 | 7.14 | 6.71 | Octz 1914) June, 19I7) 8.00 9.37 Lead—Pigs. ............ St. Louis | 18 
.70 | 39.18 | 48.56 | 45.93 | 43.23 | 41.60 | Pec, 1897) May. mis) 49.12 68.07 | ETT Tee New York | 19 
75 | 4.75 | 616 | 6.74 | 6.71 | 5.623 ne | GEO | 6600 | Tn Pinte............. Pittsburgh | 20 
3% | 66% | 64% | 68% | 62% | 62% | gzartt| *mas2°| 62% | 62% | Steel Pipe............. Pittsburgh | 21 
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‘7ts Hanover Golden Rod Bronze ’ 


A tradition in fly history. “There’s no use 
trying when Hanover ‘Golden Rod’ Bronze 
is on the job.” With ordinary care it will 
last the life of the building. 

Do you as a hardware dealer endeavor to 
protect your customers against purchasing 
cheap wire screen cloth? It is true that 
bronze cloth is slightly higher in price 
than steel, or soft copper cloth, but it costs 
much less in the end. 


The unusual strength of “Golden Rod” 
Bronze greatly reduces sagging and bulg- 
ing. It is made of 90% copper and 
10% alloy. Its rich gold color rapidly 
turns a dark antique finish from weather 
exposure. 

We also manufacture “Apex Galvanized” 
Electroplated and “Vulcan” Black Painted 
to take care of your needs for a lower 
priced quality wire screen cloth. 


Ask Your Jobber for Catalog and Prices or Write Us 


JOHN M. HART COMPANY 


Manager of Sales 


Old Colony Building, Chicago, Illinois 
HANOVER WIRE CLOTH CO. 


Manufacturers, Hanover, Pa. 
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King Hardware Co. Buys 
Crumley-Sharp Stock 


The King Hardware Company, At- 
lanta, Ga., has purchased the entire 
stock of merchandise of the Crumley- 
Sharp Hardware Company, 47 Walton 
Street, it announced today, and a clos- 
ing-out sale, signalizing the retirement 
of the Crumley-Sharp firm from the 
hardware business will begin this week 
and continue until every article in the 
house has been sold. 

This makes the fifteenth stock of 
hardware bought in by the King Hard- 
ware Company since its organization 
forty-five years ago. In fact, for the 
past thirty years the King company 
has bought in and sold at special sales 
every stock of hardware offered in At- 
lanta. Founded in 1880 by George 
King, who started life as a traveling 
salesman for a Baltimore metal ware 
factory, the first store was located at 
the corner of Peachtree and Auburn 
Avenue. The business was successful 
from the start, and a few years later 
a charter was applied for. The King 
Hardware Company was then organized 
as a stock company, with Mr. King as 
president, George P. Lowry as vice- 
president and J. B. Hardin as secretary 
and treasurer. 


—_— 


John A. Denholm Joins 
John M. Hart Co. 





John A. Denholm 


John A. Denholm, formerly vice-pres- 
ident and sales manager of the Wick- 
wire-Spencer Steel Corporation, New 
York City, will represent in the eastern 
territory, the John M. Hart Co., Chi- 
cago, selling agents for the Hanover 
Wire Cloth Co., Hanover, Pa. Mr. Den- 
holm’s office address for the present 
will be 7 Harvard Street, Worcester, 
Mass. 


Reading matter continued on page 144 
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Retail Hardware Association of Phila- 


delphia Discusses Business 


Conditions 


USINESS is fair according to the reports of about fifty retail 
merchants, members of the Philadelphia Association, who 
held their October meeting at Green’s Hotel on the evening 





B 


of the 15th. There is a slight falling off in a certain few districts 
but taking all things into consideration the association as a whole 


is looking for a good fall and holiday business. 


Carl Krupp stated 


that business cannot be expected to be stable until 1927—tthat just 
now the eyes of the world are on Locarno where possibly a peace- 
ful understanding wiil result in the commercial stability we so much 


desire. 


He said “Business is like a machine and where some cogs 


are out of order the machine does not work. We manufacture more 
than we can consume and therefore we depend on the world for our 
market—Europe will furnish the outlet but money must be stable 


and just now it looks like 1927.” 


Horace G. Goodwin, vice-president, 
said: “Most men report business is 
fair. There is still that difficulty of 
figuring on wartime business where 
the expenses remain the same but the 
selling does not. I am inclined to be- 
lieve there will be fewer merchants in 
the future but each selling a larger 
amount. Our business has been good 
but not really steady and in this we 
are not alone according to reports I 
have received from drygoods and other 
merchants.” 

The Collection Bureau which was 
originally introduced by the Philadel- 
phia Association and which has proved 
so successful that now the State Asso- 
ciation is falling in line, is‘a factor of 
considerable value to the local mer- 
chants. Frank A. Mitchell, chairman, 
presented his latest report showing 
collections of $3,729.26. The working 
of this bureau has had a wonderful 
effect as a mental exhilarator to cus- 
tomers who formerly forgot to settle 
within a reasonable time. The mer- 
chants are rapidly learning to worry 
less over old accounts and pass ’em 
along to the bureau that works. 

A report that fifty-five items of 
hardware are now being sold by cer- 
tain chain grocery stores was a jolt 
to every merchant present. William 
F. Brown stated that he had made in- 
vestigations in stores where the man- 
agement received him in the most 
courteous manner and furnished him 
with facts that were not secrets by any 
means nor was any confidence be- 
trayed. He said: “Groceries we think 
of as something to eat but not when 
we take time to consider the line of 
hardware now handled by each branch 
store. On investigation, I found on a 








certain article that I too could get the 
lowest possible price by ordering in a 
five thousand dozen quantity and make 
it worth while for the factory to set 
the machines and make a ‘run’ of it. 
Salesmanagers hold their jobs by ex- 
treme quantity selling so we too must 
work at the angle of selling by their 
methods. As retail merchants we in- 
troduced certain lines of goods—but 
now we get a black eye because of our 
selling prices—we are in position if 
we only realize it to organize and cut 
on brands reported here tonight just 
exactly as other organizations are do- 
ing. We have not scratched the sur- 
face yet for the problems and the lines 
are many and the evils are true. I ad- 
mit that at times we are remiss in 
taking advantage of certain opportuni- 
ties—a few days ago a salesman was 
elated because of a certain article of 
merchandise, of which he had sold a 
large quantity at the recognized retail 
price. Should we dealers have ex- 
pected to participate in a commission 
or any profit whatever in such a trans- 
action—we having nothing to do with 
the sale? The real trouble lies in our 
inclination to waste a lot of time on 
petty things. Think out what people 
buy the most of—take a broader view 
of the market and its demands.” 

N. C. Engle, in referring to changed 
conditions, said: “We are all striving 
for a common end and the other fellow 
formerly looking toward you with con- 
tempt now looks to you wondering how 
far you will go with him along cooper- 
ative roads. Only can these things be 
maintained and continued when you 
talk openly of what we can do to hold 
the business we now enjoy. 
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mS of the Best 


Doorway Equipment Too Vital to 
Compromise With Quality 


Forty-five years ago, when Richards-Wilcox 
began to manufacture door hangers for “any 
door that slides,” they recognized the fact 
that a doorway is the most important part of 
oh any building. 
oo With this thought in mind products bearing 
the R-W Trademark are of uniformly high 
quality—they meet the modern demand for 
perfect service—and represent the most ad- 
vanced ideas in mechanical construction. 


Architects, builders and contractors share the 
R-W ideal—that there is no economy in any- 
thing but the best—that to experiment with 
the untried because of price appeal is expensive 
—that doorways are too important not to 
equip right in the first place, thereby saving a 
lot of trouble, and eventually the cost of doing 
the work over again and doing it right—the 
R-W way. 

Upon this policy, and according to this stand- 
ard Richards-Wilcox have builded their vast 
business—the largest of the kind in the world. 
And their policy of 45 years ago is their policy 
of today. 































“*Quality leaves 
its imprint” 





AURORA ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. Winnipeg 
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Sumner Celebrates 70th 
Anniversary 


The Seventieth anniversary of the 
Sumner Co., Ltd., Moncton, N. B., 
was recently celebrated by this com- 
pany. The business was founded in 
1855 by W. H. T. Sumner and enlarged 
by his son, the late F. W. Sumner, who 
for years prior to his death in Novem- 
ber, 1919, was one of the most pro- 
minent figures in the financial life 
not only of Moncton, but the province 
of New Brunswick. F. R. Sumner, the 
present president of this company is 
his son. Since 1920 the business has 
been conducted by a joint stock com- 
pany with F. R. Sumner, president; 
R. P. Dickson, vice-president and man- 
ager, and B. A. Taylor, sales manager, 
who constitute the board of directors. 
All of these gentlemen have spent the 
greater part of their lives with this 
concern. 


West Virginia Hardware 
Meeting to Be at Charleston 


Charleston, W. Va., has been selected 
for the annual meeting of the West 
Virginia Hardware Association, which 
will convene Jan. 19 to 22. This organ- 
ization embraces 260 out of a total of 
280 hardware firms in the State. Of- 
ficers of the organization for the pres- 
ent year are: R. S. Kuykendall, Moore- 
field, W. Va., president; J. C. Field- 
ing, Charleston, vice-president; Homer 
Drane, West Union, second vice-pres- 
ident; executive committee, A. J. 
Groves, Huntington; Fred Weber, 
Weston; J. T. Foster, Beckley, and J. 
B. Carson, Dayton, secretary-treasurer. 





B. B. Wright Is Promoted 
to Jacksonville Branch 


The India Tire & Rubber Co., Akron, 
Ohio, announces the appointment of 
B. B. Wright as manager of their 
Jacksonville, Fla., branch, which has 
just been established. Wright was 
formerly assistant manager of the 
Dallas branch of India Tire & Rubber 


Co. Previous to that he held various 
executive positions with the Gates 
Rubber Co. 


Committee Formed to Study 
“Wastes in Advertising 


Horace S. Felton, chairman of the 
Paint and Varnish Advertising Man- 
ager’s Conference, has appointed a spe- 
cial committee to study elimination of 
waste in advertising. The new com- 
mittee is composed of H. C. Bursley, 
Murphy Varnish Co., chairman; B. A. 
Fueglein, Peaslee-Gaulbert Co.; A. C. 
Kelberg, Valentine & Co.; William 
Knust, National Lead Co.; R. E. Mer- 
cer, Lowe Bros. Co., and W. P. Wer- 
heim, Pratt & Lambert, Inc. 

















M. Saunders District Manager 
for Osborn Mfg. Co. 


Franklin G. Smith, president and 
general manager of The Osborn Manu- 
facturing Co., Cleveland, Ohio, an- 
nounces the appointment of M. 





M. Saunders, Jr. 


Saunders, Jr., as district manager of 
the household brush division for the 
states of Michigan, Illinois and Wis- 
consin. , 

Mr. Saunders has had very valuable 
merchandising experience in connec- 
tion with other products and will be 
active in co-operating with present 
authorized distributors of Osborn Blue 
Handle Household and Personal Use 
Brushes. 





New England News Notes 


E. J. Campbell, Bedford, Mass., re- 
tail hardware, was burned out on Oct. 
12. Mr. Campbell expects to resume 
business as soon as new permanent 
quarters can be secured. 
































Bissell Carpet Sweeper Co. 
Opens N. Y. Office 


The Bissell Carpet Sweeper Co., 
Grand Rapids, Mich., has_ recently 
opened an office at 46 West Broadway, 

ew York City, for the purpose of 
caring for its trade in that territory. 

The company’s New York office will 
be in charge of T. W. Williams, vice- 
president. 





J. H. Appleby Has Joined 


India Tire & Rubber Co. 


J. H. Appleby has joined the India 
Tire & Rubber Co., Akron, Ohio, as 
district manager, and will have juris- 
diction over Chicago and Milwaukee 
territories. Appleby was formerly 
sales manager of the Denman-Meyers 
Cord Tire Co. India Tire & Rubber 
Co. also announces that L. E. Marlowe 
and E. C. Bryan, formerly of the sales 
department of the Denman-Meyers 
Cord Tire Co., have joined the India 
sales organization. 





Pickett Hardware Celebrates 
Its Sixtieth Anniversary 


The Pickett Hardware Co., Warren, 
Pa., is celebrating its sixtieth anni- 
versary of successful operation. Three 
score years ago the business started 
as a tinsmith shop, and gradually de- 
veloped to a point where it is now one 
of the outstanding stores in the coun- 
try, well departmentized and known 
throughout the State for its attractive 
window displays and efficient methods. 
William T. Kelly is the manager. 





Tack Simplification Indorsed by 
Jersey Hardware Men 


HE North Jersey Hardware and Supply Association unani- 
mously indorsed the proposed simplified list on tacks and nails, 
and went on record as being heartily in favor of further simplifica- 


tion in basic hardware lines. 


The meeting was held at the Down 


Town Club, Tuesday, Oct. 13. The attendance was approximately 
30. President Arthur Manser of Summit, N. J., presided, and in- 
vited the association to hold its November meeting in his home town. 


Members present accepted the invita- 
tion, and it was planned to hold the 
next meeting on Nov. 10. Supper will 
be served at the Blue Lantern Tea 
Room. Secretary William F. Littell, 
Jr., read out a list of members who 
have been negligent in attending the 
association meeting. 

Charles J. Heale, Managing Editor, 
HARDWARE AGE, outlined the proposed 








simplification on tacks and nails as 
prepared by a recent conference’ in 
Washington. The members were very 
much surprised to learn that there are 
now 428 sizes and 433 packing .meth- 
ods in use. It is proposed to. reduce 
these to 182 sizes and 124 packing 
methods. The Association’s indorse- 
ment followed this explanation. 


Reading matter continued on page 146 
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Rope Selling Suggestions 
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Rope in House Furnishings 
Department vi 
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A better place to display clothes line 
cannot be found than in the house fur- 
nishings department. If displayed at- 
tractively, it will remind ladies, who have 
come into this department to shop, of the 
clothes line they forgot to buy a week or 
two ago. 


Columbian Manila Clothes Line is 
now in the package class. It is placed in a 
beautifully designed and colored display 
box, all ready for your counter. And it’s 
a clothes line that will so please the buyer 
because of its long service, that your store Illustration shows large carton containing 
will be headquarters for all her hardware Y2 gross of Columbian Tape-Marked Pure 

Manila Clothes Lines, also small carton of 
purchases. 6 individual packages, and the handsomely 
lithographed single packages in which are 


placed 2 fifty foot 6 thread clothes lines, 
joined together. 








Columbian Rope Company 
352-80 Genesee Street 


Auburn, ‘‘The Cordage City,’’ N. Y. 











Naoet- PRODUCT POUCL Branches: New York Chicago Boston New Orleans 











GUARANTEED ROPE. 
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General Market News 





Improving Hardware Sales— 
Fall Lines Active—Outlook 


Favorable 


no abatement in the generally improving demand. This fa- 


Rice atat from the various hardware market centers indicate 


vorable condition may be attributed in large measure to the 
seasonable weather conditions prevailing, which have brought home 
to both retailers and householders the fact that winter is at hand. 
As a result seasonal lines are moving actively, and prices are firm 
with a decided upward tendency in some instances. 

The basically healthy conditions prevailing in the hardware 
market are not of a purely temporary character, and the prospect 
of continued activity is emphasized by the excellent agricultural 
conditions reported. The fact that money is plentiful is reflected 


generally in improved collections. 


Cleveland Jobbers Busy; 
Retail Sales Fair 


Hardware business in Cleveland is 
good with jobbers and fair with re- 
tailers, sales by the latter having im- 
proved this month. Important price 
changes include reductions on poultry 
netting and wire cloth and advances 
on automobile tires. Jobbers are now 
selling rope for spring delivery at 
present prices and sales are heavy. 
Present prices on oil cook stoves have 
been reestablished for next spring. 
Glass baking ware, birdcages and some 
other items are moving well for the 
holiday trade. 


Chicago Prices Advancing; 
Business Is Good 


Hardware prices in the Chicago dis- 











trict continue to show a decided firm- | 
ness, with a general advancing ten- | 


dency. Jobbers report an advance on 
all glass this week and there were ad- 
vances on steel sheets and roofing pa- 
per which will undoubtedly be reflected 
in jobbers’ prices in the near future. 


Colder weather is having a very stim- | 
a year ago. The greatest improvement 


ulating effect on sales and business is 
good. 


Pittsburgh Territory 


The weather certainly has been a 
boon to the hardware business in the 
Pittsburgh district. Low temperzitures 
came unusually early this year and 
there has been a demand for heaters, 
weather strip and everything else 





into the woods for game, with the at- 
tendant demand for guns and shells. 
The suspension of hard coal mining is 
beginning to make itself felt in this 
district and, while there is not much 
increase in mine operation in Pitts- 
burgh, where most of the mines are 
operated under an agreement with the 
miners’ union, there is growing opera- 
tion of the non-union mines and from 
them is coming a steady demand for 
mining supplies. Altogether, the trade 
has much cause for satisfaction and 
October has a chance of showing up 
well with other years in point of busi- 
ness. While not generela, there are some 
reports that manufacturers are not 
making deliveries with their recent 
promptness. The collection situation is 
improving. 


Cold Weather Is Helping 
Twin Cities Market 


Business in the territory tributary 
to the Twin Cities is feeling the effects 
of the colder weather, and fall and hol- 
iday merchandise is selling more freely. 
Stocks are in readiness for the trade 
and, from all indications, fall business 
is going to be far better than that of 


still is in the rural districts, both in 
collections and in sales. The effect of 
the second large crop has not yet 


_reached the merchants in the larger 


Fall Merchandise Active in 





associated with cold weather that has | 


given the trade a fine start on fall and 
winter business. The weather also has 
been of a kind that inspires incursions 


cities, and will not to the greatest de- 
gree until later in the year or next 
spring. 

Collections are slightly better in the 
large cities, but are still lagging be- 
hind the rate in the country. Jobbers 
find that their greatest increase in or- 
ders is coming from the smaller com- 
munities. The habit of buying in smal! 
quantities seems to be firmly fixed, the 
jobbers in some instances at least find- 
ing that their customers are buying 
less at a time, and depending on the 
jobber for stock at short notice. . 

















Sheet Zinc and Stable 
Brooms Higher in Boston 


A slight advance in the cost of sheet 
zinc and mixed stable brooms consti- 
tute the most noteworthy price revi- 
sions made by Boston jobbers the past 
week. As one of the largest jobbing 
houses there puts it: 

“Yes, we are getting almost no im- 
portant price changes these days, and 
I can assure you it is refreshing, not 
only to us but the hardware trade in 
general. There is nothing, perhaps, that 
breeds contentment among hardware 
dealers and confidence in the situation 
than the lack of changes in manufac- 
turers’ lists.” 





Business Improving in 
New York 


Continued improvement is reported 
by wholesalers in the New York mar- 
ket during the past week, and an active 
fall trade is generally looked forward 
to. As a result of the cold snap, sea- 
sonal lines are moving actively. Prices 
are firm and collections favorable. 





Manufacturers Report 
Sharp Gains in Sales 


Responses to a questionnaire re- 
cently circularized by the Bank of 
America among the 300 manufacturers 
located in the important Bush Ter- 
minal district of Brooklyn indicated 
that the outlook for fall trade is very 
promising. 

Many manufacturers report a_ sub- 
stantial increase in sales for the first 
half of the current year over a corre- 
sponding period for 1924. The pros- 
perous condition of the trades in Bush 
Terminal is, moreover, borne out by the 
figures supplied by railroads operating 
to and from the terminal district, show- 
ing an increase of 4534 freight car 
loadings for the first nine months of 
1925 as compared with a similar period 
for 1924, 

Among the leading industries the 
metal products manufacturers reported 
greatly increased sales for the first 
six months of the current year, only 
five out of thirty-four companies indi- 
cating unimproved earnings. Other 
trades reporting prosperous business 
and collections good were: Food prod- 
ucts, paper goods, paints, varnishes, 
chemicals and drugs, household furni- 
ture and office supplies, trucking and 
transportation and radio and electrical 
supplies. 

An interesting fact revealed by the 
investigation was the general evidence 
of hand-to-mouth buying, which most 
manufacturers were unanimous in 
praising for the good of their busi- 
ness, inasmuch as it is regarded as a 
stabilizing factor. 
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Off your counter 


and into 


your Cash register 











New merchandise that is ten years old 
Sweet sellers—packed right—priced right 


HIS is the first announcement to 

offer you Gaylord Water Saving 
Devices—ten years on the market— 
as a brand new line of goods. 


What’s back of it? Three things! 


First, this is the only merchandise 
of its kind—and ten years have been 
needed to perfect all the items. 


Second, whereas we have been 
producing ten thousand units at a 
time, we are now in production on a 
quarter million basis. 

Therefore, and this is the third 
factor, we can now offer this mer- 
chandise, packed in attractive car- 
tons, at lower prices than you would 
ever imagine possible—no matter 
how long you’ve been selling hard- 
ware and auto accessories. 


We want the same things you do— 
volume sales and quick turn-over 
with the logicdl margin of profit. 

We say, on the strength of our ten 
years’ experience, that this is mer- 
chandise which sells itself off the 
counter and into the cash register. 
We say that this merchandise is 





GAYLORD NOZZLES— 
seven styles—giving the 


right stream for every job 





GAYLORD WATER SAVER 
—needed on the end of every 
hose 


right—packed right and priced right. 


Here’s the line 


Gaylord Water Saver—needed 
on the end of every hose. When you 
press on the button, the water flows. 
When you let go, the water shuts it- 
self off. (No springs.) List price $2.00. 

Gaylord Nozzles—seven styles— 
providing the right stream for every 
job of sprinkling or washing. The 
Nozzles go onto the Water-Saver or 
direct on the hose. List price .50 each. 

Gaylord Sponge Washer—feeds 
a stream of water through a sponge. 
This means that for any washing job 
you can have a sponge that’s always 
clean and—with the Water-Saver— 
as wet as you want. List price $2.00. 

Gaylord Hose Reel—which fits 
right onto the pipe or hydrant and 
feeds water into the hose through an 
arm of the reel—a hose full of water 
always ready for use. List price $7.50. 

Gaylord Overhead Washer— 
formerly known as the ‘‘Ideal’’— 
the oldest and simplest on the mar- 
ket, with several features found in 


Jobbers and Dealers: 


Please write for our proposition; we’ll 
interest you 


GAYLORD 


WATER SAVING DEVICES 








drant 


—fits right onto the hy- 


no other merchandise of the kind. 
List price $16.00—without electric 
light. $34.00 with light attachment. 


Special combination offers 

All Gaylord Devices are sold individually 
and also in special combination cartons for 
their various uses—for the garden, around 
the home, for the commercial garage, for the 
private garage. 

The outstanding advantages to your cus- 
tomers are—water-saving, time-saving, labor- 
saving and the elimination of puddles and 
the mess from wasted water. 


What we want 

We want you to write today for our book- 
let “‘Beating the Water Meter” which de- 
scribes the Gaylord line in detail—and tell 
us whether you would be interested in our 
jobber proposition, our dealer proposition— 
or whether, as a garageman, you want to 
learn how to wash two cars in the time. you 
now need for one. 


Sales offices: 
A. K. TROUT CO., INC., 
342 Madison Avenue, New York, N. Y. 


Factory: 


GAYLORD MANUFACTURING CO. 
Paterson, N. J. 











‘1-6 & @ ’ me Say” 





GAYLORD HOSE REEL GAYLORDSPONGE WASHER 


—feeds a strcam of water through 
a sponge 
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Steady Improvement in Chicago Market— 
Prices Firm with Upward Tendency 


(Chicago office of HARDWARE AGE) 


HILE the vast majority of reports received from hardware 
retailers are optimistic as to trade conditions, some of the 
rural dealers are reporting local crop failures and the con- 


sequent stagnation of business. 


However in most rural sections 


business is very good and now that the colder weather is here the 
city and suburban dealers are experiencing an active demand. 
Jobbers’ sales continue to show a gradual but steady betterment 


on all classes of merchandise. 


An active demand for winter items 


is developing and at the same time there is a good volume of fill-in 
orders for merchandise the selling season of which might be con- 


sidered as almost over. 


Prices are decidedly firm with several advances recorded this 
week. Glass, as has been expected, advanced and some of the roof- 
ing paper manufacturers have advanced the prices on their entire 
lines although this latter increase has not yet been reflected in the 


prices of the jobbers. 


There was an increase of 10 cents per hun- 


dred pounds in mill prices on steel sheets and on this item also the 


jobbers have not followed as yet. 


General conditions are reported as steadily improving. The em- 
ployment situation in the Chicago territory is considered as good, 
showing an expansion of nearly 214 per cent last month, the largest 


gain for a single month in over two years. 


There is also a con- 


tinued improvement in steel operations, the mills now operating at 
80 per cent capacity or more, which is 25 to 40 per cent better 


than early in the year. 


AUTOMOBILE ACCESSORIES. — A 
slight falling off in the demand is no- 
ticeable as cooler weather sets in. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Spark Plugs.—Splitdorf, 50c. each; 


regular, 5S8c. each; Champion X, 45c. 


each; Champion Blue Box line, 53c. 
each: A. C. Titan, 5&8c. each: lots of 
100, 56c. A. C. Special Ford, 44c. 
each. 

_ Lights.—Anderson, No. 3280, 
$6.50 j 
Horn.—A. A. Electric (Ford), $4 
each. 

Jacks.—National Standard No. 21, 
$1.20 each. 

Pumps. — Rose, 1%4-in. cylinder, 
1.55. 


dozen pair lots, 


Chains.—Non-skid, 
50 pair lots, 


3344 per cent discount, 

40 per cent discount. 
Tires and Tubes.—30 x 3% oversize 

cord tires, $12.55 each; regular cord, 


$8.60 each; gray inner tubes, 30 x 
31%, $1.80 each; red inner tubes, 30 x 
3%, $2.25 each 


AXES.—Prices are steady and the de- 
mand is seasonably good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 


$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—Sales are very 
good and prices are unchanged. 


We from jobbers’ stocks, 
f.o.b. Carriage bolts, cut 
thread, 50 per cent discount; small 
carriage bolts, rolled thread, 50-10 
per cent discount; machine bolts, cut 
thread, 50-10 per cent discount; 
small machine bolts rolled thread, 
50-10-5 per cent discount; all stove 


quote 
Chicago: 











bolts, 75-5 per cent discount; lag 
screws, 60 percent discount. 
BUILDERS’ HARDWARE.—A_ very 


heavy and active demand continues in 
spite of some slowing up of building 
activities. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
case lots, old copper and dull brass 
finish, $2.76 per doz. pair; 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, $3.84 per doz. pair; heavy steel 
bevel inside sets, case lots $6.75 per 


doz.; steel bit-keyed front door sets, 
$1.75 per set; wrought brass bit- 
keyed front door sets, $3.25 per set; 


cylinder front door sets, $7.50 per set. 
CHAIN.— Sales are seasonably fair 
and there is no change in prices. 


We quote from_ jobbers’ stocks, 
f.o.b. Chicago: -in. proof coil 
chains, $8.50 per 100 lb.; Tenso, Bull 


Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS. — 
The demand is good and prices are 


steady. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


EAVES TROUGH AND CONDUCTOR 


PIPE. — Prices are strong, with ad- 
vances expected when spring sales 
open. 

We quote from jobbers’ stocks, 


f.o.b. Chicago: Single bead lap joint 
gutter, 5-in., $4.30 per 100 ft.; corru- 
gated conductor pipe, 3-in., $4.75 per 
100 ft.; plain ridge roll, 1%-in., $4 
per 100 ft.; corrugated conductor el- 
bows, 3-in., $1.36 doz. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—Radio sales are showing 





a good volume and are steadily increas- 


ing. 

We quote jobbers’ 
f.o.b. Chicago: 

Electrical Merchandise. — No. 1 
rubber-covered wire, $8 per 1000 ft.; 
in 1000-ft. lots, $7.75; No. 18 lamp 
cord, $13.64 per 1000 ft.; in 1000-ft. 
lots, $13: %%-in. brush brass key 
socket, 18c. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; 
one-piece attachment plugs, i 13c. 
each; two-piece attachment plugs, 
12c. each: dry cells, boxes of 50, 
30%4c. each; less than case lots, 
34c. each. 

Radio Supplies.—Radio B batteries, 
a 766, $1.40 each; No. 767, $2.62 

eacn. 
Battery Chargers.—Apco line, in 
lots of less than 10, $13.50 each, net. 
Tubes.—Cunningham, and R. C. 
A., $2.50 list. Discount 25 per cent. 


from stocks, 


Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount 30 
per cent. 


FIELD FENCE.—There is a very fair 
demand in spite of the lateness in the 
season. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: 726-6-12%, $29.02 per 
100 rods; 1848-6-14%, $44.08 per 100 
rods. 

FILES.—Sales are good and prices are 
unchanged. 

We quote from jobbers’ stocks, 
f.ocb. Chicago: America files, 60-10 


per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE. — With black 
sheets advanced $2 per ton and higher 
spelter prices talked of,:no lower prices 
on pails and tubs can be expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2, 
$7.20; No. 3, $8.35; 10- -qt. galvanized 
after made pails, $2. 20; 12-qt., $2.45; 
14-qt., $2.75; 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz.; 
1%4-bu. galvanized after made baskets, 
$5; 1-bu. galvanized baskets, $6.75 
> en 11%-bu. galvanized baskets, $9 
OZ. 


GARDEN HOSE AND LAWN 
SPRINKLERS.—Orders for spring de- 
livery are still being placed in very 
good volume. 


We from jobbers’ stocks, 
Garden hose 
%-in, 
per ft.; 5-ply, 
14-in., 9c. per 

Lawn sprin- 
doz.; original 


Rainbow, 


quote 
f.o.b. Chicago: 
quality, molded hose, 
per ft.; %-in., 14c. 
good quality, wrapped, 
ft.; %-in., lle. per ft. 
klers, Rain King, $28 
fountain sprinklers, $8 doz.; 
38-in. high, $24 doz. 


GLASS AND PUTTY. — New and 
higher prices are in effect at once. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
28-in. bracket, 86 per cent discount; 
single strength <A, 34 to  40-in. 
bracket, 83 per cent discount; single 
strength A, all other brackets, 82 per 
cent discount; double strength A, all 
double 


sizes, 83 per cent discount; 
strength B, up to 60 in., 87 per cent 
disc ~~" balance 85 per ‘cent. Putty, 


pure grades, $3.75 per 100 Ib.; com- 
Saneebal: $3.40 per 100 Ib. 


HATCHETS.— The demand is about 
normal and prices are the same as rul- 
ing for several months past. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 
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Below is shown the three- 
wing cast-aluminum 
agitator of the new 
Horton No. 34. It is 
responsible for the quick, 
vibrationless, positive. 
washing action of this 
new model. 
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The New HORTON No. 34 Electric 


It is perfectly balanced—vibrationless—notseless. A 
pencil standing on end on the cover will not tip or 


"Tine new Horton No. 34 Electric is designed to 
fall while the machine is in full operation. 


meet the fast growing demand for a copper tub, 
agitator-type washing machine to sell at an interme- 
diate price. 


Its success is certain. 


Its washing action is thorough—deep—clear to the 
tub bottom. The 3 wing, cast aluminum agitator, 
placed at the top of the shaft rather than the bottom 


So widespread has been its approval among dealers 
of the tub, is responsible for its unusual washing 


whose foresight prompted immediate buying, that 


now, five months since its announcement, the No. 34 efficiency. Several pieces may be washed as nicely 
occupies a dominating sales position. as a full load. Clothes do not twist or tangle in 
washing. 


The No. 34 is first of all the result of every careful, 


conscientious engineering effort to produce a perfect, 
speedy, washing action. Water is four times more 
turbulently agitated in the No. 34 than in any other 


Other dominating selling points are the nickel plated 
tub interior; the standard Horton safety wringer, 
the enclosed, oilless mechanism; and its sturdy, four- 





similar type of machine. leg well proportioned attractive design. 
Unquestionably this newest Horton—the No. 34—offers a sales field that és 
watting—that ts unlimited. To interested dealers we would like to give more 
pertinent facts concerning the No. 34 and other Horton products. Better still, 
ask the Horton jobber nearest you. If you do not know his name, write us. 


Washers and Ironers for 
HORTON MANUFACTURING COMPANY every Purse and Pyrpose 


1344 Fry Street Fort Wayne, Indiana 














HORTON No. 40—the HORTON No. 33 -the pe ; : 
original 3-Cup Electric acme of perfection in a 1 A I all HORTON MIRACLE HORTON WASHER BORTON BOISE ROMER 
Suction Washer, dolly type electric ASHER No. 30— Water WASHER No. 2- No. 35—Single Cup 30 inch roll. 
washers. ower. hand operated washer, Vacuum type, hand 
power 


>. 
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9 shingling, $7.25 doz.; medium qual- wheels, $10 each; 16-in. plain bear- Turpentine.—Barrel lots, $1.30 per 
ity hatchets, No. 2 broad, $10.50 doz. ing, 4-knife, 10%-in. wheels, $8.65 gal. 
each; 16-in. ball bearings, 4-knife, Denatured Alcohol. — Barrel lots, 
HANDLED HAMMERS. — Sales are 9-in. wheels, $7.85 each; 16-in. - 65c. per gal.; steel drum, extra, $6 
a ; , = , bearings, 4- knife, 9-in. wheels, a) returnable. 
satisfactory and prices steady. | each; 16-in. ball bearing, 4-knife, White Lead.—100-Ib. kegs, $15.25; 
We quote from jobbers’ stocks, 8-in. wheels, $8 each; 16-in. plain 50-lb. kegs, $7.75; 25-lb. kegs, $3.90; 
f.o.b. Chicago: Vaughan - Bushnell, bearing, 3-knife, 8-in. wheels, $5.85 12%-lb. kegs, $2. 
16-oz. nail hammers, $10.50 doz.; each. g4 Shellac. pt ig -lb. aynty ge 
Maydole, $12.60 doz.; other makes, NT . . 25 per ga orange, .05 per gal. 
1¢-c8. mnchiniat hammers, $7.85 doz.; NAILS. — There 36 8 good steady de English Venetian Red.—In barrels, 
Competitive grade, 16-oz. nail ham- mand and prices are unchanged. $3.50 to, $6.75 per 100 Ib. ini : 
mers, $4.50 to $6 doz. We quote from jobbers’ stocks, eid aste.—-barre ots, 2c. pe 
ANDLES ; ILTURAL. — The f.o.b. Chicago: Common wire nails : ; 
HANDI ES, AGRICU I, "U : $3.15 per keg base; cement coated, PYREX WARE. — Business is very 
demand is actively good in spite of the 22.90 per keg base. The extra for . 
| -alvanised nails now $2 for 1-in. good at present and the factory is re- 
lateness of the season galvanized nails is : 
. . and longer, $2.2 25 for shorter than ported as exceptionally busy. 
We quote from jobbers’ stocks, l-in. Ww a in selilieeal “— 
f.o.b. Chicago: e uote from jobbers’ stocks, 
ay Fork. Handles. — Straight, OIL STOVES. — The demand on both f.o.b. Chicago: 7 * 
chucked and bored, best grade, 4% - current and future orders is rather slow _ Bread Pans.—No. 212, $7.20 doz.; 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX, No. 214, $12 doz. ; 
41%4-ft., $4 doz.; 5-ft., $4.80 doz.; X, at present. Casseroles.—Round, No. 167, $12 
414-ft., $2.40 doz.; 5-ft., $2.80 doz doz.; No. 168, $14 doz.; No. 182, $12 
Hay Fork Handles.—Bent, chucked These are list prices. Dealer’s dis- doz.; No. 184, $14 doz. 
and bored, best grade with strap, counts are noted after each group. _Casseroles.—Oval, No. 193, $12 doz.; 
ferrule and cap, 4%-ft., $7.50 doz.; “> “«" $14 —" 202, 86 a - 
5-ft., $8.50 doz.; XX bent, with : ie ates.—No. 2 doz.; No. 
strap, ferrule and cap, 4-ft., $5.50 Oil Cook Stoves 203, $7.20 doz.; No. 209, $7.20 doz. 
doz.; 4%-ft., $5.75 doz.; XX bent, PERFECTION— Tea Pots.—2-cup, $20 doz.; 4-cup, 
11% -ft., $4 50) doz.: 5-ft., $5.50 doz.; a See OI, 6 cv cussnsscbed $17.50 $24 doz.; 6-cup, $28 doz. 
X bent, 4%-ft., $3 doz.; 5-ft., $3.40 No. 73 3 burners.............6: 22.50 Utility Pans.—No. 231, $8 doz.; No. 
doz. No. 74 4 burners............+-:. 28.50 232, $14 doz. 
Manure Fork Handles.- Be nt, best Pee, Te ©. BUMORD. « vcsccvccteses 39.50 
grade, 4-ft., $4.75 doz.; 4%4-ft., $5.10 : Perfection a 2 eet. 30 and ROLLER SKATES. — Sales are good 
doz.: XX bent, 4-ft., $4. 15 “doz.: 41%, - 5 per cent on lots o or more; on : 
ft., $4.40 doz.: X bent, 4-ft., $2.60 less than 10, 30 per cent. and prices unchanged. 
doz.: 4%-ft., $2.95 doz. PURITAN (Improved Model) Ww uote from jobbers’ stocks 
Garden Hoe Handles.—XX. 4%-ft., a. <a 2 MN. cencsepeceeeen $17.50 me pS oe, | 0 eo ton er 
$3.45 doz.; X, 4%-ft., $2.40 doz. No. 8 eee re ee 22 at) for bovs $1.40 per pair; for girls 
Garden Rake Handles. —XX, 5%- No. 44 4 burners............... 28.50 $1.50 per pair. Chicago roller skates 
ft., $5.25 doz.; X, 514-ft., $3.25 doz. Puritan discounts same as Perfec- for boys, $1.30 per pair; for girls 
Shovel Handles. ane ‘gular pattern, tion. $1.40 per pair. , 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D handle, best grade, NESCO— . ROOFING AND PAPER.—There is a 
$7.95 doz.;: X grade, $6 doz. Te) 2 ee ee $ 9.50 : ‘ 
Spade Handles.—ID handles, best No. 212 2 burners............. 17.35 heavy demand and prices are quite 
grade, $7.75 doz. ; xX LI rade, $6 doz. +a aia ; oo covcecceeeeccese +4 4 strong, with slight advances from some 
HANDLES, TOOL.—Prices remain un- No. 215 5 burners............. 39.50 manufacturers. 
° Y 9 > r OF 
changed and there is a good steady | NO Hing HEN Sheip Suig-cc-..: Ep We quote trom jobbers’ stocks, 
demand. No. 1104 high she If only pheaeae g 00 f.o.b. Chicago: Best grade slate sur- 
No. 1105 high shelf only. ' 9 75 faced prepared roofing, $2.30 per 
We quote from jobbers’ stocks, ~ Neseo dealer's discount, 30 and 5 square; best grade tale surfaced, 
f.o.b. Chicago: per cent ’ : $2.65 per square; medium talc sur- 
Axe Handles.—No. 1 Hickory, $1 faced, $2 per square; light tale sur- 
doz.; No. 2, $3 doz.; second growth Ovens faced, $1.20 per square; red _ rosin 
hickory, $5 doz.; finest selected sec- sheathing, $57 per ton. 
ond growth hickory, $6 doz. : 
Hatchet and Hammer Handles.— PERFECTION— : Pat, ROPE.—There is a good steady de- 
No. 1, 90c. doz.; finest second growth No. 211 1 burner plain door. ++ $2.5 mand 
hickory, $1.50 doz. + ped ; econ oo —*** ee ° 
; ; No. “1G urner glass door.... 4.5! We quote from jobbers’ stocks 
HINGES. — The demand is exception- > fit 2 burners glass door... eh f.o.b, Chicago: No. 1 Manila Stand- 
. 4 . > ee ~ ae « . % 9 l, . e 
ally good and prices are firm. Dealer’s discount, on 10 or more, 30 <a oo” ae” bag re i 
We quote from jobbers’ stocks, and 5 per cent; less than 10, 30 per Sisal, 17%c. per Ib.; No. 2 Sisal 
f.o.b. Chicago: Heavy strap hinges, cent. l64ec. per Ib. 
in bundles, 4-in., $1.03; 5-in., $1.42: — F 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 ae e , — — SASH PULLEYS. — Prices are un- 
per doz. pair: extra heavy T hinges, No. 42 7 ¢ burners B1ass door... .$5.25 changed and the d d i tead 
in bundles, 4-in., $1.56; 5-in. ke xt Dealer's discount, 10 or more, 30 & ” © cemand 15 steady. 
6-in., $2.08; 8-in., $3.56; 10- in., $5.10 — per cent; less than 10, 30 per We quote from jobbers’ stocks 
per doz, pair. eee —s ae a sash pul- 
a _ 7 i , NESCO— eys, c. doz.; barrels, 54c. doz.; 
ICE SKATES. There is a fair de No. a $2.10 Common Sense, 2-in., 60c. doz.; bar- 
mand, although the skating season is No. ". 1 burner glass door..... 2.25 tee —. doz.; No. 105, 52c. doz.; 
stil] some wavs off No. 010 1 burner solid door..... 4.15 arTeis, 48c, doz. 
: — . No. 101 burner glass door..... 4.40 . . 
We quote from jobbers’ stocks, No. 020 2 burners solid door.... 5.15 SCREWS.—There is a fair volume of 
f.o.b. Chicago: Key Clamp Rocker, No. 20 2 burners glass door... 5.40 business and prices are firm. 
Men’s and Bovs’, — finish, Tic No. 030 2 burners solid door.... 5.49 , 
pair; Half Key Clamp — Rocker. No. 30 2 burners glass door.... 5.70 We quote from jobbers’ stocks, 
Women’s and Girls’, bright finish, $1 Dealer’s discount, 30 and 5 per f.o.b. Chicago: Flat head, _ bright 
pair; Key Clamp—Hockey, Men’s and cent. Screws, 82-10 per cent new list; 
joys’, $1.20 pair; Half Key Clamp— round head blued, 80-10 per cent 
Hockey, Girls’, $1.40 pair. new list; flat head brass, 76-20 per 
. : Water Heaters cent new list; round head brass, 74- 
LANTERNS. — Sales are normally N 45.00 10-10 per cent new list; japanned, 
d d . INGBCO ceccccrecsscesceeseeseees $45. 74-10-10 per cent new list. 
good and prices are firm. Perfection No. 412............. 40.00 
We quote from jobbers’ stocks. i may J No. hi errr ere eT 80.00 SOLDER AND BABBITT METAL.— 
f.o.b. Chicago: Dietz D-Lite, $13 doz.: as oe Maen © Gee See: The d d i d and prices fi 
= Perfection discount, 30 and 5 per e€e demand 1s good and prices nrm., 
with large fount, $14.25 doz.: Little cent in lots of 10 or more: less than 
Wizard, $8.50 doz.; Blizzard, $13 doz. — We quote from_ jobbers’ stocks, 
LARD PRESSES AND SAUSAGE ee ee Seer f.o.b. Chicago: Warranted 50-50 
ad Sis i Ne SAGE Wicks. Etc. solder, $42 per 100 lb.; medium, 45- 
STUFFERS. in ae 5 solder, $41 per =Ib;_ tinners’, 
the seas t ‘h of Rockweave wicks, 25c. each. 40-60 solder, $40 per 100 Ib.; high 
e season to expect much of a demand. Perfection and Puritan, $4 per doz. speed babbitt metal, $20 per 100 tb.; 
We quote from _ jobbers’ stocks. and $48 per gross. ; standard No. 4 babbitt metal, $13 per 
f.o.b. Chicago: Enterprise No. 2! Discount same i on oil cook 
i-qt., $7.28 each; No. 31, 6-qt 35 stoves, ovens and heaters. , 
ar a a ee eal a ; ai STEEL SHEETS.—The demand is very 
PAINTS AND OILS.—Prices are un- . . 
re a tee taint | eels Cin caieale active. Prices have been advanced by 
oil iodieunis of rei or w f. ee , " “ — the leading makers about 10c per 100 
delivery being received isha tie A — ee. See lb. Local prices still unchanged, but 
ry & : Linseed Oil. — Raw, barrel lots, pointing higher. 
We quote from jobbers’ stocks, $1.07 per gal.; 5-barrel lots, $1.04 per , 
f.o.b. Chicago: gal. We quote from_ jobbers’ _ stocks, 
_ Lawn Mowers.—16-in. ball bearing, Linseed Oi!l.—Boiled, barrel lots, f.o.b. Chicago: 28-gage galvanized 
5-knife, 11-in. wheels, $12.35 each; $1.10 per gal.; 5-barrel lots, $1.07 per sheets, $5 per 100 lb,; 28-gage black 
16-in. ball bearing 4-knife, 10%-in. gal. sheets, $4 per 100 Ib. 
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WALWORTH ‘| |. Gift for 
STILLSON | \ | 1e Whole 





Viility 
UT This Salesman ToWork © 
for the Christmas Season 


ERE is an extra Christmas salesman for you. Why not 
give him a job either on your gift counter or in your 
window to help you with your holiday rush? 


There will be some kind of counter display or sales help in 
every carton of STILLSONS that we pack and ship between 
now and Christmas. Each carton will contain six special 
Christmas jackets to make gift packages of these handy boxed 








STILLSON* , , o- 
like Walworth isa wrenches which will be advertised in the Saturday Evening 
trademark and regis- Post, December 5th. You can throw the jackets away after 


rs eal ac December 25th and put the cartoned STILLSONS in your 
peay— in the U. &, regular stock—if you have any left. (Only don’t delay in 


Patent Office, in the ‘ P P 
several states and in ordering Christmas STILLSONS if you want to make sure of 


foreign countries, good, prompt deliveries.) 


ALWORTH 


STILLSON* 


WALWORTH COMPANY, Boston, Mass. 


We trust that the simplifying of our name at 





On October 8, 1925, the name Walworth Manufacturing Company was changed to Walworth Company. 
the time when we are broadening and strengthening our ability to give service will appeal to our friends as in keeping with the progress of the times 
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| Brisk Demand for Roller 
Skates 


With weather conditions suitable for 
outdoor activity, the demand for roller 
skates has shown no abatement during 
the past week. Prices are holding, and 
stocks are in good condition. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0.B. NEW YORK: 

Roller skates, ‘Union No. 5, ball 
$1.42 per pair; 


bearing, for boys, 
same, No. 6, for girls, $1.52 per pair. 


Business Continues to Improve in 
N. Y¥. Wholesale Market— 


Seasonal Lines Active 


N common with conditions prevailing throughout the various 
wholesale market centers, business in the New York wholesale 


market is continuing to respond to the general improvement. | js. 2 extension roller skates, for 
No. 2, 78c. per pair. 


Impetus in this direction has been given by the cooler weather pre- 
vailing generally, which has resulted in retailer and householder 
preparing to fill their fall and winter requirements. Prices are 
generally firm and wholesalers do not foresee any departure from 
prevailing levels. At the present time stocks are sufficient for cur- 
rent requirements, but retailers who make the mistake of post- 
poning their orders may eventually find themselves handicapped 
by stock shortages on some items. 


Ice Skates Moving 


While certain of the wholesalers in 
the New York market are able to re- 
port satisfactory demand for ice skates, . 
others state that the movement of these 
items has not yet attained the propor- 
tion it will later on. ‘Stocks are good, 
and prices firm. 





During the past week the majority of local jobbers absented JOBBERS’ QUOTATIONS TO RE- 
themselves from their desks in order to attend the Atlantic City TAILERS, F.0.B. NEW YORK: 
" Ice skates, No. 1624, 84c. per pair; 
meeting. pio, , aati $1. 19 per pair: No. sorte: 
. . . . per pair; oO . er 
Collections are said to be improving. pair: No. 6624, $1.12 per’ pair: Xo. 
B624i4. $1.44 per pair; No. 52 4%L, 
$1.57 per pair; No. 424%L, $2 per 
pair. 
. ft. rolls; No. 0 and No. 1, $1.80 pe Extension bob ice skates, 45c. per 
Active Market on Stove sel: Bie, 14%, S048 per roll, and fee. pair. 
B d t 2, aA per 4, - 60 per roll, —__—- 
. an oO. per rc ° 
oards, tc Metallic ' weatherstrip, in 100 ft. Sled Demand Quiet 
Although stocks in many instances, |  [9lls: No. 38, $2.15 per roll; No. 39, 

: $2.55 per roll, and No. 40, $2.90 per Whil : k 
are insufficient for current require- roll. ile certain of the New Yor 
ments, the demand for stove boards, _Felt weatherstrip, in 100 ft. rolls; wholesalers report an excellent demand 
pipe, etc., continues heavy, and without san oak Gee oe Oe ber. -_—" for sleds, others state that the demand 

Flexible weatherstrip, in 100 ft at present is not all that it should be, 


any prospect of let-up. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- oy Payee 
TAILERS, F.O.B. NEW YOR roll. 
Stove Boards 
Stove boards (paper lined), 24 x 24, 


$8.40 per doz.; 26 x 26, $9 per doz.; 
80 x 30, $12 5, 


although a good holiday demand is 
generally expected to materialize. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK 
Flexible Flyers, No. 1, $2. 50: No. 
2, $3.17; No. 3, $4; No. 4, $4.33: No. 
§.83; Junior Racer, $3.50; Racer, 


8, $1.90 per roll; No. 9, 
and No. 10, $3. 05 per 





Brush Sales Active 


28 x 28, $10.05 per doz.; 

per gt Ys a3, 16. 75 pe, dos, : The demand for household brushes $4.33. i , ” 

35 x 35 7.40 per doz., an x ° ; ive ‘ To ; Firefly sleds, o. 9, $1.14; o. 10, 
$19.80 per doz. continues active, particularly in the $1.57: No. 11, $1.71: No. 12, $1.94 and 


outlying sections. As reported last 


Firefly racers, $2 each net. 
week, the movement of furnace clean- 


Stove Pipe Dampers 


- a ae Trg ay $1.50 per ‘aon: ing brushes has been noticeably stim- 

6 in., $1.60 per doz.; 7 in., $2.25 per ulated by the cooler weather prevailing Good Demand for Axes 

doz., and 8 in., $2.60 per doz. These of late. Prices are firm, and stocks 

a ae ee. sufficient. The demand for axes continues brisk, 
JOBBERS’ QUOTATIONS TO RE- particularly from retailers in up-state 


New York and also in northern New 
Jersey. Prices are firm, and stocks 
sufficient for current requirements. 


TAILERS, F.O.B. NEW YORK: 
A discount of 33% per cent on the 
following household and personal use 


Activity in Furnace Scoops 


A very active market on furnace brushes, which are quoted here at 
scoops is generally reported by New list prices. JOBBERS’ QUOTATIONS TO RE.- 
York wholesalers. Prices are firm and Nail brushes, 85c. each; split TAILERS, F.0.B. NEW YORK: 
“et d. duster, $1.25 cloth brush and skirt Axes, Long Island pattern, 2% to 
StLOCKS 00 brush, $1.60; dust mop, $1.90; bath 3 Ib., $1.69 each; Connecticut pat- 
JOBBERS’ QUOTATIONS TO RE- brush, medium, $1.95; large, $2.30; tern, 2% to 3% Ib., $1.70 each; 3 to 4 
TAILERS, F.0O.B. NEW YORK: refrigerator brush, 30c.; _ percolator Ib.. $1.75 each, and 4 to 5 Ib., $1.81 
Furnace scoops, No. 2. hollow, back, dish ‘mop, at - pan "gpenser. 30c.: each. Columbia pattern, 3% to 4" 
black steel blade, malleable ‘‘D’’ han- " Ib., $1.80 each; 4 to 5 Ib., $1.85 each, 
dle, $5.04 Ses.: tener handles. $4.60 dustpan and brush, $1; _ radiator and 5% Ib., $1.95 each. Kentucky 
©, 99.02 per adoz., S na » oe. brush, 55c.; bottle brush, 35c . r 
per doz.; furnace scoops, No. 2, riv- ’ ° ’ _—s pattern, 3 to 4 lb., $1.45 each; 4 to 5 
eted back, heavy black steel blade —— Ib., $1.58 each. 
and wood “D” handle, 84c. each; . 
long handle, 84c. each. Satisfactory Movement ) 
Game Traps in Demand 


of Ash Cans 


The sale of galvanized ash cans and 
suplementary items such as ash sifters, 


Game traps are among the fairly 


Weatherstrip Prices Firm 
active items at the present time, ac- 





Weatherstrip is among the most ac- 
tive items at present, according to re- 
ports by wholesalers in the metropoli- 
tan area. The demand continues to 
improve as the season advances. Prices 
show no departure from prevailing 
levels. 

JOBBERS’ agit gE Ad RE- 
TAILERS, F.0.B. NEW 

Wirf’s weatherstrip, cached ad ft. 
to the reel, maroon, $27.50 per reel; 
white, $35 per reel. 

Nero weatherstrip, in 500 ft. reels; 
Maroon, $21 per reel or $4.20 per 
100 ft. 

Metropolitan weatherstrip, in 100 





trucks, etc., are in good demand at the 
present time, according to statements 
by New York wholesalers. Prices are 
firm, and stocks sufficient. 


JOBBERS'’ a ge; TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Ash cans, galvanized, No. 0170, 
$2.20 each; No. 0180, $2.30 each; No. 
0190, $2.70 each; No. 0300, $1.65 each; 
No. 0400, $1.90 each and No. 0500, 
$2.10 each. 

neeney ash sifters are being quoted 
at $1.95 each. 

Moore’s handy truck is being 
quoted at $2.25 and in lots of 3 or 
more, $2.10 each 


cording to statements made by whole- 
salers in the metropolitan area. Stocks 
are sufficient, and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Game traps, Victor, with chain, 
No. 0, $1.10 per doz.: No. 1, $1.38 
per doz.; and No. 2, $3.36 per doz. 

Same, without chain, No. 0, 85c. 
per doz. No. 1, $1.10 per doz.; No. 
2, $2.93 per doz. 

Jump traps, a Ww} No. 0, 
$1.59 per doz.;: No. 1, $1.83 per doz.; 
and No. 2, $4. '39 per doz. 

Same, without chain, No. 0, $1.22 

er doz.; No. 1, $1.40 per doz.; and 





2, $3.72 per doz, 


Reading matter continued on page 154 
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Seow Pee fon “THREADWELL” 


Taps—Dies—Screw Plates 


and Small Tools 
‘*The Line That Keeps Moving’”’ 














When a mechanic knows that the tools 
he is using are a material help to him 
in his work—he doesn’t hesitate to an 
justable 
recommend them to others. Tap Wrenches 


Tap Wrenches 





And when a merchant knows that the 
tools he sells are giving absolutely de- 
pendable service—he doesn’t hesitate 
to display them and push their sale. 


“Threadwell” Tools are that kind— 
they do good work and save time for 
their users. They “keep moving” be- 
cause customers like them. 


Send for New 88 page Catalog. It gives 
full information about the complete 
“Threadwell” Line. 


The Threadwell Tool Co. 


Greenfield Mass. 


Office 
New York City Philadelphia Ghisaee Cleveland San Francisco 
396 Broadway 809 Harrison 100 Wrigley ay oA, = Clair 604 Mission St. 
Bidg. Bidg. N. EB Reamers 


Counterbores 
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Sash Cord Quiet near, the movement of snow goods be- No. 74 4 einen see eeeeeeeceees ny Z 
- gins to assume excellent proportions. ” Berfection dealer's discount, 30 and 
Some jobbers report that the demand Orders are being placed for delivery 5 per cent on lots of 10 or more; on 
has fall ff slightl the latter part of this month and early less than 10, 30 per cent. 
for sash cord has fallen off slightly, | ° * atesante putCad Xtemvecss Mehen— 
despite the fact that local building | 1" ‘(ve ae No. 42 2° burners.....--......+. $17.50 
programs are generally stimulating the TALEES tab. Haw CR No. 43 3 burners............... 22.50 
movement of this commodity. Stocks Long handled snow shovels, $4.50 ~~ ~ hone nt A ve ote Ee 
are adequate, and prices holding. per doz.; American steel, $9.35 per ae * - ¥ 
JOBBERS’ QUOTATIONS TO RE- OZ., Ba vanized steel (2% x 16 in.), ‘vi 
TAILERS, F.O.B. NEW YORK: . oonge Aga doz.; Menzie shovels, $10.80 te age oe ee $ 9.50 
Sash cord, Samson Spot, Oo to 4 4 a ella ae = ; N 912 2 ee 7.35 
No. 12, 74c. per lb. base; Phoenix, PR mag 4 ney 516.20 Ra poset ow pee ie. 313 3 so led aa 23°50 
No. 8 to_12, 42%c. per lb.; Aetna, Street cleaners, 12 x 31, $33 per doz Se CF eee 28.00 
No. 8 to No. 12, 36c. per lb. - . ~~ oe en ’ - : “y , 91- 5 . 50 
a N 7 j 1 . lb " Sidewalk _scrape rs, solid shank, ree 39. 
BATRA we ee Bg a — steel blade, 7 x 4% black finish, $4.20 No. 1102 high shelf only....... 5.25 
tra and No. 6 is 3c. per Ib. extra. ner dos.: sidewalk scrapers, 7 x 5. No. 1103 high shelf only....... 6.50 
half polished, black finish, $6 per doz. a coor os _— — cee eeee 4 
4 ’ INO. 9 nig sne ee wée 
Christmas Tree Stands ——__— Nesco dealer’s discount, 30 and 5 
S lli W ll , ow cent; in lots of 10 or more, 30 
e ing e ° and 0». 
| —_—— sein al Good Movement of Oil one 
With deliveries in the majority o Heaters PERFECTION— 
cases scheduled for November, the No. 211 1 burner plain door... .$2.50 
movement of Christmas tree stands 1S As a result of the decided drop in No. 211G 1 burner glass door.... 2.70 
reported as satisfactory. There is no temperature, wholesalers in the New No. 121G 1 eee Soe Sees.» 4.90 
4 ° @elrT @ TS aSs eoe ). 
prospect of any immediate change in| york market report an excellent de- MG WE dcccdoucsacceescenciusss 6.15 
the prices recently issued by whole-| mand for oil heaters, particularly from ‘Dealer's discount, ‘on’ ‘10’ or more, 
30 and 5 per cent; less 
salers in this territory. the suburban sections. The movement oa eo Ae 
JOBBERS’ QUOTATIONS TO RE- of this commodity has been further ac- | PURITAN— 
TAILERS, F.0.B. NEW YORK: l ted ring 4 th ossibilitvy of a No. 42G 2 burners glass door...$5.25 
Christmas tree stands, Gem. $4 per celerated Owing to the pos y Dealer’s discount, 10 or more, 30 
dozen; Crown, No. 2, $7.86 per dozen; coal shortage, and the fact that house- and & per cent; less than 10, 30 per 
in oor ~~ per —— oy holders are taking steps to guard cent. ~~ 
WO?’ . © per dozen, an hn DOX iOts, . . . ° NESCO— 
$12.50 per dozen. against an emergency of this kind. Oil No. * 1 burner solid door..... $2.10 
~~ cook stoves have been particularly in No. 1 burner glass door..... 2.25 
] Pri Fj demand in northern Jersey, Long No. 010 1 burner solil door... 4.15 
Glove Prices Firm Island and in various up-state com- _ 10 I ino snes. soor rr 4.29 
oy : No. 020 2 burners soli oor.... 5.15 
The movement of cotton gloves con- | munities. No. R. 2 burners glass door. ... 5.40 
. . : . ’ 4sNO, e ~ rs 8 cao me 
tinues satisfactory, with prices steady Py tg QUOTATIONS YT) TO RE- a a. < oo fe oo" 5 76 
and stocks sufficient. T s Oil Heat Dealer’s discount, 30 and 5 per 
JOBBERS’ QUOTATIONS TO RE- I eaters cent. 
TAILERS, F.0O.B. NEW YORK: —_ 
Cotton gloves, 6 oz., canvas, $1.40 a 12—3 qt. steel reservoir, jap- Water Heaters 
per doz. pair: 9 oz. canvas, $2.04 per anned trimming, $5.50 each. — opera nnnadigil $45.00 
Sox. cone te 4 ia: orney. 2.16 per No. 15—4 qt. same, $6.75 each. POTTOCtION NO. BEhB.cccccccssces 40.00 
ae. Sa | Oe ee ee No. 0190—4 qt. same, nickel trim- Perfection No. 421............. 80.00 
a ee a ming, blue enameled body, $9.50 Nesco discount, 30 and 5 per cent. 
let type, $4.20 per doz. pair. each IP ) . 
aC. a rae erfection discount, 30 and 5 per 
s smaemetisinnsion These are list prices. Dealers are cent in lots of 10 or more; less than 
° quoted 30 per cent off. 10, 30 per cent. 
Snow Removers in In lots of 10 or more, dealers re- 
ceive a discount of 30 and 5 per Wicks, Etc. 
Excellent Demand | cent. oe _ 
PERFECTION— Perfection and Puritan, $4 doz., 
A th . dvances, and the : and $48 per gross. 
S e season a , Me. FR 2 PerMers. ...66.062. 00005 $17.50 Discounts, same as on oil cook 
prospect of the first snow storm draws es ee 0 6b 0 chsdentves 22.50 stoves, ovens and heaters. 








. . given period. With that as a basis, it is the simplest 
Profitable Sales Clerks sort of arithmetic to estimate the real value of each 
salesperson. If a salesperson gets $20 a week and 
sells $100 worth of goods, he or she is getting 20 per 
cent. 

There are few retail businesses today which can 
afford an overhead percentage higher than 20 per cent, 
if indeed they can make it anything as nearly as high 
as that. And clerks’ salaries necessarily must com- 
prise only a part of that overhead, although of course 


“Does your business in general 
pay?” Ask the average retailer 
that question, particularly along 
toward the 15th of January, af- 
ter he has taken his annual in- 
ventory, and he will probably be 
able to give you a ready answer. 
If he wants to “open up,” he can 





tell you facts and quote you sta- a large part. | 
tistics with fair accuracy. But On the basis of a general overhead of 20 per cent, 
ask him whether John Smith, that clerk over there probably the average retail business cannot afford to 
behind the counter, pays him, and he will be quite at pay much more than 5 per cent or 10 per cent at the 
sea as to the answer he must make. very outside to clerks. This means that the clerks 
Yet, of course, the human element in any business, getting $20 a week must sell from $200 to $400 worth 
particularly a retail selling business, is the most im- of merchandise a week each in order not to be a drag 
portant. And, therefore, not to know with precise upon the general overhead of the business and to rep- 
accuracy the relative value, from the profit standpoint resent a profit to the establishment. And preferably 
to a business, of each individual salesperson is unfor- he or she should sell more than that in order to be on 
tunate and unbusinesslike. Also, it is unnecessary the safe side. If you find that the percentage of sal- 
since the matter of appraising the relative value of ‘ary to-merchandise sold by clerks is thus out of pro- 
the salesperson from the profit standpoint is relatively - portion-to the percentage of overhead, it either means 
simple and easy. that the clerks are not efficient or that there are too 
In these days, there are few retailers, indeed, who many clerks or that the store system is inefficient as 
do not know what their overhead percentage is for a to the manner in which stock is carried and stored. 








Reading matter continued on page 156 
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~-(CHICAGO)-~- 


SPRING HINGES 


A Type for Every Requirement 











The constant and increasing de- 
mand for Chicago Spring Hinges in- 
dicates a universal recognition of 
their Quality and Value. 











TRIPLEX TYPE 


Progressive Hardware Dealers 
Are Familiar With Chicago Spring Hinges 


Send for New Catalogue No. 42 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S.A. 
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Growing Confidence Reflected in New 
England Sales—Retail Business Active 


(Boston office of HARDWARE AGE) 


ware dealers’ buying. The trade is not only buying more 


(4 ee G confidence is reflected in New England retail hard- 


frequently than heretofore, but is buying in larger amounts. 
Activity in wholesale circles, however, is still very largely confined 


to the retailer’s current needs. 


While bookings of holiday goods 


and of next spring goods are increasing, the improvement here is 


by no means comparable with that for current needs. 


Public buy- 


ing is conservative in character, but nevertheless is increasing. 
And best of all, according to most retail dealers, the buying on a 
cash and carry basis shows vastly more improvement, figured in 
percentages, than does the charge and delivered. 

There apparently is a mounting feeling among the general pub- 
lic that hardware values are eminently conservative when com- 
parison is made with those asked for other kinds of merchandise. 
People these days do not buy merchandise unless they feel they are 


getting dollar for dollar value. 


We, in this section of the coun- 


try, possibly will feel the pinch of the coal strike more keenly than 
other States, and should the pinch of fuel become real acute there 
might be a general tendency in business to slow up. Consumption 
of coke is increasing rapidly, however, and it is confidently felt 
that New England will pull through the strike without any serious 


inconvenience. 


In that event there is no reason why business, 


particularly the hardware, should not continue to expand. Collec- 
tions, according to jobbers, are considerably better than hereto- 


fore. 


ALUMINUM WARE.—Manufacturing 
interests have made reductions in prices 
on individual numbers of aluminum 
ware. Jobbers’ prices have not changed 
noticeably, however, because the mark- 
ing down of values was not general 
among the manufacturers. 

Boston jobbers’ 


quote from 


stocks: 
Aluminum Ware.—Preserving ket- 
double lip 


tle, 8-qt., $1.29 each net; 

sauce plan, 2%-qt., 68c.; deep stew 
pan, 3-qt., 68c.; tea kettle, 6%-qt., 
$3.04; bread pan, 44c. 


BARN DOOR HANGERS.—There con- 
tinues a highly satisfactory demand 
for barn door hangers, according to 
local wholesale houses. Bookings here 
so far this fall have been considerably 
larger in volume than a year ago this 
time. 
We 
stocks: 
Barn Door Hangers.—Topping line, 
Storm King, $9.60 per doz. pair net; 
World’s Best, $17.28; Safety, $12; 
Tandem, $17.76. 
BOTTLES.—The Columbia pint bottle, 
with mahogany red finish and aluminum 
cup and shoulder, recently put out by 
a New Britain, Conn., concern, which 
retails at 1 each and jobs out at 70c. 
each, or at $8 per dozen in dozen lots, 
is proving a big seller in this territory. 
But all sizes and types of bottles are in 
demand, the market for such merchan- 
dise being exceptionally good even for 
this time of the year. 


BROOMS.—Manufacturers and jobbers 
have made a slight advance in the price 
of mixed stable brooms. 


quote from Boston jobbers’ 








ho dl quote from Boston jobbers’ 
stoc 

Stable Brooms.—Mixed, No. 8, $10.50 
per doz. net. 


BULBS.—Since most of the electric 
lighting companies have eliminated the 
practice of giving bulbs to customers, 
retail hardware dealers have been get- 
ting their share of business. That is, 
those retail dealers who give more than 
passing attention to such goods. 


We _quote from Boston jobbers’ 
stocks 

Bulbs. —Electric, clear, straight side 
type, 10 watt, 27¢. st; watt, 
27c.; 25 watt, 37c.: 40 watt, 27c.; 50 


watt, 27c.; 60 watt, 32c. Clear, pear 
shaped, 50 watt, 40c. each list; 75 
watt, 45c.; 100 watt, 50c.; 150 watt, 


65c.; 200 watt, 80c.; 300 watt; $1.25; 
500 watt, $2. White, pear shaped, 50 
watt, 40c. each, list; 75 watt, 50c.; 100 
watt, 55c. Blue glass, daylight hy 
dy watt, 60c.; 75 watt, 65c.; 100 wat 


Discounts. —On contracts for years’ 
purchases, as follows: less than $150 


net, 20 per cent; $300 to $600 net, 
25 per cent; $600 to $1,200, 27 per 
cent, 


CHRISTMAS TREE HOLDERS. — 
Forward bookings of Christmas tree 
holders have increased noticeably of 
late, say jobbers. It is quite evident 
that the retail trade last year made a 
cleanup on these holders. 

We quote from Boston jobbers’ 


stocks: 
Christmas Tree WHolders.—Stand- 


ard makes, $6 per doz. net. 
COAL HODS AND SHOVELS.—AI- 
though people are subject to regula- 
tions as to the use of anthracite coal, 
the sale of coal hods and shovels goes 
merrily onward. 





We quote from Boston jobbers’ 
stocks 
Coal Hods. —Japanned, wood han- 


dles, 16-in., $3.64 per doz. net. Gal- 
vanized, wood handles, 15-in., $4.64; 
16-in., $5.12; 17-in., $5.50; 18-in., $6. 


Fire Shovels.—Japanned, No. 54, 


75c. per doz. net; No. 56, 87c.; No. 
80, 56c. Galvanized, No. 254, 83c.; No. 
256, $1. 

COOKERS.—Now that the cooler 


weather has driven many people to put 
up their cars for the winter, house- 
wives are giving more attention to 
home meals. At least, the improved 
demand for cookers assuredly sug- 
gests so. 


We quote from Boston jobbers’ 
stocks: 

me ookers- —— solid cast alu- 

No. 1, $24.75 each net; No. 2, 

527" 75: ‘No. 2. "$31.1 13; No. 4, $36.38. 


CUTTING TOOLS.— Retail dealers 
should not overlook their stocks of cut- 
ting tools. Machine shops all over 
New England are using more and more 
cutting tools each week, and the retail 
dealer is entitled to his share of such 
business. Nothing is more conducive 
to a substantial cutting tool business 
than an adequate stock of same. 


We quote from Boston jobbers’ 
stocks: 

Drills. —Carbon sizes up to 1%-in., 
tapered, and straight shank, 50 an nd 
10 per cent discount; bit stock drills, 
60 per cent discount; center drills, 65 
per cent discount; drills and counter- 
sinks combined, 20 per cent discount; 
ratchet drills, 30 per cent discount; 
wood boring ‘brace bits, 50 per cent 
discount; high speed drills, straight 
shank, 3-64 to 5-32 in., 65 and 5 per 
cent discount: 11-64 to 7.32 in., 50 
and 10 per cent discount; 15-64 to % 
in., 40 and 10 per cent; taper, sizes 
up to 1% in., inclusive, 40 and 10 per 
cent discount; 1 33-64 in. and larger, 
40 per cent; letter and number sizes, 
40 and 10 per cent; electricians’ drills, 
10 per cent discount. 

Reamers.—Bit stock, 20 per oe 
discount; bright square and T. 
standard makes, 65 per cent dis. 
count; checking, 25 per cent discount: 
tapered pins, 40 per cent discount: 
escutcheon pins, 45 per cent dis- 
count; small fluted rose and socket 
reamers, 20 per cent discount. 


DOORS.—Frosty nights and lower tem- 
peratures daytimes, together with the 
general coal situation, have driven 
many people to put on storm doors and 
windows where they might not, under 
different environments. There probably 
are more doors and windows being han- 
dled by the jobbing trade this year 
than ever before in Boston hardware 


history. 
We quote from Boston jobbers’ 
stocks: 
Doors.—Combination screen 


storm, 2 ft. 6 in. x 6 ft. 6 in., $7.09 
each net; 2 ft. 8 in. x 6 ft. 8 in., $7.64: 
10 in., $8. 04: 3 ft. 


2 ft. 10 in. x 6 ft. 
YY Ga 55. 


EGG CARRIERS.—More and more re- 
tail dealers are picking up quite a little 
money in the sale of egg carriers, be- 
cause more and more New England 
people living in cities are getting di- 
rect shipments of eggs from country 
points. It is a merchandising field that 
is worthy of the retailer’s careful 
thought. 


Reading matter continued on page 158 
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4A\MERICAN 


FOLDING RULE 





a 


‘Qa 









2 Two Twists— 
And The Sale Is Made! 


HAT’S all there is to the most 
a successful sales demonstration ever 
used to sell rules. The customer knows 

| after seeing this test and performing 
it himself, that an 7A\MERICAN Rule 

will stand all the abuse he can give it. 








As an effective window display, twist 
a few 4A\MERICAN Rules and hold them 
in this position by tying them. Put : : 
them in a conspicuous place in the 
window. They’ll stop the man who is 
looking for his money’s worth. 


We furnish an attractive display case 
free of charge as a further help to the 
dealer. 


Under the name A\MERICAN we make 
a complete line of folding rules, gla- 
ziers rules, milk measures, tapes and 


special scales. 


Ask your jobber or get in touch with us. 











486 Johnson Ave. 


AMERICAN Rule Manufacturing Co. at ama 
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=~ Wre quote from Boston jobbers’ from store, boxed, $4.60 base. Fac- ball bearing, $1.50. Girls’ ball-bear- 
stocks: tory shipments, in count Kegs, car ing, $1.50. Boys’ nickel plated, truss 

: Egg Carriers.—New model e¢ge lots, $2.50 base; in less than car lots, extension, $2.50; girls’, $2.50. 

: crates, metal capacity, 1% “ee SNe. 2.30, f.o.b. Pittsburgh. TOOL CHESTS.—More and more in- 

+ ach net; 2-doz., $1.05; 3-doz., $1.23; » . “ , . : 
4-doz., $1.40: 6-doz., $1.75. | Regal ROBES AND BLANKETS.—tThe foot-| terest is shown by retailers in too! 

a ieee SS i ae a, ball season opening has materially | chests for the holiday trade. One job- 

eZEZS, Zoc.- » eres, ‘c.<« FES, . 

Re. Cases with fillers, capacity 15 helped retail dealers to make sales of | ber feels that the tremendous popular- 

doz., OS ae. Poultry shipping robes. There is the natural demand for ity of radio has done more to awaken 

crates, Si. eacn., ° e . 

rat — . blankets that usually develops at this | young New England’s interest in me- 
FASTS.—In common with storm hen time of the year. chanical work of all kinds than any- 
dows and doors there +0 agli capt i We quote from Boston jobbers’ thing else. He feels that every kind 
demand for fasts. All kinds and ma j ee, Peas of a tool, and naturally a box or chest 
€ > , « y ‘ _— » Ve 2 ‘o° . ° ° ° 
apparently are having a good demanc ; in., $3.25 each net. Plush, coupe, to put the tools in, will be a big incen- 
We quote from Boston jobbers $6 each net, touring car, $9.50 to tive to the 1925-26 youngsters large 
stocks: $12.50. ° 
Fasts.—Storm window, Dolber's, Biankets.—Stable, op-te., $2.35 each enough to handle such things. 

$1.25 per single doz. net. Stanley, net; 76-in., $1.65 to $2.70; 80-in., We uote from Boston jobbers’ 

No. 1718Z, $19.25 per gross sets - $2.25 to $3.25; 84-in., $3.35. Street, oii” — 

Merrill's, galvanized, $7.50 per doz. 84 x 90-in., $2.85 to $5.15 each net; ; ‘ 

sets net. Sargent’s eyes, No. 445, | 99 x 96-in., $6.85. Lining and leather- r Tool Chests.—Carpenters’, Union 

tn b SR “thea ne | Cr ea ae ; FP paged: ® 9- ine, empty, general service, with 

$1.08 per 100. Stanley Works win ing any kind of blanket costs $3.25 .— > oN 9 

* hinges, No. 7282, $5.88 per doz. ach net extra. tray No. 216, $5.80 each list; No. 219, 
dow hinges, -— 82, $5.88 per , eacn n $6.10; No. 222, $6.50; No. 132, $7.50; 
net; No. 1716J, $11.50 per gross sets. | . a — 7 Ba 8070) Na 789 $1180 Tia. 

FELT.—Fel “ ane Hine Oat tint | SCREWS.—The activity in the building i ag gd. ban (32, $11.60. Dis- 

"ELT.—Felt is another item that is ac- | : ; ; : L 
tivelv e : ? the attention of the throughout New England 18 helping the Tools.—Stanley assortments, No. 
ively engaging The field i : market for screws a lot. There is a 888D, $10.75; No. 862, $21.05; No. 903, 

y ¢ > *Le ae S oie 4 49; No. ° ; No. 5 LOD. 
melted Sn = atiek list iota | City | steady, consistent movement of stock ol és yf BR +. 
limited “ — — Se - me 1 1 out of retail and jobbing stocks. TK31, $1.57 each. 

aS nerally we eated, | : ; , r 

homes, althoug ae y , a We quote from Boston jobbers TORCHES AND FIREPOTS. — The 
are drafty, and during a winter season! stocks: Stitt ctih-atnuihtes teins fe: Ke 
consume or necessitate thousands upon | Wood Screws.—Flat head iron, 80 p e p : 
: . . and 20 per cent discount; round head want of torches and firepots, as is at- 
thousands of yards of felting, either in| jron. 771%6 and 20 per cent discount: 
| a ai | tested by the increa tail buyin 
one form or another. oval head iron, 774% and 20 per cent y e C ease in re uying, 
discount; flat head brass, 77% and not only for immediate, but future use. 
We quote from poston jobbers 20 per cent discount; round head , ; , 
stocks: 7 brass, 75 and 20 per cent discount; We quote from Boston jobbers 
Flexible Weather Strip.—Victor, oval head brass, 75 and 20 per cent stocks: 

No. 2, $2.40 per 100 ft. net; No. 3, discount; flat head bronze metal, 72% Fire Pots.—Clayton & lLambert 

$2.80; No. 4, $3.20. Bosley’s weather | and 20 per cent discount; round head line, No. 91, one gal., $26.60 each 

strip felt, clincher double contact, bronze metal, 70 and 20 per cent dis- list; No. 80, one gal., $30.30; No. 1, 

for upper sash, 5c. per ft. list; for count; oval head bronze metal, 70 one gal., $28; No. 22, one gal., $20.60: 

lower sash, 5c.; for doors, %-in., and 20 per cent discount. No. 12, one gal., $20.20: No. 23, 

ic.; 1-in., 10c.; 14% -in., 2c. Dis- Machine Screws, Etc. — Machine $23.65; No. 24, $22.90. Discount 65 

count for full bundles, 65 per cent. screws, flat and round, hex., Nos. 1, per cent. 

Wood, felt edge, 65 and 10 per cent 2 and 3, 45 per cent discount; No. 4 Torches. — No. 200, two quarts, 

discount in full bundles. Spring and larger, 50 and 10 per cent dis- $30; each list; No. 208, one quart, 

bottom strips, rubber edge, 30-in., $» count; fillister iron, Nos. 2 and 3, $19; No. 210, one pint, $18; No. 48D, 
per doz. net; 36-in., $5; 42-in., $5.65. 40) per cent discount; No. as — one pint, double needle burner, $24: 

: . osnememe . 7 . ; larger, 45 per cent discount; flat an No. 48S, one pint, single needle burn- 
GALVANIZED WARE.—AIll kinds of | yound'’ head. brass, Nos. 2 and 3, 40 No. 48S, ‘one pint, single needle burn- 
galvanized ware, but more particularly | per cent discount; No. 4 and larger, 38, one pint, $17; No. 130, one quart, 

; a ne | 15 per cent discount; fillister brass, $17. Discount 65 per cent. 
sifters and garbage cans, are moving | Nos. 2, 3, 4 and larger, 35 per cent | 
out of jobbers’ stocks in a liberal man- eee: coach egy oh mgt — | TOYS.—More and more snow is being 

| eecoRnt; set Screws, mcuene neac- | added to the ball of total business be- 


ner. Most retail dealers are ordering | less, 70 and 10 per cent discount; cap 
screws, square and hexagon, 70 and 
10 per cent discount; lag screws, 40 


ing rolled up by the jobbing trade. If 


conservatively, however. 
those orders already in their hands can 


oe 





We quote: from Boston jobbers’ | per cent discount. b k d h 
stocks: a ; be taken as an indication there are 
Pails.—Galvanized, 12-qt., $5.10 per | SHEET ZINC.—Sheet zinc has been| _. b 
; ae eae i Wn Ge bie deca: | : ‘ | quite a number of New England retail 
doz. net. 14-qt., —— | advanced about 35c. per 100 lb. Revised teat 
$5.67; 14-qt., 50 Ib. to the dozen,  snkaden Galion: | dealers, who never before imbibed, who 
$7 31. wash No. 200. £15.44 | P , : are to dip into the cup of toys during 
Tubs. ash, No, 200, $15. pel We quote from Boston jobbers’ . . 
doz. net; No. 300, $14.20. | stocks: _ the coming holidays. 
Ash Cans.—No. W180, $2.20 each | Sheet Zinc.—In 300-Ib. casks, $13.10 | We « P j *s 
—* ~ es , eta. Ww | . 30U0-1D. Casks, 3. | » quote from Boston jobbers 
net, NO. 190, $4; No. 171, $3.50; No. | per 100 Ib.; in 200-lb. casks, $13.35; stocks: , 
181, $3.58. sjaiiatel —_ | in 100-lb. casks, $13.60; sin smaller | Play Toys.—Wolverine line, Sandy 
ae ce $0.63; he uaa a0, lots, $14.10. | Andy, with engineers, No. 76, $8.25 
Lape _ Ss. ‘ Success, wi 1 CoN er, —_— — | per doz. net; No. 101, without en- 
ace Yee Rotary, in crates of Sk ATES.—As was to be expected, the | gineer, $10.30. Dumping Sandy, with 
two, $2.33 each. : . eae ogi : inoer 6.20: and crane rit} - 
a6 : - coo!) r wW ss > b e engineer, . .<U; and crane, with en 
_ Garbage Cans. “Dover line, No. 4, “s eather ha purted rf relat d gineer, No. 104, $10.30. Panama pile 
$1.05 each net; No, 2, $1.44; No.1, buying of ice skates and outfits. Some | driver, with engineer, No. 534, $10. 
$1.68. Busy Andy trip hammer, § $4.15; 


"ndergro i, No. 2, 10.50; — ef , . 
wa a $ of the most optimistic jobbers maintain 


that during the past week they have 
booked more business than they did 
during the previous month. 

We quote from Boston jobbers’ 


junior, $1.95; circus. No. 27, $3.85. 
Over-and-under, No. 28, $8.50: under- 
and-over lift, No. 32, $16.50. Motor 
race, No. 29, $8.25. Strategy, No. 31, 
$8.25. Laundry sets, No. 0, $4.15; 
No. 1, $8; No. 2, $18.50; No. 3, $27. 


No. 3. 
NAILS.—tThis is a time of the year 
when one might expect the demand for 
nails to drop to small proportions. On 


te ttt 


the contrary, it is unusually good, and stocks: oy Rex, $15. Toy looms, No. 60, 
embraces all styles and sizes. Jobbers ice Skates.—Men’s lever, . bright, $ nal ae 04 ie Ctmee © 
=: : . ean wi 40c. per pair net; nickel, $1.25; key, | INC.—s1. - “aliber 0., 
are of the opinion that nail prices will bright, 90c.; nickel, $1.25 to $3.25. | sets, with motor, No. 0, 50c. each 
not be lower for a long time. Hockey, key, nickel, $1.35 to $3.40, list; No.1, $1 each ; No. 3, $3; No.4, 
; ae ce — Screw to boot, nickel, 90c.; hard- $5; No. 7, $10; No. 8, $25; No. 10, $50. 
Pani nr ae ene ened steel, $1.12; steel, $1.50; chrome Carpentry.—No. 701, $1.50 each; No. 
ee -* ‘le Wir ad, eo. $3.70 steel, $2.25; super-chrome steel, $2 702, $2.50; No. 707, 75; No. 765, 
oy ee ‘Load eee site, hy Rt and $2.70. Ladies’, bright, $1.10; $5.50; No. 770, $10; No. 775, $18.75. 
<¢ ase, ‘% . ‘< Ss, a. 4 va ; . ic > ie ray . : ~ ~ ~ 
per keg base: in less than car lots lever, bright, $1.20; nickel, $1.50; Key, Chemistry.—No. 5007, $1.25 each; 
a Ss CMe as ae, bright, $1.20; nickel, $1.50 to $3.60. No. 5008 $28: No 008 TPO. ATO OF 
$2.95. Cement coated, in count Kegs, : ’ 9 er No. 9008, $3; No. 5009, $5.50; No. 5010, 
from mill, in car lots, $2.40 per keg Skating Outfits.—Men 8, $3.65 per $10.00. 
base f.o.b. Pittsburgh; in less than pee EY, eae ares Cuamenme, Magic.—No. 2001, $1; No. 2205, $3; 
a >) or. » sind ‘ men’s, $5; ladies’, $5. Hawco, men's , ne - ee ’ ’ 
car lots, $2.65; from store, $4.60 pet No. 84, $3, No. 130, $4; ladies’, Ni | No, 2206, $5. 
"og yea we ‘ aile s . 6s > - . ‘ ’ ee) 4 . ows ’ ss "Sy 4 . i :° ‘ oO- . 
a a nay gehen conact A anny 85, $3; No. 093, $4.50. | Puzzies.—No. 1029, 25c. each; No. 
ciene*. < ¢ » ‘ * » =< a, 7 7 ) 
clire ct shipments, $s. 10 per keg base. Straps.——-Black or russet, tongue 1030, ove. ° NO. 1031, $i. 
Western cut nails, direct shipments, buckle, 20-in., $1.25 per doz. pair net; | Electrical Sets.-No. 3003, $3 each. 
in car lots, $3.50 per keg base f.o.b. 30-in., $1.80. Patent buckle, 20-in., Motors.—No. P58, $1.25 each: No. 
Pittsburgh: in less than car lots, $2.40; 30-in., $3. P54, $2; No. P56, $5. 
$3.65. Tremont cut nails, direct ship- Roller Skates.—Children’s strap . . © ee 
ments, $3.95 per keg base,  f.o.b. heel and toe, 70c. a pair net, strap _ EPaRETOrMers. — POU, 5.90 
Wareham, Mass.; hardened _ steel heel and clamp, 75c. Boys’ or girls’ each. Discount, 33% per cent. 
floor nails, direct shipments, $7.60 strap heel, toe and clamp, $1.10. Vacuum Sweeper. — Wolverine. 
fob. Wareham. Cement coated nails. Children’s ball bearing, $1.50. 0ys’ $19.85 per doz. 


Reading matter continued on page 160 














October 29, 1925 HARDWARE = AGE 159 


. ae 














The Blade that’s Made 
for the Hardware Trade 


—why “RADIUM Blades Sold entirely to the 


trade on a price main- 
are Better Blades tenance basis and not 
through cut price outlets of various kinds. Radium blades are made 
of finest Swedish spring steel. Heat treated and ground perfectly flat 
on both sides. Cutting edges have deep bevels which cause them to 
stay sharp longer than any blade known. Radium blades appeal to 
your customers because of the deep lasting satisfaction they give. We 

















allow our dealers a liberal margin and guarantee prompt shipments. 
° ¢ 
? 
- 
SPECIAL OFFER TO DEALERS >? 
r | 
oa 
Send for a package of Radium Blades. Use them and o | 
you will know why your customers will want them. a o } 
Send the coupon or your letterhead. Send now and we" | 
reap the profits of the Christmas trade. Of OTTO | 
A” @ ROTH, INC. | 
¥ o Newark, N. J. | 
OTTOROTH, Inc. 3 2... 
? Send Sample | 
Dealer | C. Prayl Package of Ra | 
Helps The Radium Cutlers Pty f dium Blades for || 
V4, This Smile Shave \ Ps a comparative ! 
a! , statue and other 11 East Runyon St. > ¢ — | 


dealer helps - y 
Folders, S h ow NEWARK, N. se o Name 
Cards, Electros “* 

and display car- r 
tons on request. F 


Y 
¢ \ddress 





* 
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HARDWARE AGE 


Northwest Looks for Good Fall Business— 


October 29, 1925 





Building Program I;xpected to Help Trade 


(Minneapolis office of HARDWARE AGB) 


cultural products have had an excellent effect on business in 


A caltural pr the results of the better conditions as to agri- 


general over the entire Northwest tributary to the Twin 


Cities. 


Reports of better business are coming in from all parts of 


the territory and prospects are bright for the best fall and holiday 


trade experienced for several years. 


Farm lands are changing 


hands more rapidly than for some time past, which is an excellent 
sign of prosperity. Not only have the farmers cleared up their 
back indebtedness in many cases, but they have purchased some of 
the myriad items which they have long desired. 

The fall building program shows signs of reaching a high mark. 
It is estimated that $4,000,000 will go into new homes in Minneap- 
olis this year, and other parts of the territory are equally in the 
spotlight as far as building is concerned. Needless to say, with 


all other conditions right, collections have improved. 


In the larger 


cities conditions are still more backward than in the smaller busi- 


ness centers. 


The good fortune of the rural districts has not yet 


reached the main markets, but are indicated in the better orders 


placed by retailers with the jobbers. 


Retailers in the larger cities 


have been expecting better business, which has just begun to mate- 


rialize. 
also in the past few weeks. 


Collections have been rather slow, but show improvement 


With the improvement in general business, hardware has shown 


a like advance. Prices are very 
those of a week ago. 


ASH SIFTERS.—Sales in a retail way | 


are beginning to swing into the regular 
fall rate. Stocks are well filled and 
prices steady. 

We quote from jobbers’ 
f.o.b. Twin Cities: Wood square ash 
sifters at $2: metallic round, $4.25; 
and wood barrel at $6 per dozen, net. 

AXES.—Dealers are ready for the fall 
and winter business, with full stocks on 
hand. Wood cutting will doubtless be- 
gin in earnest as soon as the weather 
permits. Prices are steady and strong. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $14.50, and double bit 
base weight axes at $19.50 per dozen, 
net. 

BALE TIES.—Operations are getting 
under way, and ties are in demand. 
Stocks are heavy for the run of the sea- 
with prices holding steady as 


stocks, 


son, 
quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties, 9% x 14, $1.50; 9% x 15, $1.36; 
914 x 14, $1.53. 

BOLTS.—Demand is normal for this 


time of the year, with ample stocks on 
hand. Prices are unchanged. 


We jobbers’ stocks, 
f.o.b. Twin Cities: Large and small 
carriage bolts at 50 per cent; large 
and small machine bolts at 50-10 per 
cent; stove bolts at 75 per cent, and 
lag screws at 60 per cent from stand- 
ard lists. 


quote from 


BRADS.—With building still at a high 
point, brads are seiling well. 


Stocks 


stable, showing no changes from 





are ample for the call, with prices 


steady. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Wire brads in 








— boxes at 70-10 per cent from 
ist. 


BUILDERS’ HARDWARE.—Demand 
for finishing hardware is holding up 
very well, although the season is draw- 
ing to a close with the colder weather. 
Construction work has reached a high 
point in the Northwest this year, and 
all contributors to the game have fared 





very well. 


COAL HODS.—Call for coal hods shows 
some increase as cooler weather ap- 
proaches. Stocks are heavy for the 
demand and prices firm. 


We quote from jobbers’. stocks, 
f.o.b. Twin Cities: Japanned open 17 





in. coal hods at $3.60; 18 in. at $4.15; 
japanned funnel hods, 17 in., $4.50; 
18 in., $5.15; galvanized open, 17 in., 
$5; 18 in., $5.50; galvanized funnel, 
17 in., $6.45, and 18 in., $7 per dozen, 
net. 

DAMPERS.—Sales are good, with am- 

ple stocks on hand. Prices show no 

change. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, wood 
handle dampers, 6 in., $1.40, and cast 
iron, coil handle, 6 in., $1.20 per doz., 
net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Sales are beginning 
to show the change in season and are 
diminishing. Building work has made 
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this part of the hardware a profitable 
one during the summer. Stocks are still 
heavy enough for the demand, and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, 28 ga., 
5 in. single bead eaves trough at 
$6.05 per 100 ft.; 29 ga., $5.50 per 100 
ft.; 28 ga., 3 in. conductor pipe at 
$5.40 per 100 ft.; 3 in. elbows, $1.73 
per dozen, net. 
FIELD FENCE.—Sales are fairly sat- 
isfactory, with stocks in good condi- 
tion. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26-in. L type field 
fence at $22.68 per 100 rods, net. 

FILES.—Sales are well distributed to 
all classes of users and have been very 
fair. Stocks are well assorted, with 
prices holding steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from list. 


GALVANIZED WARE.—Demand is 
good, with perhaps some increase in the 
call for ash cans and galvanized tubs 
and baskets. Stocks are well filled and 
prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, $8; 
No. 3, $9.20; heavy tubs, No. 1, 
$12.30; No. 2, $13.50; No. 3, 

standard 10-qt. pails, $2.65; 

$3; 14-qt., $3.35; stock pails, 16-qt., 

$5, and 18-qt., $5.50 per dozen, net. 
GLASS AND PUTTY.—Retailers are 
very busy selling glass and putty at 
the present time. Storm sash are be- 
“ing reconditioned rapidly, due to the un- 
expected cold wave which has been 
holding sway over the Northwest for a 
week. Every hardware store is having 
a share in this business, and is reaping 
the annual harvest of sales. Stocks are 
being drawn on heavily and prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, 
single strength glass, 83 per cent; 
double strength, 85 per cent, and 
strictly pure putty in 50-lb. drums 
at $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Small 
tools are selling at a fair rate, although 
perhaps less rapidly than a few weeks 
Stocks are still well filled and 





ago. 
prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mayhole, No. 11% 
carpenters’ hammers at $12.60; 


Plumb No. HFS81, $10.50: Plumb No. 
2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. 2, claw, $12.50 
per dozen, net. 





LANTERNS.—Demand for lanterns is 
very good and sales have increased 





steadily during the shorter days. 
Stocks are well filled and prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen 
net. 





NAILS.—Sales here are still fair, al- 
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Auto-Spray No. 26 


Continuous, durable, atomizer in tin 
or brass.- Can be used with all spray- 
ing solutions. Parts easily accessible 
for cleaning. Capacity 1 and 2 qts. 





Auto-S pray No. 22A 


For all kinds of spraying and disin- 
fecting. Capacity 1 qt. Made of 
heavy 107 Ib. tin. 








Auto-Spray No. 5 


High pressure, double acting, continu- 
ous sprayer, made entirely of brass. 
Equipped with four nozzles. Shipping 
weight 5 Ibs. 


Auto-S pray 
No. 3 


Wheelbarrow type. 
Simple —_construc- 
tion. Wearing 
parts of _ brass. 
Efficient agitation 
12 gal. brass or 
galvanized tank. 
Excellent for stables, poultry houses, 
field crops, trees, whitewashing and 
cold water paints. 





A Sprayer 
for 
Every Purpose 
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The reliable, dependable, durable compressed 
air Auto-Spray No. | has been a favorite with 
gardeners and farmers for more than twenty- 
five years. ‘This trade mark is a guarantee of 
satisfaction, fully understood and appreciated 
by purchasers. 


It is made of the very best material, in the best 
possible manner and satisfies every demand. It 
has been extensively advertised and is a ready 
seller. 


These are only 
a few reasons why 
dealers should 
stock and list 
Brown’s Auto- 
Spray No. | 314 
gal. brass or gal- 
vanized tank. 


Every Brown 
product is fully 
guaranteed and 
the guarantee 
is made good. 








Send for 


new catalog 





E. C. BROWN CO. 


869 MAPLE STREET 
ROCHESTER, N. Y., U. S. A. 
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though beginning to show the change 


toward the close of the building season. 


Prices have not changed. 


We quote from 
f.o.b. Twin Cities: 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


OIL HEATERS.—tThere is a good de- 
mand for oil heaters, with stocks well 


jobbers’ stocks, 
Standard wire 


filled. The sudden cold weather has re- 
sulted in excellent sales and prices are 
steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each. net. 


OIL STOVES, OVENS AND WATER 





HEATERS.—Sales are very fair, with 
stocks ample for the demand. Prices 
show no changes. 
Prices to retailers f.o.b Twin 
(ities: , 
Oil Cook Stoves 
PERFECTION— 
No. 72 2 hurners...............$17.50 
a ee 2 re ee ccewek 22 50 
>. 2 See PRO 
a. Ve 2 nn... .caccucseseous 39.50 
Perfection dealer’s discount, 30 and 


>» per cent on lots of 10 or more; on 


less than 10-30 per cent. 
os iy {improved Model)— 

42 Pn << enie eeee sous $17.59 
xe 43 3 DL. cccscucescecese EU 
SS Fe ee 28.50 

Puritan discounts same as Perfec- 
tion. 
NESCO— 
No. 211 Ee $9.50 
No. 912 EL, « o6n00008eees 17.35 
NO. Bee OS BUMOTB. co cccccesvoescs 22.00 
Ps ee. We I cc cece scenes 28.00) 
TO OS OSS CC 
No. 1102 high shelf only........ 5.25 
No. 11903 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1195 high shelf only........ 9.75 
Nesco dealer's discount, 30 and 5 
per cent. 
Ovens 
ey ee 
1 burner plain door... .$2.50 
No s11G 1 burner glass door. 2.75 
No. 121G 1 burner glass door. ... 4.90 
No. 122G 2 burners glass door. 6.00 
PED ip wie, Cad aiek tt ameieele 6.15 


Dealer’s discount, on 10 or more. 





3) and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 

No. 42G 2 burners glass door...$5.25 

Dealer’s discount, 10 or more, 30 


—_, ® per cent; less than 10, 30 per 
cent. 
NESCO— 
No >’ 1 burner solid door...... $2.10 
No. ® | burner glass door...... 2.25 
No. 010 1 burner solid door...... 4.15 
No. 10 1 burner glass door...... 4.40 
No, 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door..... 5.70 
Dealer’s discount, 30 and 5 per 
eent. 
Water Heaters 
ne ee ee ee $45.00 
Perfection No. 412 .......cccccs 40.00 
Pee BO EE xwceccecoecec 80.00 


Nesco discount, 30 and 5 per cent: 


Perfection discount, 30 and 5 per 
eent in lots of 10 or more; less than 
1%, 30 per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each. 


Perfection and Puritan, $4 per doz. 


and $48 per gross. 
Discounts same as on oil cook 
stoves, ovens and heaters. 
PAINTS AND WHITE LEAD.—The 


painting season is not yet over, this be- 
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cans, and white lead in 100-lb. kegs 

at $13.83 per cwt., net 
|PAPER.—Building paper is still in 
good demand, with stocks ample. 
Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 


at $3.25 cwt., and tarred felt at $3.35 


cwt., net. 
PYREX OVENWARE.—Holiday stocks 
are in the hands of dealers to a greai 
extent. Sales are improving as the 


cooler weather makes the operating of 





the oven a less disagreeable thing. 
Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 113 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17: No. 202 pie plates, 50c.: No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c. 
No. 12 tea pots, $1.67: No. 24 tea 
pots, $2, and No. 36 tea pots, $2.55 

| each, net. 

REGISTERS. are good, with 
stocks well filled. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters at 20 per cent and steel regis- 


ters at 40 per cent from lists. 


_ROPE.—Demand is fair, with ample 
_stocks from which to draw. Prices are 
| steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin ages Best grade manila 
rope at 26% base, and best 
grade sisal cate at 19%4c. lb., base. 


rate. 


SASH CORD AND SASH WEIGHTS. 
—Sales are still very good, with build- 
ing operations continuing at a fair 
Stocks are well rounded and 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%4c. Ib.; second grade, 45c.; 


cast iron sash weights at $2.10 cwt., 
net. 
SCREWS. — Demand is 
stocks in good condition. 
steady and unchanged. 


fair, with 
Prices are 


We quote from iobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 per cent; flat 
head japanned, 65-25 per cent: 
round head blued, 70-25 per cent; 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per eent 
from lists. 

SIDEWALK SCRAPERS. — Retail 


sales have not yet started, although it 
appeared for a time this week that 





} 
| 
' 


ing evidenced by the amount still being | 


sold. Stocks have been turned rapidly, 
and the business has been very satis- 


factory all during the season. Prices 
have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 


paints at $2.80 per gallon in 1 gallon 


present, and 


there would be a brisk demand. Stocks 
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stocks, 
shov- 
han- 
D 
x 


We quote from jobbers’ 
f.o.b. Twin Cities: Wood snow 
els, $19: steel blade, straight 
dle, $4.50: galvanized steel blade, 
handle, 15% x 17, $10.80, and 16 
21, $11.50 per dozen, net. 


SOLDER—Demand for solder is fair, 


with stocks ample. Prices have not 


changed. 


We cauote from 
fob. Twin Cities: 
and half solder at 4lc. 


jobbers’ stocks, 
Warranted half 
lb. and strict- 


ly half and half solder at 40c. Ib. 
net, 
STEFL SHEETS.—Sales are normal, 
with stocks in good condition. Prices 
are unchanged. 

We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Black steel 
sheets at $4.25 cwt., base, and gal- 
vanized steel sheets at $5.35 cwt., 


base. 
STEEL TRAPS.—It has been predicted 
that this winter will be a very good 
trapping season. Stocks are full in an- 
ticipation of the demand and prices 


steady. 

We quote from jobbers’ stocks, 
f.o.b. .Twin Cities: Victor, No. 6 
traps at $1.10; No. 1, $1.38; No. 1%, 
$2.44; No. 2, $3.36. Oneida jump 
traps, No. 0, $1.59; No. 1, $1.83; No. 
1%, $2.81 per dozen, net. 


| STOVE BOARDS.—Demand for stove 
boards is increasing with the coming 











of colder weather. Stove men are busy 
placing heaters, and boards are mov- 
ing out at a fairly good rate. Stocks 
are full and prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized stove 
boards 28 x 28, $16.95; 30 x 30, $19.70; 

36 x 36, $27.45 per dozen, net. 
STOVE PIPE AND ELBOWS.—Sales 
are good, with stocks well filled for 
the demand. Prices are firm as last 


quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform, blued, 
28 ga., 6 in., knocked down stove 


pipe at $14.75 per 100 lengths; com- 
mon iron corrugated elbows, 6 
$1.30, and adjustable charcoal iron, 
in. elbows at $2.05 per dozen, net. 


in., 
6 


STOVE SHOVELS.—Sales are improv- 


ing, with full stocks from which to 
draw. Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned 14% in. 
stove shovels, 50c.; Jumbo, 21% in., 
$1.55: Jumbo, Jr., 14 in., 85ec. per 


dozen net. 


WHEELBARROWS.—Demand still is 
fair, although there is apparently less 
call than some weeks ago in the re- 
tail stores. Stocks have been reduced 


accordingly. Prices show no change. 


are all in readiness for the call, and 
prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s’ side- 
walk scrapers at $5 per dozen, net. 
SK ATES.—Retailers have their skate | 


stocks ready for the rush which comes 
when skating weather arrives. Sales 
are being made in a fair volume at 
some excellent displays 


are in evidence. Prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skates, $4 pair; 
North Star aluminum ffinish' tube 
skates and shoes, $7.25 pair; nickel 
finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 
finish, $5.50 pair, and nickel finish, 
$6.50 pair. 

SNOW SHOVELS.—Call for snow 


| 


| shovels has not yet begun, but is immi- 


nent. Stocks are well filled and prices 


| steady. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows at $36.50 
doz.; No. 2 tubular barrows at $7.35 
each, and No. 1 garden barrows at 
$6.25 each, net. 


WIRE.—Fence wire is moving out at 
a fair rate, with stocks well filled for 


the falt demand. Prices have _ not 
changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod ped; smooth black 
wire No. 9, $3.25 cwt., and galva- 
nized smooth wire No. $3.70 ewt., 
net. 


9, 
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be ¢ ”? 
=) They “Make Good” on Every Job 


| Jobbers and dealers who handle Conneaut Special Shovels can assure 
: customers that these well known shovels will ‘make good” on every 
job. You can back them to the limit. 





Particular attention is called to two of our leading sellers—the 
Conneaut Special Spade and the Conneaut Long Handle Excavating 
Shovel. | 


This spade, like all Conneaut Special Plain Backs, has the special 
wide weld and large socket as well as the taper strap that completely 
encases the handle in steel for two or two and one-half inches from 
the top of the blade. The blade is tempered on the point to resist 
wear but annealed in socket to endure strain. Besides the form 
shown, which is the one most generally in demand, we make the Iowa 
pattern, German Round Point Spade, and the German Vaterland 


Spade. 


CONNEAUT 
Special Shovels 


They “fit the job.” The Long Handle Excavating 
Shovel is made specially for spading where the material 
isnot packed down. It makes the use of a pick unneces- 


sary. 





The blade is hand pounded and tempered, and is made ___ {¥f 4 
regularly in 14 gauge special analysis steel with a stiff 1 
tempered point. Can be furnished with Spring Point if y 
preferred. Specifications: Plain back socket strap. } 
Length of handle 4% feet. Drop 30” to 34”. Handle— 
best selected Northern Ohio White Ash, seasoned for 12 
months in our drying rooms. 




















These shovels are noted for their easy shoveling qualities 
* and wonderful wear. They are rapid sellers. 


Send for Complete Catalog and Prices. 


The Conneaut Shovel Company 
Conneaut, Ohio, U. S. A. 
Shovels — Scoops — Spades — _ Drain Tools 
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HARDWARE AGE 


October 29, 1925 


Marked Improvement in Pittsburgh Sales 
—Prices Firm with Upward Tendency 


(Pittsburgh office of HARDWARE AGE) 


r ARDWARE business has taken a sharp upturn in the past 
week and there is a rush about the demand for seasonal 


lines that has not been noted before in a long time. 


The 


improvement comes about chiefly as a result of the fact that cold 
weather has come earlier than usual and as has been the case in 
recent years, retailers were not very well prepared for the rush 
of demand for heaters, weather strip and other articles to make 


the home comfortable. 


The result was a scurry to buy and jobbers 


have been literally up to their eyes in handling the demand. Cold 
weather has stimulated the demand for coal and the East has been 
buying coke so freely as a substitute for hard coal that there is a 
good deal more operation of soft coal mines than has been the case 


recently. 


is a continuing good demand for builders hardware. 


This has induced more activity in mining supplies. There 


Paint busi- 


ness is better than before in several weeks and the demand for 
window glass is so strong that some distributors find they cannot 


meet the demand for all sizes. 


Altogether, business is more satis- 


factory than it has been before in some time and a good start is 


being made on the movement of Fall and Winter goods. 


Guns and 


loaded shells are moving well, as might be expected in view of the 
fact that the weather is of a kind that starts thoughts about the 


goods and game. 


The week has brought no change in prices worthy 


of note, but as indicating a growing tendency toward strength is 
the report that manufacturers in some instances are not making 


shipments with their recent promptness. 


To top off a favorable 


report as to business is the word that collections are improving. 


is no letup in 
On the con- 


BATTERIES.—There 
the activity in this line. 


trary, demands are increasing. Prices 
show no change. 
Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
Fach Fach 
i ee $1.05 $0.97 
i ete 1.32 1.22 
 _ area 1.22 1.14 
 _ ae 1.40 1.30 
— SF. eee 2.62 2.44 
 _ errr 2.62 2.44 
.— Sloe 3.33 3.09 
ak Bee. ssssewks 42 39 
No. 6 dry cells, ignition type, 29c. 
each in full packages; 30c. each for 


broken packages 
BOLTS, NUTS AND RIVETS.—The 
situation in bolts and nuts still is 
notable more for its firmness in prices 
than the size of the demand. Every- 
one is on a hand-to-mouth basis, 


_— -— 


BUILDERS’ HARDWARE. — This line 





continues to show exceptional activity 
for this time of the year. There are a 


_ good many homes to be finished and a 


good deal 


of construction is being 
started for so late in the year. Build- 
ing activity in the city of Pittsburgh 


_in September amounted to 749 permits 
| embracing new construction to a total 
of $4,523,937, and in the first 15 days 


of October 305 building permits were 
issued covering construction valued at 
$2,495,936. In September last year 


_there were 744 permits covering con- 


but | 


makers refuse to seek additional busi- | 


ness at the expense of prices. The sit- 
uation in rivets is still rather weak, 
although the fact that there is more 
railroad car and locomotive buying 's 
expected to help conditions. 


We quote out of jobbers’ 
follows: 

Machine bolts, 
o) and 10 per cent off list: 
cut threads, 50 per cent off list: 


stocks as 
small rolled threads, 
all sizes 
car- 


riage bolts, small rolled threads, 506 
per cent off list; all sizes cut thre ads, 
45 per cent off list: stove bolts, 7h 
per cent off list: tire bolts, 49 and 
10 per cent off list: nuts, hot pressed 
blank or tapped, 3.25c. off list: c.p.c. 
and t. blank or tapped, 3.35c. off list: 


rivets, small wagon and tinner’s, 60 


per cent off list. 


struction valued at $1,985,234. Valua- 
tion of September permits was 36 per 
cent greater than in August. It is not 
hard to understand why builders’ hard- 
ware is doing so well. 

COAL HODS.—Brisk demand is still 
reported for this line in line with the 
general activity in all kinds of heating 
equipment. Jobbers — 


Japanned, No. 5, 16- $6.80 per 
doz.; 17-in., $7.20; cabennined. No. 
10, 16- in. $9. 30; 17-in., $10; 18-in., 
$11; 20-in., $15: galvanized, extra 
heavy, 17-in., $15; 18-in., $16; galva- 

16-in., $12; 17-in., 


nized funnel top, 
13. 


FIRE SHOVELS.—tThis line continues 
to feel the stimulation of the cold 
weather on all articles required in keep- 


_ing houses warm. Jobbers quote: 


| 


Stamped sheet steel, Japanned, flat 
handle, $1 per doz.; round handle, 
Japanned, $1.30: galvanized, $1.70. 








HEATERS AND ACCESSORIES.— 
Demand for heaters has been .stimu- 
lated very sharply by cold weather and 
there also has been a heavy movement 
of the accessory equipment, such as 
gas connections, asbestos and stove 
boards. Jobbers quote: 


Stove Boards. — Wabash, 
square, paper lined, crystallized, 18 
x 18 in., $12.50 per doz.; 24 in. x 24 in., 
$15; 26 in. x 26 in., $16; 28 in. x 28 in., 
$19; 30 in. x 30 in., $21.60; 32 im. x 
32 in., $26.40; 35 in. x 35 in., $32.40; 
No. 3 square wood lined crystallized, 
24 in. x 24 in., $25.20; 26 in. x 26 in., 


No. 9 


$30; 28 in. x 28 in., $36; 30 in. x 30 in., 
$40; 33 in. x 33 in. , $48; 36 in. -x 36 
in., $58. 


Gas Connections.—Lead, 12-in., 50c. 
each; 18-in., 60c.; 24-in., 70c.; 30-in,, 
80c.: 36-in., 90c.: 48-in., 31. 10; 60-ir., 
$1. 50: gas tubing, flexible steel, 3-ft., 
20e. each; 4-ft., 26c.; 5-ft., 32c. : 6-ft., 
40c. 

Asbestos.—Sheet millboard, 3/16-in. 


thick, 18 x 20-in., 32c. each; 18 x 30- 
in., 48c.; 20 x 30- in., 56c.; 22x 30- in., 
60C.; 24x 30-in., 70c.; %-in. thick. 
10 x 40-in., $2.20; fibre, %4-lb. pkgs., 
$5 per doz.; %-lb. pkgs., $10; paper, 
14c. per Ib. 


GUNS AND LOADED SHELLS.—The 
hunting season is on and there is a 
heavy demand for these lines. 


MILL, MINE AND FACTORY SUP- 
PLIES.—Supply houses in this district 
are finding business very*much better 
than it was recently. It is showing 
particular improvement in coal mining 
supplies, but better engagement of the 
steel industry is bringing out a better 
demand from that source. Prices show 


no particular change. 


Jobbers’ prices to retailers: 

Pipe Wrenches.—Walworth, 70 and 
Trimo, 70 and 5 
70 per cent 


> per cent off list; 
per cent off list; Larco, 
off list. 

Fittings.—Cast iron screw, 36 per 
cent off price list; flange, 47 per cent 
off list; malleable, lb., list plus 4 per 
cent; standard iron body gate valves, 
35 and 5 per cent off price list; 
standard brass globe valves, 30 per 


cent off list; standard brass gate 
valves, 45 per cent off list. 

Rope. — First grade long fiber 
manila, 26c. per Ilb.; sisal, 18c. 


Belting.—No. 1 leather, 45 per cent 
off list; No. 1 rubber, 40 per cent 
off list. 

Twist Drills.—Carbon, 60 per cent 
ws list; high speed, 45 per cent off 
st. 

Files.—High grade, 50 per cent off 
list. 

Screws.—Wood screws, 72% and 5 
per cent off list; milled cap and set 
screws, 75 per cent off list. 

Picks and Mattocks.—Carbon picks 
and mattocks. 50 per cent off list. 

Hacksaw Blades.—Best grade, 
per cent off list. 


PAINTING MATERIAL.—A substan- 
tial improvement is noted in business. 
Linseed oil has advanced 4c. per gal. 
There is no change in other lines. 


50 





Prices to retailers: 

Ready mixed paints, best grades, 
$3.19 per gal.; lower grades, $2.50; 
white lead, 15%4c. per Ib. in 100-lb. 
lots, 10 per cent less in lots of 500 
Ib. or more and an extra 5 per cent 
less in lots of a ton or more: tur- 
pentine, $1.25 per gal. in barrel lots: 
— oil, $1.15 per gal. in barrel 
ots. 


STOVE PIPE AND ELBOWS.—In 


| keeping with the activity in heating 


Reading matter continued on page 166 
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| a 
Sammy Samoline 
Says 
if you are experiencing © 
any difficulty in securing 


BNE) 4! 


Sammy Samoline 
““‘The World’s Greatest Cleaner’’ 


from your regular jobber, 
send your orders direct to 
us and we will see that they 
are filled promptly. 

























SAMOLINE is not only “The World’s Greatest 
Cleaner’’—Ten years experience has proved it to 
be the fastest selling, biggest profit maker on 
the market. 


Thousands of satisfied customers useSAMOLINE 
for cleaning ALL Painted, Varnished, Enameled, 
Metal and Glass Surfaces; Linoleum, Bath Tubs, 
Marble, Tile, Silverware, Pots, Pans or any Metal 
or Non-Absorbent Material — without injury. 





Samoline Corporation 


1300 FLETCHER STREET 
CHICAGO, ILLINOIS 











166 


equipment in general is a good move- 
ment of stove pipe and elbows. 


HARDWARE AGE 





WINDOW GLASS. is very 
strong and some of the trade are find- 
ing it rather difficult to supply the de- 
mand for all sizes. There is a heavy 
production but distributors find con- 


siderable difficulty in maintaining their | 


stocks. 

strength A 
off list: 
cent off 


Jobbers quote: Single 
and B, 84 and 5 per cent 
double strength A, &6 per 


list; B, S7 per cent off list. 
WIRE 


sales individually are rather small. 


Prices are steady. 


We quote from Pittsburgh jobbers’ 


stocks: 


PRODUCTS.—Sales from job- | 
bers’ stocks are quite steady, although | 


} 
| 
| 
| 


October 29, 1925 


Fence Wire: : 
(per 100 Ib.) Annealed Galvanized 

No. 6 to 9 gage..... $3.09 $3.15 
. 2 eer 3.5 3.50 
ah Mi abe eves ¥en se 3.19 3.56 
dn 6 baxweennd eee? 3.15 3.65 
oS Serr rr Tee 3.25 3.80 
ah WS, - cedectendeewen 3.35 4.00 
ak Se stvbetiensskadd 3.55 4.30 
a Beever: oe 3.75 4.50 

Barbed Wire (per 80-rod spool): 
re Ore ... sss iaeeneenekeds $3.01 
Dt Ce . hsveevcedeuesées-ebew Gee 
Se SD niet cenesveceeanss Ee 
ETOP Cree ee 3.48 
2-point cattle (special).......... 2.28 

Woven wire fence tper 100 rods): 
DM. ,attl dies vientetedeen eee we $39.36 
aaa ere eee 55.20 
eee eee 
COST Peer CTT Te Tee ee 48.85 

Bright nails base per keg, $2.95 te 
$3.00 





We quote polished blue nested 
stove pipe from Pittsburgh ware- 
houses, No. 28 gage, 6 in., $15 per 
100 joints; elbows, $1.48 per dozen. 
Nickeled stove pipe, f-in., Sse. per 
joint: efhiows, T5c. collars, 0c, 

WEATHER STRIP.—There i is brisk de- 
mand: for this line in the effort of 
householders to tighten up houses for 
the winter. Jobbers quote: 

Kconomy metal for windows, 356 x 
36 x $6-in.. $2.30 per set. for doors 36 
x &4-in., $2.40 G.B. felt, $1.60 per 
dozen boxes (10 ft. per box); wood 
and rubber strip, 5c. to 13c. per ft.; 
wood and felt strip, 5c. to 0c. per 
ft.; flexible all rubber, 6c. to 10c. per 
ft.; eushion all felt strips, 3c. to fe. 
per ft. 

. 
,omiIng 
ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, Ark., May, 
1926; L. Biggs, secretary, 815 Southern 


Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION AND Ex- 
HIBITION, Civic Auditorium, San Francisco, 
March 30-31, April 1, 1926; Le Roy Smith 
secretary, 112 Market Street, San Fran- 
cisco. 


CONNECTICUT RETAIL HARDWARE ASSOCIA- 
TION CONVENTION; place not determined; 
Feb. 17, 1926. Henry S. Hitchcock, secre- 
tary, Woodbury. 


HARDWARE ASSOCIATION OF THE CAROLINAS 
CONVENTION, Raleigh, N. C., June §8-9-10, 
1926. A. R. Craig, secretary, 717 Commer- 
cial Bank Building, Charlotte, N. C 


ASSOCIATION 
Hotel Sher- 
1926. Leon 


ILLINOIS RETAIL HARDWARE 
CONVENTION AND EXHIBITION, 
man, Chicago, Feb. 16-17-18, 
D. Nish, secretary, Elgin. 


INDIANA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Indianapolis, 
Ind., Jan. 25-28-27-28-29, 1926 G. 
Sheely, secretary, 911 Meyer- Kiser Build- 
ing, Indianapolis. 


RETAIL HARDWARE ASSOCIATION 
place not determined; Feb. 
1926; A. R. Sale, secretary, 


IOWA 
CONVENTION ; 
9-10-11-12, 
Mason City. 


KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, 
Jefferson County Armory, Jan. 12-13-14-15, 
1926; J. M. Stone, secretary, 200 Republic 
Building, Louisville. 


MICHIGAN RETAIL HARDWARE ASSOCIA- 

TION CONVENTION, Grand Rapids, Mich., 
Feb. 9-10-11-12, 1926: Karl S. Judson, 248 
Morris Avenue, Grand Rapids, Mich., man- 
ager of exhibits; A. J. Scott, secretary, 
Marine City. 
HARDWARE ASSOCIA- 
16-17-18-19, 1926; 
Nicollet Avenue 
Minneapolis. 


MINNESOTA RETAIL 
TION CONVENTION, Feb. 
C. H. Casey, secretary, 
and Twenty-fourth Street, 


Tourist Jug Keeps Food 
in Condition 
The Cannon Oiler Co., Keithsburg, 
Ill., manufacturers of pump oilers, is 
now placing on the market a new prod- 
uct in a gallon tourist jug. The jug, 
called the Cannon Combine Container, 





is made of enameled sheet metal and | 


is well insulated to keep food or liquids 
either hot or cold for several hours. 
The inside container is made in one 
piece with rounded which 
makes it easy to clean. 


corners, 


Reading 


ardware Conventions 


MISSISSIPPI RETAIL HARDWARE & IMPLE- 


MENT ASSOCIATION CONVENTION, Biloxi, 
Miss., June 21-22-23, 1926; Guy Nason, 
secretary, Starkville. 


HARDWARE ASSOCIATION 
CONVENTION AND ee, Hote] Statler, 
St. Louis, Jan. 18-19-20, 1926; F. X. 
Becherer, secretary, 5106 North Broadway, 
St. Louis. 

MONTANA IMPLEMENT 
SOCIATION CONVENTION, 
18-19-20, 1926. A. C. 
treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Jan. 19- 


MISSOURI RETAIL 


& HARDWARE AS- 
Great Falls, Feb. 
Talmage, secretary- 


20-21, 1926. Place of meeting to be 
announced later. W. W. McAllister, secre- 
tary-treasurer, P. O. Box 513, Boulder, 
Colo. 

NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb.. Feb. 2-3-4-5. 1926; convention head- 
quarters, Rome Hotel; exhibition City 
Auditorium: George H. Dietz, secretary, 


414 Little Building, Lincoln. 

NEW ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass., Feb. 22- 
23-24, 1926; George A. Fiel, secretary, 10 
High Street, Boston, Mass. 

NEw YorRK STATE RETAIL HARDWARE AS- 
SOCIATION CONVENTION AND EXPOSITION, 
Rochester, Feb. 9-10-11-12, 1926. Head- 
quarters and session will be held at the 
Hotel Seneca; exposition will be conducted 
at the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse. 

NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND ‘ EXHIBITION, 
Fargo, Feb. 10-11-12, 1926; C. N. Barnes, 
secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVEN- 
TION, Cleveland, Feb. 16-17-18-19, 1926: 
James B. Carson, secretary, 1001 Schwind 
3uilding, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT 


ASSOCIATION AND EXHIBITION, Masonic 
Temple, Oklahoma City, Jan. 26-27-28, 
1926: Chas. L. Unger, secretary-treasurer, 


Oklahoma City. 








matter continued on 
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PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION, INC., CONVENTION 
AND EXHIBITION. Commercial Museum. 
Philadelphia, Pa., Feb. 15-16-17-18-19 1926: 
Sharon E. Jones, secretary, 604 Wesley 
Building, Philadelphia. 


SouTH DAKOTA RETAIL HARDWARBP ASSO- 
CIATION CONVENTION ; place not determined : 
Feb. 23-24-25, 1926: Charles H. Casev. sec- 
retary, Nicollet Avenue and Twenty-fourth 
Street, Minneapolis, Minn. 

SOUTHEASTERN RETAIL HARDWARE AND 


IMPLEMENT ASSOCIATION (composed of Ala- 
Tennessee ) 


bama, Florida, Georgia and 
CONVENTION AND EXHIBITION, Atlanta, Ga.. 
May 10, 11, 12. 1926. Walter Harlan, sec- 
oe Al 701 Grand Theater Building, Atlan- 
ta ra. 


SOUTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION. 
latter part of March. 1926. Headquarters, 
Ambassador Hotel, Los Angeles. : - me 
Boyd, secretarv-treasurer, 618 Hellman 
Bank Building, Los Angeles, Cal. 

TEXAS HARDWARE AND IMPLEMENT ASSO- 
Jan, 19-20- 


CIATION CONVENTION. Dallas. 
21, 1926. Dan Scoates, secretary, College 
Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION. Jefferson 
Hotel, Richmond, Feb. 23-24-25. 1926; Thos 
B. Howell, secretary, 301 E. Grace, Room 
906. Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION 
Kanawha 


CONVENTION AND EXHIBITION. 
Hotel. Charleston. Jan. 19-20-21-22, 1926 
Exhibit at New Armory Building. James 


B. Carson, secreary. 1001 Schwind Build- 
ing, Dayton, Ohio 

WESTERN Real IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION. Kansas 
Mo., Jan. 12-13-14, 1926; headquar- 
Coates House: convention sessions. 
Missouri Theater; H. J. Hodge, secretary. 
Abilene, Kan. 

WISCONSIN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Wis., Feb. 2-3-4-5, 
1926: G. W. Kornely, 1476 Green Bay Ave- 
nue. Milwaukee, Wis., manager of exhibits - 
P. J. Jacobs, secretary, Stevens Point, Wis. 


A large drinking cup with a perma- 
nent handle forms the top of the jug. 
the bail handle of which is so attached 
as to lie flat against the side out of the 
way when not in use. 

The manufacturer claims that it is 
unnecessary to pre-heat or pre-cool the 
container before using and that it is 
approximately 3% pounds lighter than 
similar jugs now on the market. 

Because of its unique qualities, this 
container should appeal to automobil- 
ists, campers, and all lovers of the out- 
of-doors. 
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LAWN MOWERS 


What a 
Man With 
Four Acres 

to Mow 

Thinks 
About the 

Hercules 

























STEEL STUD 


098 tl ——- Caretaker City Park, 

SIDE PLATE Glens Falls, N. Y. 
= | Sept. 21, 1925. 

Blair Manufacturing Company, 

Springfield, Mass. 


Gentlemen: 


I take pleasure in letting you know that I have a Hercules Lawn 
Mower manufactured by your firm. I have used it all summer, cutting 
four acres of grass per week. 


It is the best machine I have ever run, and I take pleasure in showing 
it to my friends. 
Yours truly, 
Harry Parsons 


BLAIR MANUFACTURING CO. 


ESTABLISHED 1879 
SPRINGFIELD, MASS. 


ae 
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HARDWARE AGE 


October 29, 1925 


Cleveland Hardware Sales Are Improving— 


October Sales Ahead of September 


(Cleveland office of HARDWARE AGE) 


ARDWARE business is good with Cleveland jobbers, and al- 
though the September volume was satisfactory, October will 


probably show some gain. 


Sales by Cleveland retailers are 


better than last month. While the demand is still largely for stable 
merchandise, there is some activity in holiday goods and in seasonal 


spring merchandise. 


Sharp reductions from this year’s prices have been made on wire 
cloth and poultry netting for next spring, and jobbers are now tak- 


ing future orders for these goods. 


Present prices have been estab- 


lished on rope for spring delivery and jobbers report a heavy vol- 


ume of rope orders. 


oil cook stoves and on poultry feeders and fountains. 


This year’s prices have been reestablished on 


Another 


sharp advance has been made on tires and tubes and garden hose 


may follow suit. 


Steel fence posts are slightly higher. 


Radio sets 


that were quiet in the early fall are now moving in fair volume. 
Collections show an improvement and are fairly good. 


ALCOHOL. — The cold weather has 
stimulated buying of denatured alcohol, 
although most retailers placed orders 
during the summer when prices were 


8c. lower than at present. 


Cleveland jobbers quote denatured 
alcohol in barrel lots at 58c. per gal. 


AUTOMQBILE TIRES AND ACCES- 
SORIES.—All the leading tire makers 
have made another price advance rang- 
ing from 10 to 20 per cent on casings 
and a straight advance of 20 per cent 
on tubes. The advances on the smaller 
sizes of casings are generally 10 per 
cent. This last advance has been pre- 
dicted for some time by the tire manu- 
facturers who said that another ad- 
vance would have to be made when 
their low price stock of crude rubber 
was used up. It is stated that the rub- 
ber they are using at present was 
bought at about 65c. per Ib. and that 
this supply is about exhausted. The 
volume of business in tires is not ac- 
tive, buying being mostly of a hand-to- 
mouth character. Some activity has 
sprung up recently in tire chain, al- 
though the bulk of the orders was 
placed during the summer and jobbers 
are now making deliveries on these or- 


ders. 
We quote from 
f.o.b. Cleveland: 


jobbers’ stocks 
Millers Falls, No 
145 jacks, $4.75: Reliable jacks, No. 
1, $2.33; No. 2, $3.33 in lots of 12: 
Derf spark plugs, 9%6c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for 
less than 190 and 41c. each for over 
190; Champion regular, 53c. each for 
less than 190, all sizes: 50c. each for 
over 100; Reliable jacks, No. 00, $1; 
No. 1, $1.25: Nos. 2 and 3, $1.75. 


AXES.—Sales are light, as late buying 
is about over. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 
First grade, single hbitted rustless 
handled axes, $19.50 
base per doz.: unhandled, $15.50 per 
doz.: double bitted, handled, $24.50 
per doz.;: double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 Ib. and similar 
advance for each 6 Ib. additional 
weight increase. 





black finished, 

















BATTERIES.—Radio batteries are in 
heavy demand with prices unchanged. 


Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
— packages and $1.40 for small 
ots. 

Eveready B batteries, No. 486, $3.58 
each for unit packages and $3.85 each 
for smaller lots. 

No. 6 ignition type dry cell bat- 
teries, 29c. each. 


BIRD CAGES.—These are in very good 
demand for the holiday trade. Local 
jobbers recently reduced prices. 


Cleveland jobbers quote bird cages 
as follows: 
io. 275, $3 each; No. 274, $2.50 


each: Nos. 25 and 530, $5 each. 
BOLTS AND NUTS.—The demand 
good and prices are firm. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent’ off 


women 


S 


list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
list: small rivets, 65 and 5 per cent 
off list. 


BRUSHES.—Jobbers are taking orders 
for future delivery for the spring trade 
in brushes. Business is fairly good 
and some of the manufacturers state 
that they will be unable to make as 
prompt shipments next spring as they 
did this year. No price changes are 
looked for. 


DUTCH OVENS.—This is an item for 
which jobbers report a good and in- 


creasing demand. 


Cleveland jobbers quote Tite-top 
ovens: 10% in., $2.15; 11% in., $2.55; 
12% in., $2.88; 13% in., $3.45; 14% in. 
$4.15. 

ELECTRIC HEATERS. — These are 
still in fair demand. 

Cleveland jobbers quote Universal 
and Hotpoint heaters at 30 per cent 
off list and Polar Cub heaters at 
$2.95 each 


FENCE POSTS.—Prices on steel fence 


| higher. 


posts have been revised and are slightly 
Jobbers are now taking orders 


for spring delivery. 











Jobbers quote f.o.b. Cleveland: 6-ft. 


posts, $30.05 per hundred; 6'%-ft 
posts, $32.26 per hundred; 7-ft. posts, 
$34.43 per hundred; 7%-ft. posts, 


$36.65 per hundred; 8-ft. posts, $38.83 
per hundred; lic. each less for lots of 
500 or more. 


FURNACE PIPE AND ELBOWS.— 
The demand is slow and prices are un- 


changed. 
Cleveland jobbers quote furnace 
pipe and elbows at 40 per cent off 


list. 
GALVANIZED WARE.— The market 
is steady and prices firm. 

Jobbers quote f.o.b. Cleveland: 

l-bu. galvanized baskets, corru- 
gated, $6.50 per doz.; better grade 
with rope handles, $20 per doz.; pails, 
10-qt., $2.40 per doz.; 12-qt., $2.60 
per doz. ; 14-qt., $2.90 per doz.; 16-qt., 
$3.55 per doz. 

GARDEN HOSE.—tThere is talk of ad- 
vances because of the high price of 
crude rubber. Contracts made by man- 
ufacturers for next season are subject 
to revision or cancellation on unspeci- 
fied portions of orders. Jobbers have 
been ordering quite freely in order to 
avoid the possibility of paying higher 
prices. 

Cleveland jobbers quote %®% in. 
double braided garden hose, 10c. per 
ft. for bale lots; % in., 9%c. per ft., 
and % in., llc. per ft. 

GLASS BAKING WARE. — This con- 
tinues in very satisfactory demand for 
the holiday trade. 


Jobbers quote f.o.b. Cleveland: 


Casseroles, round or oval, 1-at., 
$1.17; 2-qt., $1.33; 2%-qt., $1.66; 
square, $1.50; casserole with fancy 
covers, 35c. hig 
a Plates, S id 50c.; 9-in., 60c.; 
10-in 


67c. 
{Bread Pans, No. 212, 60c.; No. 214, 
Utility Dishes, No. 231, 67c.; No. 

232, $1.17. 
Tea Pots, 2 cups, $1,67; 4 cups, $2; 
6 cups, $2.33. 


GUNS AND AMMUNITION. — These 
continue to move well, sales being at 
least as good as a year ago. 
HANDLES.—The demand at present is 
very light. 

Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer Handies.— 
No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork Handles. 
chucked and bored, XX, 4% ft., $3.75 
per doz.; 5 ft., $4.50 per doz.; bent, 
4% ft., $4.15 per doz.; 5 ft., $5.10 per 
doz.; X bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 

Manure Fork Handles.—Bent XX, 
4 ft., $3.90 per doz.; 4% ft., $4.25 per 
doz.; X, bent, 4 ft., $2.80 per doz.; 
4% ft., $2.90 per doz. 

Garden Hoe Handles.—XX, 4% ft., 
$3.30 per doz.; No. 1, 4% ft., $1.50 
per doz. 

Garden 
$6.25 doz.; 

Shovel 
XX, 4% ft 
$3.75 per doz.; 
doz. 

Spade Handles.—X grade, 
doz. 


Straight, 


Rake Handles.—XX, 6 ft., 
No. 1, $2.65 per doz. 

Handles.—Regular pattern 
, $5.90 per doz.; X, 4% ft., 


D handle, $5.60 per 


$5.40 per 


Reading matter continued on page 170 














October 29, 1925 


You men who know hardware 


SCREEN FACTS 


1 Uniformity. Opal 

zinc-coated wire 
screen cloth is always 
the same. Every roll 
is of full length and 
width, every mesh ac- 
curately sized, every 
wire straight and per- 
fect. Hence Opal cuts 
evenly, may be meas- 
ured accurately and 
gives uniform satisfac- 
tion. 


HARDWARE AGE 





f 


169 





Whether in Convention 
or at your desk 


—appreciate the importance of uni- 
formity in your staple items. ‘This fac- 
tor of quality is one of the reasons why 
most merchants regard Opal as the 
standard zine coated wire screen cloth. 


Other factors of quality are present in 
every roll of Opal. In succeeding an- 
nouncements in this magazine we shall 
remind you of their importance from 
a selling standpoint. 


Made by a company which for 35 years 
has concentrated its experience, skill 
and facilities exclusively on seeking 
perfection in wire screen cloth, which 
it sells exclusively through leading 
wholesalers. 


NEW YORK WIRE CLOTH CO. 


Manufacturers of golden bronze, copper. 
zinc-coated and black enameled screen cloth 
342 MADISON AVE..NEW YORK __ Works ~York.Pa. 
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ICE SKATES.—The demand is fair al- 


though the most of the retail trade has | 


already bought its winter stock. 
Jobbers quote f.o.b. Cleveland: 


Polished, screw clamp skate, S4c.; 
same, nickel plated, $1.19; high car- 
bon runners, $1.62; same, highly fin- 
ished, $3.2 ladies’ skates, polished, 
$1.12: Alumo shoe skates, nickel sil- 
ver finish, $7.25: satin finish, $5.50; 
De Luxe Model, $10; professional 
hockey, $19. 

NAILS AND WIRE. Retailers are 





buying only for early requirements and 
jobbers’ sales are only fair. Prices are 


unchanged. 

Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
ind $2.90 per keg for less than car 
lots 

Jobbers quote as _ follows = from 
stocks: 

Nails.—Less than car lots. $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 Ib.; No. 9 annealed wire. $3 per 
100 Ilb.; cement coated nails, $2.40 per 
100 Ib.; polished fence staples, $3.70 


per 100 Ib.; galvanized fence staples, 
$3.95 per 100 Ib.; miscellaneous nails 
and wire brads, 70 and 10 per cent off 
list. 


Barbed Wire.—80-rod spools, Ly- 
man, 4 point cattle wire, $3.25; same, 


hog wire, $3.50; American special hog 

wire, $2.50. 
OIL COOK STOVES.—Prices that pre- 
vailed this year have been reestab- 
lished for next season and jobbers are 
taking orders for spring shipment. 
PAINTS AND OILS.—The demand has 
quieted down as the fall buying season 
is about over. 

Jobbers quote f.o.b. Cleveland 


Mixed paints, regufar shades, best 
grade, $3.10 per gal. for 1 gal. cans 
Outside white, $3.30 per gal., in 1 
gal. cans. 

Turpentine in bbls., $1.28; less than 
bbl., $1.43 per gal 


Linseed oil in bbls., $1.09; less than 
bbl, $1.25. Boiled, 3c. extra per gal 
White lead, in 100-Ib. kegs, 154 e 
per Ib.: in 50 and 25-lb. kegs, 15%c. 
per Ib.: in 12%-lb. Kegs, 15%,c¢. per 
Ib.: im Of0-Ib. lots, 10 per cent dis- 
count: other prices are net 
POULTRY SUPPLIES. — Jobbers 
taking orders for spring delivery for 
feeders and fountains on which the 
prices for the past season have been 
reestablished. Celluloid leg bands have 
been reduced but aluminum bands are 


unchanged. 


are 


Child’s Sidewalk Cycle 


fecognizing the great danger to 


voung children who use bicycles in the 





“Pioneer” 
NO.-10 


crowded streets, the Gendron Wheel 
(‘o, Toledo, Ohio, offering a new 


is 
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Cleveland jobbers quote celluloid 
leg bands, American size, $3.10 per 
thousand; Mediterranean, $2.85 per 


thousand; aluminum leg bands, $5 per 


thousand. 
POULTRY NETTING AND WIRE 


_CLOTH.—New prices are out on poul- 
| try 


netting and wire cloth for next 
spring and jobbers are now taking or- 
ders. 
cloth have been reduced. This is par- 
ticularly true of galvanized wire cloth 
as manufacturers are trying to get the 


latter grade down to a price that will 


result in the practical disappearance of 


_any demand for the black grade. 


Cleveland jobbers quote poultry 
netting at 50 and 7% per cent off list: 
gralvanized before weaving. 50 and 10 
and 7% per cent off list; wire cloth, 
black, $1.85 per 100 sq. ft.; galva- 
nized, $2.05 to $2.10 per 100 sq. ft. 


RADIO EQUIPMENT.— The demand 


for radio sets, which was rather slow 
early in the fall, has improved mate- 
rially and jobbers report a good vol- 
ume of sales. 


ROLLER SKATES. — The demand is 
only fair. 
We quote from jobbers’ stocks, 


f.o.b. Cleveland: 

Union skates, Nos. 4 and 5, $1.42 
per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 


Cleveland jobbers quote first grade 
Manila rope 25%c. per Ib. at mill and 


26c. per Ib. out of stock; second 
grade, 2c. less: Sisal rope, 18c. from 
mill and 18%c. from stock; second 
grade, 2c. less. 
RUBBER ROOFING.— The demand 
continues quite active. Prices are firm 
and one manufacturer has made ad- 
vances on one or two grades. 

Cleveland jobbers quote rubber 
roofing as follows: 

Cornell, medium weight, $2.19 per 
roll; heavy, $2.49 per roll. 

Adelbert, light weight, $1.52 per 
roll; medium, $1.93 per roll; heavy, 
$2.24 per roll, 

Columbia, light weight, $1.07 per 
roll: medium, $1.35 per roll: heavy, 


$1.56 per roll. 
Vassar, slate 
per roll 


surface roofing. $2.15 


/ 


sidewalk cycle No. 10 intended for use 
of children from six to ten years of 
age. 

It sturdily 
throughout. 

It has a well constructed tubular 
frame with braized joints. The rear 
stays are of heavy flat steel and the 


and carefully built 


Is 


front fork malleable. The hanger 
bracket, fork head and seat post are 
malleable castings. 

Twelve-inch tangent bicycle spoke 


wheels that are ball bearing with 1 in. 
corrugated tires are designed for easy 
riding. The rear wheel has bicycle 
type chain with adjusters for tighten- 
ing—and a parking stand. 

The malleable cast cranks and 
stamped steel sprocket are nickel 
plated. The seat post is seven inches 
in length and is adaptable to the size 
of the child as is the handle bar. The 
coil spring saddle has padded top. 
There are double rubber pedals. It 
finished in nile blue—striped. 


Is 
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Both poultry netting and wire) 


'ROPE.— The prevailing rope prices | 
have been established for spring ship- | 
ment and jobbers are booking a heavy | 
volume of business. 
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slow and 


SHOVELS.—The demand is 
prices are unchanged. 
Cleveland jobbers quote: 
Fourth grade shovels, full 
$10.75 per doz.; less than 
dles, $11 per doz. 
STEEL SHEETS. 
and prices are firm. 
an upward tendency. 


bundles, 
full bun- 





The demand is good 
Mill prices show 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 
Galvanized sheets, 2S gage, $5.10 


per 100 Ib. 
STOVE PIPE AND ELBOWS.—Job- 
bers report a fair volume of business 
in pick-up orders. 


Jobbers quote f.o.b. factory: 


Stove pipe in crates of 25 joints. 
Security blued, 28 wage, 3 in., $3; 
4 in., $3.16; 5 in., $3.37; 6 in., $3.60; 
7 in., $4.20. 

Elbows, Security blued, corrugated, 
28 gage, 3 in., $1.02: 4 in., $1.14: 
5 in., $1.36: 6 in., $1.38; 7 in., $1.88: 


all per doz. 

Coal hods, galvanized, in., $5.25 
per doz. for open models. Same size 
close with funnel, $6.50 per doz. 

Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9.70; 32 in., 
$11.45; same, wood lined, 24 i 
$11.20 per doz.: 26 in., $13.25; = 
$15.50; 30 in., $18, and 33 in., $21.307 
oblong, wood lined, 18 x 24 in., $9.95 
per doz.; 18 x 30 in., $12.50; 20 x 30 
in., $15.10; 24 x 26 in., $16.65; oblong, 
paper lined, 18 x 24 in., $6.45: 18 x 30 
in., $8; 20 x 30 in., $9.45; 24 x 36 in., 
$10.10. 

WINDOW VENTILATORS. — These 
are moving in fair volume. 

Cleveland jobbers quote as follows: 

All metal frame, cloth ventilators, 
Diamond type, No. 1, 11 x 36 in., 
$5.20 per doz.; No. 2, 11 x 39 in., $5.60 
per doz.; No. 5, 11 x 47 in., $6.40 per 
doz. Wooden ventilators, Continental 
tvpe, 9 x 37 in., $4.25 per doz.; 9 x 49 
in., $5.65 per doz.; 15 x 37 in., $5.65; 

15 x 45 in., $7.25. 
WRENCHES.—The demand is fair and 
prices are unchanged. 

Cleveland jobbers quote genuine 
Walworth Stillson wrenches at 70 per 
cent off list for full packages and 65 


17 


and 5 per cent for less than full 
packages. 

Crescent wrenches, single and 4 to 
6 in., $6.08 per doz.; S-in., $7.49 per 
doz.; 10-in., $9.36 per doz.:; 12-in., 
$14.04 per doz.; 15-in., $21.06 per doz.: 
18-in., $30.42 per doz 


Inefficiency of Direct Mail 
Advertising Seen by Heckler 


A very interesting discussion of di- 
rect mail advertising as it appeals to 
the recipient was made by Louis J. 
Heckler, president Heckler Brothers, 
Pittsburgh, Pa., at the meeting of the 
Direct Mail group of the Pittsburgh 
Advertising Club, Oct. 2. 

Mr. Heckler brought to the meeting 
every piece of advertising literature 
received by his company during the 
previous week. He commented upon 
these pieces giving the impressions 
which they made upon him. Mr. Heck- 
ler’s company sells furnaces and stoves 
and while they were at one time deal- 
ers in hardware this line has been dis- 
continued for some time. The impor- 
tant fact brought out by Mr. Heckler 
was the waste of advertising of this 
character, as a very large percentage 
of the literature received was not of 
interest to his company as they do not 
deal in the products advertised. 
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Who Buys CEL O-GLASS) 


The Answer Is EVERYBODY 


CEL-O-GLASS is not a one-man or a one- 
industry material. It has so many uses in the 
home, on the farm, in the factory and every- 
where else that it is rapidly becoming as staple 
as sandpaper or paint. 


And WHY? 


Because CEL-O-GLASS is an _ unbreakable, 
flexible, lightweight, weatherproof material that 
combines the strength and durability of wire 
cloth with the best features of glass. 

Home owners and home builders use CEL-O- 
GLASS for sun porches, storm doors, garage and 
cellar doors and windows and in many places 
where they formerly used glass. 

Farmers and growers use it for poultry house 
fronts and windows because it lets through the 
valuable, health-building Ultra-Violet rays of the 
sun. Also for hotbed sash and coldframes, barn 
doors and windows and dozens of other uses 
where they need enclosures that must be light 
yet weatherproof. 


The uses of CEL-O-GLASS in. industrial 


plants are too numerous to mention. Picture for 
yourself the many places where this unbreakable, 
economical material will replace fragile glass, and 
you will have some idea of why we can hardly ” 
keep up with the demand. 


And WHEN? 


CEL-O-GLASS knows no seasons. It sells all 
year round because everybody uses it. Takes up 
very little room in your stock because it comes 
in rolls. Easy to handle because it cannot break. 


And WHERE? 


Hardware stores the country over are fast rec- 
ognizing the importance of CEL-O-GLASS and 
are adding it to their stock of staples. Easy sales, 
quick turnover and liberal profits all go with 
CEL-O-GLASS. 

National advertising is sending CEL-O-GLASS 
customers.to the hardware trade. Are you ready 
to sell your share of this big-demand material > 
If not, see your jobber at once or write us direct 
for complete details, samples, discounts and 
dealer helps. 


CELLO PRODUCTS INCORPORATED, 21 Spruce St., New York City 





RFG. U. S. PAT. ed F. 


CEL-0-GLASS 
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LETTERS PATENT 


broadly covering the Ace 


have been granted Knife Sharpener, and we 


are now in a position to protect our customers against the flood of in- 
ferior imitations that are on the market. 


The exclusive right to manufacture or sell knife sharpeners of the tilting 
disk type is now vested in the Ace Hardware Manufacturing Corpora- 
tion, and all knife sharpeners of that general type not manufactured by 
said corporation are infringements and will be so treated. 


We would greatly appreciate it if any of our valued business connections 
would furnish us with information concerning anyone attempting to 
market an infringing sharpener. 


Canadian Patent granted May 12th, 1925. 


ACE HARDWARE MFG. CORP. 
Philadelphia - Chicago 


Manufacturers 
of the original 
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The thought of the Extra Sale is one 
of the fundamentals with department 
and chain store and one of the principal 
reasons for their success. It is worth 
further consideration in the hardware 
store, as you will agree when you have 
read Mr. Cassin’s thoughts on _ the 


subject. 


Arewalione of a Culley ilesimim 


The Extra Sale 


By JOHN CASSIN—A Man Who Knows 


HE principal object of the display of “Daily 
Use Merchandise” is to serve as a reminder, 
that often creates the Extra Sale. 

Some people may not like chain store compe- 
tition, yet we acknowledge the merits of their 
good merchandising ideas and the way they are 
carried out. 

As you walk into a United Cigar Store you 
will see a hanging sign reading Toilet Goods; be- 
neath that sign is a suspended shelf about three 
feet long upon which is displayed an assortment 
of shaving soaps, creams, powders and lotions. 
If one thinks about this sign and display he is 
impressed with the fact that the display is made 
in a store with limited space and done in a way 
that attracts without interfering with the display 
of other merchandise. 

The other impression is that the United Cigar 
Stores Company is after the sales of “Daily Use 
Merchandise.” That sign and display is their 
reminder to the thousands of men entering their 
stores. That reminder is their way of going after 
the Extra Sale. They are good merchandisers. 

The thought of the Extra Sale which is one of 
the fundamental thoughts of the department and 
chain stores is one that is worthy of further de- 
velopment in the hardware store. 

Many ways and items of merchandise can be 
used for their purpose—yet I believe placing the 
kinds of merchandise in three classes will sim- 
plify the question even if I don’t include in each 
class all the items that each merchant can de- 
termine for himself can be included. 


Following the lines of least resistance—one 
class would be “Daily Use Merchandise.” Of this 
class I would include from my cutlery stock: 

Safety razor blades 

Shaving soaps and creams 

Moore push pins 

Small kitchen knives—stainless. 

The next class would be new goods—there is 
always something new to your trade—people like 
new goods or new points of information about 
old goods. 

The other class might be designated “Special 
Sale” items and in selecting these items I would 
be inclined to keep in mind another sales idea 
used successfully by chain stores—namely, the 
inducement idea. This thought was profitably 
used by one of our New York City retailers. He 
fixed up a display of shear and scissor sets with- 
out set cases. He has found that the inducement 
idea will sell shear and scissor sets, household 
cutlery sets, shaving sets and merchandise of that 
kind if he doesn’t have to charge for set cases. 
Omitting cases permits of emphasizing the in- 
ducement. These sets were displayed in the fol- 
lowing groups: 
6-in. ladies’ scissors, price each....... 
714-in. bent shears, price each......... 
8-in. straight shears, price each....... 








a lilacs acing te ity @ 0 0:8 
The set of three for.......... 
314-in. embroidery scissors, price each. 
41/4 -in. manicure scissors, price each... 








174 HARDWARE AGE 


514-in. ladies’ scissors, price each..... 





a 


Adjustable buttonhole scissors, price 

Pee ee eee ee eee 
514-in. ladies’ scissors, price each...... 
714-1n. bent shears, price each........ 





BE oon oo etd aw ae ek eae 


One of his best sellers that he uses when- 
ever he hasn’t any other special is the following: 


Stainless Steel 





Kitchen paring knife, price each.......... $0.50 
Kitchen carving knife, price each......... 1.25 
Kitchen bread knife, price each........... 75 
ES $2.50 
Bet OC Ghree TOF ......cvccccsceseces $2.20 


Another kitchen cutlery assortment that has 
proven a good seller is 


Stainless Steel Kitchen Knife—Free 








Kitchen paring knife, price each.......... $0.50 
Kitchen bread knife, price each........... 75 
Kitchen lunch knife, price each.......... 1.00 
Kitchen carving knife, price each......... 1.25 
Dt sesereviwetoedeudkeeuceuneal $3.50 

If bought complete, less price of paring 
a ie bh ala aia ae aan 50 
Complete stainless steel kitchen set....... $3.00 


The safety razor manufacturers who are 
acknowledged keen merchandisers are using this 
inducement idea. I see offered two sets that I 
am told are easy, quick sellers—one set comprises 
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1 Gold plated Gillette razor, retail price... .$1.00 
1 Rubberset shaving brush, -retail price.... 100 
1 Tube ukemco shaving cream, retail price. .35 
EE Se ee E $2.35 
ES ee $1.29 


The other “Inducement Sale’”’ set offered by the 
American .Safety Razor Corporation includes 
either a Gem or Ever Ready razor and is offered 
for $1.28. 

All of these things are expressions of Mer- 
chandising activity—the florist says, “Say it with 
Flowers”; these merchants are applying the idea 
to their own merchandise and offering an induce- 
ment that creates sales. Even in stores crowded 
for space as demonstrated by the United Cigar | 
Stores, space for featuring “Daily Use Merchan- 
dise,” “New Goods” and “Inducement Ideas” can 
be found without interfering with other merchan- 
dise. It would be a good thing if the tops of show 
cases were reserved for these purposes. So much 
ordinary merchandise is being put on top of show 
cases that I often think—what a pity to hide the 
goods in this handsome showcase with the items 
shown on top of the cases—these items find their 
way there mainly because they are packed in dis- 
play containers, but so much merchandise is now 
being packed that way, the retail merchant will 
soon have to discriminate, so he can use that valu- 
able space for displaying merchandise that will 
express his own ideas about how to increase sales. 

When the tops of showcases are used, if at all, 
only merchandise carrying a sales message or 
merchandise that comes under one of the afore- 
mentioned headings should be put there. 

Most good hatchets are handled with well sea- 
soned, selected second growth white hickory. The 
almost universal use of handle wedges has entirely 
eliminated the old complaint about the hatchet 
“flying off the handle.” 


Good Merchandising 


rWNHE sales plan that includes the offer of good 
| merchandise in a way which permits of 

quick, “easy to make” RE-SALES is mighty 
good merchandising. 

Retail merchants deserve merchandise of good 
quality that will resell easily and quickly. They 
don’t want “comebacks” due to poor quality or 
faulty construction. Determined by the cost of 
obtaining and handling as well as by the ease and 
quickness of sale, which permits frequent capital 
turnover, some merchandise can be_ profitably 
handled upon a much smaller margin than is re- 
quired of the average stock. 

During the past six weeks I have seen through- 
out Ohio, Pennsylvania, New York and Michigan 
the products of several cutlery manufacturers 
heing re-sold, readily and easily, by the use of 
good merchandising methods. 

To our way of thinking good merchandising 
includes the elimination of the unnecessary, which 
permits of increased business in the lines concen- 
trated upon. If a merchant’s stocks are clean he 


can take advantage of and use any new and un- 
usual plans or ideas as they come along. Where 
they are used, there is generally an increase in 
sales of other items as well as good sales of the 
new or special items. 

Proven Merit goods offered in new attractive 
ways are certainly good tonics for business. 

It seems to me that during this trip of ten 
weeks over eleven States I have observed a 
very marked tendency toward the elimination 
of useless patterns of cutlery. Manufacturers 
seem to be headed toward concentration upon 
patterns they know or believe they can sell in 
sufficient quantities to permit economical manu- 
facturing and handling. 

Concentration inevitably produces a_ better 
product. The large sale of scout, sportsmen and 
other specific purpose patterns of cutlery conclu- 
sively demonstrates the comparatively quick and 
easy sales possibilities when knives and other 
cutlery items are offered for Specific Purposes. 

So—by all means—classify every possible pat- 


Reading matter continued on page 176 
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Re AR NN RNS ER) ERE EE BRR OVER TWENTY MILLION CONSUMERS ARE 
READING ABOUT LA CROSS 


J. WISS @ SONS COMPANY 

















A quick turnover means more 
business and more profits 


° ; for you 
Inside Store Displays You know that you’re going to sell La Cross Mani- 


cure Sets. You just can’t help it, for they almost 

at e OO a sell themselves. They’re the neatest, niftiest, 
quickest-selling line in the whole field today. 

No wonder! Each set is a little masterpiece in 

+= abe itself. The designs are handsome and distinctive. 


Each set comes in a beautifully lined leather case. 
The workmanship and materials are of the highest. 


Wiss Plush-Covered Show Case Tray 


PORES which do the largest business - There is a set to meet the desires of every cus- 
shears and scissors are those which display tomer and a price to meet every purse. 
the largest variety. 
We have grouped these sets in two assortments. 


All stvles and sizes should be visible, so cus- One costs $42.45 for 14 sets. The other costs $15.85 
for 8 sets. Either makes the handsomest, most 


tomers can make their own selections. | 
profitable manicure set assortment you ever had in 
We can furnish plush covered show case trays your store. Be sure to order one of them today. 


(see illustration) for displaying shears and scis- Fill out the coupon below and join the ranks of 
sors on the shelf of a show case. money-making dealers who handle the La Cross line. 


With each tray is a box divided into compart- SCHNEFEL BROTHERS” NEWARK, N. J. 
ments for containing a small stock. 

ai New York Showrooms 

[here are 3 different trays. One displays 7 © 1270 Broadway at 33rd Street 


trimmers—another, 12 scissors—and the third. 
shows an assortment of 6 scissors and 6 trim- 


mers. 


These fixtures measure 14x11x31% in.—and on 
the shelf of a 6-foot show case there would be 
ee a Uross 


3 trays of trimmers and 2 trays of 


scissors—an assortment of 45 dif- 
NAIL FILES 


ferent patterns. 
Write for details TWEEZERS SCISSORS NIPPERS 
: MANICURE SETS 
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+4 abs : . 

t Please send me Assortment No. 14 of 14 sets, $42.45. : 

WISS S C : Please send me Assortment No. 8 of 8 sets, $15.85. : 

J. & Sons Co. | } | : 
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Established 1848 Newark, N. J. : : 
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tern and item in your cutlery line. Put them in 
their “specific purpose” group.. Doing so will in- 
crease sales, because you and your help will know 
their purpose, and your customers will find it 
easier to purchase. 

Merchandising plans of this kind lead to better 
sales, to sales of better goods, and to sales made 
in a better way, the natural results of concentra- 
tion. The merchandising plans and ideas that 
are producing results for the “comparative few” 
can be extended. The evident interest and co- 
operation of manufacturers plus the coordinated 
efforts of wholesale and retail distributors will 
not only produce increased sales of cutlery, but 
they will increase the average sales price. 
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This question of average sales price is one 
worthy of attention. While there is an increas- 
ing appreciation of the value of cutlery—there 
are yet many storekeepers who do not realize 
that the average sale price of pocket knives 
throughout the United States is more than $1.50 
each. That means that large quantities of knives 
are sold for $1.75, $2.00, $2.50 and up. If it were 
not for these sales by merchants who know the 
value of knives as well, and who also know that 
the public will buy good knives—there would 
not be any 50c., 75c., and $1.00 knives, because 
without the sale of the better knives manufac- 
turers could not afford to make the lower priced 
goods. 








Some Fundamentals of Cutlery Selling 


N central Pennsylvania there is a town of a 
a few more than 8000 people, the center of a 
small manufacturing community and a good 
farming country; in that town are four hardware 
stores, two of which are enjoying a good cutlery 
business, yet one sells more than the other. The 
store that is growing the best and is enjoying 
the most business carries and maintains the 
cutlery stock itemized on this page. 

Included in the patterns of knives grouped 
under the heading of mechanics’ and farmers’ 
knives there are four patterns at price ranging 
from a $1 to $2.25 each, in which the included 
genuine punch blades. These punch blades are 
really tools or full punch blades correctly made. 
They are not the poor imitations that one 
occasionally sees that are nothing but a blade that 
is round on one side and flat on the other. A 
blade of that kind will slit a piece of leather but 
will not punch a hole in it. ‘These blades are 
really tools an dthe mechanics and farmers in- 
stantly recognize that they are high-grade tools 
made for a purpose and service. 

The object of featuring three-blade knives is 
to give to the purchaser, who often does not know 
exactly what he wants, a knife of small size to 
carry in the vest pocket, yet equipped with a ser- 
viceable cutting blade and also equipped with a 
small cutting or pen blade and a real file blade. 
Wherever three-blade knives are offered they find 
a good sale, they make satisfied customers as well 
as giving the merchant the opportunity to make 
a higher priced sale than he would make if he 
did not bring these serviceable knives to the 
attention of the buyer. 

At first glance one would wonder about the 
number of knives grouped under the heading 
“Sportsmen’s Knives.” Yet each of the ten pat- 
terns are knives of a pattern that appeals espe- 
cially to the out-of-doorsman. That they are 
sportsmen’s knives does not mean that the me- 
chanic and farmer does not buy them. They often 
buy sportsmen’s knives, most of which are heavy 
patterns that will serve their purpose as well as 


the heavier patterns of knives made especially for 
mechanics and farmers. For that matter, I be- 
lieve the majority of so-called boy scout pattern 
knives are purchased by out-of-door men. 

After establishing pocket knives as the key- 
stone for his cutlery department our friend gives 
most of his attention to household cutlery. Start- 
ing with four patterns of bread knives ranging 
in price from 25c. to $1 each, three patterns with 
plain edge, one pattern with a serrated edge, two 
lunch knives which are lighter or narrower pat- 
terns of bread knives, one plain edge, the other 
serrated edge. Six patterns of paring knives 
ranging in price from 15c. to $1 each, the 15c. 
knife the good quality carbon steel, the other 
knives better finished, all good quality stainless 
steel, $1 seems rather a high price for a kitchen 
paring knife. Investigation showed this knife to 
be very finely finished, polished stainless steel 
celluloid handle fruit knife selling in sets of a 
half dozen at $6 per set. But our friend found 
that he could sell many of them as highgrade 
paring knives at $1 each. Then came a line of 
butchers’ knives, of which he said there was a 
limited sale to butchers, but a good sale to farmers 
and householders. This line was made up of three 
numbers of carbon steel and one number of stain- 
less steel, each number or pattern being stocked 
in 6, 7, 8 and 10-in. The price basis of the 6-in. 
size ranging from 25c. to 75c., other sizes pro- 
portionately priced. 

With butchers are included two price grades 
of boning and sticking knives to match the price 
grades of butchers’ knives. Next came a small 
attractive line of kitchen carvers. The carbon 
steel knives marked 50c., 65c. and 75c. The stain- 
less steel marked 85c., $1, $1.25. Also three sizes 
of French cook knives, of which he sold a great 
many of the 10-in. size, which indicated a large 
sale to the regular household trade. Professional 
cooks and French chefs use large sizes, mostly 
14 in. There is also included in the household 
cutlery section a small assortment of common 
table knives and forks. 


























October 29, 1925 HARDWARE AGE 177 


Made for the 


HARDWARE MAN ; 
Carving Sets 


The merchant who confines his 
carver sales to newly-weds and 
first buyers is overlooking a big 

| opportunity to sell to the far larger 
| number of families which already 
own and use carving sets. As 
families grow, not only in size but 
in wealth, they outgrow the cut- 
iery and furnishings with which 
they began house-keeping and 
sooner or later are in the market 
for better and more expensive carv- 
ing sets, relegating the old set to 
the kitchen. This is especially true 
now that Stainproof blades are so 


ASSM’T 4100 popular. Nearly every woman 
Price $3.95 who sees one, wants one. 


et aad es ee eae ees eas seat LAMSON & 
finish. INTRODUCTORY OFFER: Try One Box. GOODNOW MFG. Co. 
Shelburne Falls, Mass., U. S. A. 


Eversharp Shear Company ee : 
2000 Knowlton Street Bridgeport, Conn. — ce—36 Warren St. 

















We tell them why 


Our national advertising is telling your cus- 
tomers why they should use the Gillette 
Safety Razor and Gillette Blades. 


You tell them where 


The hardware dealer who wants to sell 
Gillette Razors needs only tell his customers 
where they may buy them. This is easily 
done with Gillette Window Displays. 


Take your choice of these displays. Clip this coupon. 























No. 1T Display No. 2T Display | No. 3T Display | No. 4T Display |No. 5T Display | No. 20T Display | No. 25T Display 

Featuring the Featuring the Featuring the Featuring the Featuring the Featuring the Featuring the 
$5.00 $1.00 $1.00 $1.00 Gillette Cigarette 

New Improved Shawmut Gillette Gillette Copley Beacon Safety Razor Gillette Set 

Gillette Safety Razor College Set Gillette Set Gillette Set for Women on 

Check here | Check here Check here Check here Check here Check here Check here 
Ee ee ee ERE en ae I il Bh ee ale y ay og ba eee ae 
OO a REE ee ee ead da geal IS i one 1h ok Be Oa a ead 6 ace eee ee 





GILLETTE SAFETY RAZOR CO., Advertising Dept. BOSTON, U. S. A. 
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rubbing and the surface left clean and ! each in 6-foot with folding hook. 


Furniture Polish Has Unique = "¥°?" 
pveautifully polished with a high, dry, The display box is of extra heavy 


4 . as ° > . 3 . 
Feature and lasting lustre. It comes in several | cardboard in attractive colors. It has 
sizes, slide container and easel back, and 1s 


A furniture polish that leaves in its 
ee practically theft proof. It is most 


compact, 9% x 8% x 1% in. It carries 
Spring Joint Rule directly below each rule its length. 
and affords space for inserting the re- 
tail price. There is no extra charge fur 
this display, it being furnished at the 
dozen spring joint wood rules is being | regular price of the one dozen rules it 
carries. 
The assortment is packed in in- 
dividual outer box, and it is ready for 
display as soon as unpacked. Its 
weight is 3% lbs. It is a very attrac- 
tive proposition for increasing sales. 


trail the fragrance of flowers rathe) 
than the odor of oils must needs rec- 
ommend itself to the hardware deale) 


Assortment 


A unique display assortment of one 








Ir GEHIN FOLDING 





FOR 


Furniture 
Woodwork 





Floors 


J Automobiles; | Bs 
; Pianos | okay 
“NY Renew’ ng all mops af 

Cieans Dusts © Polish - 


Polishes 


i-is 'z 
and Beaulif Furniture <2 
ZZ 


fF 
5° 
Mh 
= 
* Bouquil —— “i 
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Radio Catalog Is Issued by 
Phillip Gross 


The Phillip Gross Hardware « 
Supply Co., Milwaukee, Wis., has is 
sued a radio catalog covering the lines 
which they are distributing in a whole- 
sale way throughout the State. H. P. 
dadings te Valent aad to tele the ook i, acini miriam ealiitaiaaliea italia | Mueller of the Automotive Equipment 

aa — & Radio Department of the company 
retain its natural color and beauty. eled rules, one of each color in 4-foot, reports that the radio sales have been 
The results are obtained without hard’ two of each in 5 and 6-foot, and one of abundantly successful. 


harp Gift Set @Lie 


: f lit "86-A-MINUTE 
tainless hide Soke ROTATING COOKIE CUTTER 


























and housewife. The Bouquet-Brownson 
Company, Inc., St. Paul, Minn., is mar- 
keting this unique product. It is said 
to bring the desired soft glow to ma-_ offered to the trade by The Lufkin 
hogany, to make clear the beautiful Rule Co., Saginaw, Mich. 




















The detachable, separate 
blades are so hung from the 
handle that they slide inte 
place as cutter turns, giving 
it such quick action it is a 
pleasure to use it, 

Housewives use it and 
delightedly recommend it 
and buy it for gifts to others. 

Leading stores are having 





vs Dove.e 
LeocKed 








PURE 
Setter Avuminum 
HANDLE 























wis . 1 s PS... 
NO RIVETS TO LOOSEN BLADES DETACHED eens 
—NO WOOD TO CRACK Order a sample dozen from your jobber 
or direct from this company 
No. G-3500 AMERICAN CUTTER COMPANY 
“Never-Stain” Gift Set 7 . : 
ever- Stain I 49 Oneida St. Milwaukee, Wis. 
6 most useful Kitchen 
Pools. all Stainless Steel SHOE SLOYD 
Blades that are sharp and Shhh. K N I V E S RUBBET 
>= AP . PRUNING RUBBER 
will hold a KEEN cutting PAPER - PATTERN 
‘dge. Fitted with patented HANGERS’ Bene for Cetetogue MAKERS’ 
_ Paper Hangers’ Knife 
cork-filled sheet aluminum SL eee 
handles. / $a “SHARE 
8 inch Slicer or Meat | 
Knife. a 
\ . Robert Murphy's Sons Co.. 


7 inch Spatula. 

5% inch Lunch Knife. 

3% inch Grape Fruit 
Knife. 

3%4 inch Paring Knife. 


Aver, Mass. 














PRIEST’S CLIPPERS 
have been the standard 


The Ontario Knife Co. | | s2e22:" 


FRANKLINVILLE, N. Y. American Shearer Mfg.Company 
Nashua, N. H. 
































October 29, 1925 


Additions to the Sandusky 
Tool Co.’s Line 


| 
| 


Important additions made to the, 


lines carried by the Sandusky 
Co., Sandusky, Ohio, include semi-steel 
bench planes, hoes and forged products. 
The “Sandusky” semi-steel bench plane 
is constructed with an improved ad- 
justing mechanism which has elimi- 
nated many of the trouble making 
parts and lightened the weight of the 
plane, which makes it less fatiguing to 
operate for long periods. 

It is equipped with the heavy plane 
iron or cutter that has been this com- 
pany’s standard for nearly 60 years. 
It is said to take and retain a finer 
cutting edge than a thin cutter and 
to wear indefinitely with no possibility 
of spring or chatter. The cap is so 
constructed as to make the cutter a 
double iron and the distance of the cap 
from the cutting edge is automatically 


Tool | 











adjusted by regulating the depth of the | 


cut. The cut is regulated by loosening 


the retaining nut and then raising or | 


lowering the iron or cutter to the de- 
sired position. The retaining nut is 
capable of holding the cutter so rigidly 
that it is said the plane may be used 


against the hardest woods for hours | 
without disturbing the adjustment or | 


depth of the cut. The body is made 
of fine textured semi-steel, 
polished on the sides and bottom and 
with the upper portion painted with 
dark blue enamel. The handles and 


knobs are of hardwood, stained and | 
varnished to blend with the rest of 


the plane. 

New hoes are also being brought out 
by the company. These are of two 
kinds, the eye hoe and the shank hoe, 
called the “Hercules.” This company 
claims to have been the originator of 
eye hoes with the eye and blade forged 
in one piece. Both the eye hoes and 
the shank hoes are forged from one 
single piece of high-carbon’ spring 
steel which argues for their strength 
and durability. 

The new products comprise all the 
various types of straight, and curved 
blade with the different shaped blade 
required by the specific purpose for 
which they are intended. They are 
said to take and retain a sharp cutting 
edge that will withstand sandy 
gravelly soils. 


of heavy, first quality, white ash, high- | 


ly polished and waxed. 

Bright. attractive labels are on each 
hoe. There are also “Two-Way” 
garden hoes, sidewalk cleaners, ma- 
chetes and ice cleavers. 


Beck & Co. Add Line of Mops 
in Several Varieties 


William Beck & Co., 2101 E. Oliver 
Street, Baltimore, Md., manufacturers 


of brooms and brushes for 52 years, | 
| duction departments so that each would | 


have a better understanding of the | w 
| sociation, of which he is president. 


announces it will add to its line mops 
which will be manufactured in several 
varieties. 


brightly | 





‘ 
; 


a 


| 


and | 
The handles are made | 
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New Checking Floor Hinge | 


| checked door, 


for Double Acting Door 


A double acting hinge 
check combined that will 
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in either direction as easily as an un- 
but the return to the 


' central position is so controlled that 
| the door closes gently and quietly with- 


and door | 
effectively | 


control the action of a double acting | 
door, has recently been placed on the. 
market by the Shelby Spring Hinge | 


Co., Shelby, Ohio. 
checking hinge intended for 


It is a practical | 
double | 


acting doors between dining room and | 


pantry or wherever swinging doors 


are used. 


Its construction is simple and con- | 


sists of a few working parts that con- 
stantly work in oil which are contained 







STEEL POST 





PACKING WASHER 
tro Te -~ ir 


ATTACHING ARM 





out swinging to and fro. 

It is said perfect alignment can be 
obtained by merely loosening the screw 
on one side of the door and tightening 
the one on the opposite side. These 
screws are the only hardware shown 
on the door. 

A specially designed cam operates 
the plunger through three large 
hardened roller bearings in the steel 
connecting rod. The heavy compres- 
sion type spring is made from the best 
grade of oil tempered spring steel and 


THe SHecpy Douste AcTING 
CHECKING FLOOR HINGE. 


TOP GF BOOR 


WASHER 






ALIGNMENT SCREW 


BOTTOM OF DOOR 


FLOOR LINE 











; } 
CAM | SFRING 


j 
HARDENED ROLLER 


HARDENED ROLLER 


SHELBY OHIO 
in an oilproof case concealed beneath 
the floor. A piston provided with a 
ball check valve operates in an oil- 
filled cylinder. As the door is opened 





j 
Pi STON 


THE SHELBY SPRING HINGE Co. 


the piston moves toward the open end | 
of the cylinder, permitting the passage | 
of oil from the chamber into the cylin- | 


der in the rear of piston. 


On the) 


return movement of the piston, effected | 


by the closing of the door under action 
of the spring, the closing is retarded 
by the slow escape of oil from the end 
of the cylinder. A needle valve ex- 
tending through the floor plate, re- 
gulates the size of the port and deter- 
mines the speed at which the door 
closes. It permits the door to swing 


P. & L. Production Club 
Holds Annual Dinner 


The P. & L. Production Club of Pratt | 


& Lambert, Inc., Buffalo, N. Y., held its 


annual dinner at the Buffalo Athletic | 


Club in that city Oct. 8. J. H. Me- 


Nulty, president of Pratt & Lambert, | 


Inc., made the principal address. 


He | 


told how no one in the organization | 


was permitted to write a critical letter 
to salesmen, and should it be necessary 
te remedy any situation concerning a 
salesman the firm would request him 
to return to the home office for a con- 
ference. This plan, he said, helped 


preserve the morale of the organiza- | 


tion. 


The P. & L. Production Club | 


was formed as a means of bringing | 


together the heads of the various pro- 


other’s problems and developments. 


PACKING NuT 


EED ADJUSTMENT 


Ott RETURN TUBE 


PISTON PIN 
BALL VALVE 





Crecnine HINGE APPLIED To DOOR 


the bore of the cylinder allows ample 
checking capacity. 

It has a positive hold open feature 
which holds the door at an angle of 
90 degrees. It can also be furnished 
non-hold open or hold open on one 
side only. 

A cast floor box or cement case must 


be used when hinge is to be set in 
masonry floors. 

The floor plate, made of brass or 
bronze metal finished to match any 
builders’ hardware is 4% x 9 in. 
Depth without case 2% in., with 


cement case 3 In. 
It is furnished with 
signed pivot and socket. 


specially de- 


A. D. Graves, vice-president and 
general manager, spoke on the relations 
between the laboratory and sales de- 
partments. W. R. Fuller, technical di- 
rector, spoke on the saving effected 
through research. F. W. Robinson, 
vice-president and general superinten- 
dent of the company, was toastmaster. 
E. W. Farmer outlined the develop- 
ments that had occurred in lacquer 
making during the past year, and R. J. 
Hora, retiring president of the Pro- 
duction Club, spoke of its achievements 
and plans. 

Vice-Presidents J. B. Bouck, Jr., 
manager of the New York office, and 
J. E. Welter, manager of the Chicago 
office, made short addresses, followed 
Ly R. C. Stark, production superinten- 
dent, who spoke on safety methods. 
W. T. Leighton made his report on the 
P. & L. Emnloyees and Benevolent As- 
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The Feller That Reads 
the Ads 


When you see a feller that’s always rushed— 
Yet always has time to read 

The ads in his business magazine— 
He’s just puttin’ on more speed. 

He may slack up for a minute or two 
To study the latest fads ; 

But it puts him hep an’ it gives him pep— 
The feller that reads the ads. 


Oh, it’s nice to read all the inside dope 
That the gilt-edged-salesmen spiel, 
An’ it’s great to read all the good advice 
From the managers at the “wheel” 
Of this or that; but the feller that wins 
An’ piles up his coin in scads, 
Is the one that knows where the real thing grows— 
The feller that reads the ads. 


Some fellers complain of the space they take, 
“Far too many ads,” they say; 
“More readin’ matter” is what they want; 
“Tt ain’t for the ads they pay!” 
But if they’d just browse around a bit, 
Take a hint from the wised up lads, 
They'd soon. shake hands with the chap that lands— 
The feller that reads the ads. 


When you see a feller that’s always rushed— 
Yet always has time to read 
The ads in his business magazine— 
He’s just puttin’ on more speed! 
An’ if you'll read the ads in your own trade news, 
Keep in touch with the new doo-dads, 
You'll very soon see that it pays to be— 
The feller that reads the ads!—Waulliam Ludlum. 


Again our rhyming reader, Mr. Ludlum, breaks into 
print impelled by the exuberance of his desire to make 
his years of successful hardware experience valuable 
to his fellow hardware men. Check up for yourself 
the wealth of selling suggestions offered you by manu- 
facturers of the merchandise you sell or may sell prof- 
itably. Note, for instance, the following: 


Are Dealers’ Profits Affected by the Manu- 


facturers’ Sales Plan?................ 23 
Some Milk Can Details for the Salesman... 25 
A New Quick Drying Lacquer............ 32 
Some Sales Points for Hose Nozzles........ 37 
Construction Details for the Sidewalk Cycle 38 
A Display That Sells Levels............. 42 
The Latent Demand for Paint............ 44. 
How About Your Stock of Storm Sash Hard- 

tt cccendaet hed 06 aun tee aeaeasnet 45 
Something New in Parlor Heaters......... 52 
Is There a Difference in Sash Cord?....... 53 
How Can You Tell Good Rope?.......... 92 
[ron Fence Profits Without Stock Investment 196 
A Tip From the Home Work Shop........ 207 


Selling Skate Sharpeners to Skaters....... 19 
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Random Thoughts 


(Continued from page 138 H) 


Let me illustrate: Of course it is all right when 
a Western customer and his wife come to New 
York to take them to a club for dinner and after- 
ward to the theater. So far, so good, but this 
sales manager is not satisfied with that. He must 
send the wife $10 worth of roses in the afternoon, 
take them to the dinner, the theater and im- 
mediately after the theater, he suggests a little 
supper at some dancing cabaret. After that, if 
they would allow him to, he would hire an auto- 
mobile and motor out for breakfast at some 
country club. You see, that is his state of mind— 
‘how much money can I spend on my customers?’ 
When it comes to selling goods, he is always figur- 
ing if he can not make a special rebate by a 
credit memorandum. Of course he is a splendid, 
generous, whole-souled fellow. Everybody loves 
him. I love him. Nevertheless, if he ran this 
business, he would bust us wide open.” 
a * so 


“Yes’’—I replied—‘“the state of mind does have 
a lot to do with business. A year or two ago I 
promoted an employee, making him the head of 
the department. He constantly wishes to raise 
salaries in his department. He allows an em- 
ployee all kinds of privileges. Since he took 
charge of the department, the cost of handling 
the business has increased and the efficiency has 
declined. Now I made a study of this department 
head and I came to the conclusion that the trouble 
with him was incurable. He could not get the 
employer's state of mind. He was running the 
department with the state of mind of an employee. 
Do you get the point? He thought constantly, 
not of the interests of the business, not of con- 
ducting his department at a lower cost, but al- 
ways of what he could do for the employees in 
his department. He was just like your sales 
manager, only in another way. Your sales man- 
ager wished to give everything to the customer 
while the department manager wished to give 
everything to the employees. Your sales man- 
ager never thought of his cost of selling and this 
department head never thought seriously about 
his cost of production. Somebody, after all, must 
occasionally think about the interests of the 
house! In the future, as business becomes more 
highly specialized, no man will be given a job 
without a careful study as to whether his state 
of mind fits him for the particular job. 

a ” > 


If oil-burning furnaces are to become a popular 
thing, look out for your stocks of furnace scoops, 
coal shovels, ash cans and ash sifters. The oil 
burners are coming! 

* ™ * 


Yes, I read the President’s speech on intoler- 
ance. It was a good speech. It was timely. A 
night or two before, I went to a banquet at The 
Lotos Club given to certain gentlemen connected 
with the Irish Free State. When we arrived at 
the club, we were passed up the steps through a 
double line of policemen. It happened that we 
left early. When we went to the entrance of the 
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club, the platoon of policemen were still lined up 
there. In front of the club was also an armored 
car with armed guards. Back of the line of 
policemen were Republican Irish men and Irish 
women with banners. They had a good collection 
of rotten eggs and decayed vegetables. They were 
all ready, waiting for the Free State Irish heroes 
to come out! Fortunately, my friend and myself 
were not mistaken for General Mulcahy and his 
friends! Our car was parked about a block away. E 
The police captain inquired if we wished a police- 3 ) 
man to escort us to our car. No, we decided to 
take a chance! We stepped through the line of 
policemen and we were not molested by our Re- 
publican Irish friends. Isn’t it strange to think 
that such things can happen in the United States 
of America in 1925? Two Irish factions ready 
to murder each other in front of one of the lead- 
ing clubs of New York and only prevented from 
doing so by a platoon of police and an armored 


ear! 
ok * a 


Some things are irritating but they are funny. 
Recently I had occasion to develop an advertising 
idea. A retail dealer was supposed to be drown- 
ing in an ocean of red. He was to have his hands 
uplifted, trying to catch a life preserver attached 
to a life line. The caption of the advertisement 
was: “Pull Yourself Out of the Red with the XX 
Line.”” Pretty good idea, I thought. The adver- 
tising agent called on me and I outlined the plan 


of the drawing. 
K * * 


Now I have the drawing before me. Allow 
me to describe it. The ocean of red looks like 
a section of a cross-cut saw laid across the bottom 
of the advertisement. The line of little waves 
looks like the teeth of the saw. Back of this stage 
ocean is a well-drawn, smiling gentleman with esas 
his head and shoulders standing clear out of the I’m glad I put 
water. Both arms are stretched up in the air ° ° 9 
reaching for the life preserver. From his ex- im refrigerators 
pression, one would suppose he was delighted to 
be drowning! The hair of the gentleman in the 
red is nicely parted and slicked down evidently 
with some of this modern hair-stay stuff. In- 


said a hardware dealer. “For years 
[ wouldn’t handle them, and when 
customers asked for refrigerators I'd 
send them down the street to a com- 


stead of drowning in the ocean, he must be stand- _ ; 
. : “a petitor. Think of all the profits | 
ing on solid bottom; otherwise, he could not hold hae. | F008 ts ee Chalieen te 4 
his position in the water with his head, neck and sie nae anil Dine Men tlle alee 
shoulders up in the air. Anybody who knows steady business ever since.” 
anything about swimming knows that you can 

not hold both arms out of the water and keep Send for catalog 

your head and shoulders up at the same time. 

It just can’t be done; yet, this artist has Succeeded . 

athe : ‘ ? : " o Write your jobber or us 
in accomplishing the impossible. Then—you will \e ia a ane oon 
hardly believe it—but the drowning man has a ) Challenge line in Hard- 


ware Buyers Catalog and 


nice standing collar which must be made of cellu- 
Directory. 


loid because the water has not affected it in the 
slightest. The coat sleeves on his outstretched 


arms are not dripping with water. They are CHALLENGE 
nicely pressed. They are not even wet. How- REFRIGERATOR CO. 
ever, to cap the climax, he is wearing a perfectly Rtebteet 1ag0 

good pair of nicely laundered, stiff cuffs. There a 


is not the slightest sign of moisture on these 
cuffs. His hands are well drawn and reach out 
with his fingers extended, but there is not a drop 
of red water dripping from his hands. This 
drowning man was as dry as a fried herring! 
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Coup Steer 





We make the 
following well- 
known brands of 


shovels, namely, 
“Ingersoll Spe- 
cial,” “Indiana,” 
“Imperial,” “New 
Castle,” “Tro- 
jan,” ‘“Matchit,” 
a shovel for 
every purpose 
and at varying 


prices. 





What’s the 
difference in 
shovels. 


Shovels are made of 
steel blades and ash 
handles. Any one 
can fabricate steel 
into shovel form but 
few have had the 
experience which 
has come to us from 
“rolling our own 
steel.”’ 


This we do. The 
leading farm imple- 
ment manufacturers 
in the world buy our 
steel to turn into 
their own manufac- 
tured _. products. 
This is a guarantee 
of quality for it as- 
sures the great dura- 
bility of our own 
X-tra Quality 
Shovels. 


Indiana Rolling 
Mill Steel has the 
same reputation in 
its field as does 
Crucible or Armco 
Iron in their fields. 
It's a particular rea- 
son why you should 
specify Indiana 
X-tra Quality 
Shovels if you want 
a guarantee of firm 
quality. 

Look for (X) this 
trademark on the strap 


or cylinder of every 
shovel. 


INDIANA ROLLING 
MILL CO. 
New Castle, Indiana 


Affiliated with 
Galesburg Coulter-Disc Co. 
Galesburg, Ill. 
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This cartoon is all well drawn, but I can not 
help wondering what the artist was thinking 
about when he drew the picture. Technically, 
his work was perfect but from the standpoint of 
emphasizing an idea, it was absurd and impos- 
sible. The chances are this artist never thought. 
When he drew the picture, he was simply doing 
the day’s work without the slightest effort to 
figure out what the picture was all about. I write 
about this because a lot of work of this kind is 
being done—work by well-trained people, that is, 
well-trained technically, who work with an utter 
absence of thought. 


% * a 


In my mail today comes an advertisement from 
a daily paper in St. Louis. Right across the pic- 
ture of a large new building is the following: 
“ST. LOUIS—IN THE MIDST OF A BUILD- 
ING BOOM SUCH AS SHE HAS NEVER HAD.” 
Now, doesn’t that jar you? Stop and think of an 
ad like this being sent out by an important daily 
paper. All of us feel sorry that St. Louis has 
never before had a building boom! This reminds 
me of an old friend of mine, a shoe manufacturer 
in St. Louis, who got out an advertisement read- 
ing: “STAR BRAND SHOES ARE BETTER.” 
That was a fine ad but several dealers wrote in 
—‘*‘We have seen your ad. We are delighted. It 
is about time your brand of shoes were better!” 

Once I sent out a circular letter asking dealers 
for advice as to the handling of their mail orders. 
From Arkansas I received the following answer: 
“Your circular letter received. We are sorry for 
you. We can not help. We do not know any- 
thing about the hardware business, either!” Ho, 


hum; ho, hum! 
* * 4 


Since dictating the above, I have met several 
hardware men who have drifted to New York 
after the convention from Atlantic City. They all 
tell me that in a certain set I have become very 
unpopular, but they assure me that this conven- 
tion was almost as dry as the Desert of Sahara— 
not quite, but almost! Every good cause must 


have its martyrs! 
* * as * * 








Thoughts for Today 


Haven’t you seen men who would develop 
wonderful enthusiasm over the effort to prove 
that a certain make of car, a certain brand of 
tobacco, a certain political candidate, was the 
best ever; but who sank to deadly apathy as soon 
as the conversation settled down to a matter of 
discussing the merits of an oil heater? 


* * * * * 


Little Jack Horner 
Sat in the corner, 
Smoking a cigarette. 
The other boys worked, 
But Jack only shirked, 
And said, “Im the biggest fool yet.” 
—Hardware Mother Goose 
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Cost Words 


By William Ludlum 


My folks on Cross Words have gone daft— 
Each evening, when we’ve dined, 

With pad and pencil, puzzle crazed 
My wife and kids you’ll find; 

But Cross Words have not caught me—yet; 
Their use I cannot see; 

The “overhead” has got my goat— 
It’s Cost Words puzzle me. 


While others search through baffling heaps 
Of papers all about 
For words they seldom ever find, 
I never am in doubt. 
I know the words that puzzle me, 
And while they are intent 
On trailing words of no account— 
I dig for “heat” and “rent.” 


I sweat for “cartage” and “express,” 
And “freight” and “postage,’’ too, 
And wonder where the “cash” will grow 
For “taxes” that are due; 

I think of “notes” and “interest” and 
“TInsurance’”—and I’m blest! 

If I don’t have enough of words 
Without much further quest. 


I think of “I. O. U.’s” denied, 
Of “promises” unfilled; 
Of “wages” and the deadly drain 
Of “merchandise’—unbilled ; 
Of “waste,” of “tardiness,” of ‘“‘sloth’— 
All words in which I see 
The problem of the “overhead’— 
It’s COST WORDS—puzzle me! 





Keeping Abreast 


At a recent convention of the 
National Association of Credit 
Men, held in Atlantic City, its 
Board of Directors came _ out 
fairly and squarely for a more 
thorough reading and study of 
the business publications which 
are representative in each field. 

“The rush of modern business,” 
says the report in_ question, 
“leaves ordinarily time enough in the daily program 
for only superficial reading. What is missed thereby 
that is of practical use in the broadening of our ability. 
We cannot be superficial in our reading without sacri- 
ficing the broad knowledge that gives endurance to 
our efforts and helps in the saving of mistakes. Now 
the conviction is strong that careful reading is a neces- 
sary element in the building of skill for any kind of 
business or professional occupation.” 

It is true beyond any measure of doubt that if the 
business publications of our country should suspend, 
an almost irreparable blow would be given to many 
industries. The time has long since passed when it 
need be said that these publications deserve financial 
support because of loyalty to their several industries 
respectively. Today the shoe is on the other foot; 
and the business man—particularly the merchandiser 
or the salesperson—who does not carefully pick out 
of the business papers of his industry the articles and 
items which can be of immediate and personal use and 
advantage to him, is doing himself, not the publica- 
tion, a great injustice. 
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A Shaving Help for 
“Every Man” 


Here it is—The new champion of 
speedy selling novelties. 


Kling Klip is just the article 
that men have wanted for years 
—a simple but efficient suction- 
clip that holds to any smooth 
or polished surface—at home, 
on the Pullman, anywhere. It 
prevents the brush from tumb- 
ling and rolling—keeps it clean, 
lengthens its ,life, and makes 
shaving easier. 


There is a liberal profit on every 
sale—and no limit to rapid turn- 
over at 25c each. 

Send now for handy self-selling-display 
carton—takes up but a few square 
inches on your counter, holding one 
dozen Kling Klips, packed in individual 
boxes. Wholesale price, $1.50 per 


dozen. 


A.K. TROUT CO., INC. 
Dept. X 

342 Madison Ave., 
New York 
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Unique Scissor-Like Can 
Opener 


With a view to furnishing the trade 
with a can opener of easy and sanitary 
operation the Illinois Sales Co., 332 
So. La Salle Street, Chicago, IIl., is 
manufacturing a product called the 
Kan Eater. It is constructed on the 
principle of a pair of scissors and oper- 
ates in the same manner, requiring 
little pressure. No rough, dangerous 
edges are left as the top of the can is 
completely cut off and the edge laid 





flatly against the side of the can. The 
manufacturer claims a child may use 
it with safety. The small blade is 
placed under the bead on the outside 
of the can and the large blade at the 
joining of the top with the side and the 
cutting begins and continues as with 
ordinary scissors. It is made of pure. 
high test, rust-proof aluminum with 
blades of the finest tempered steel. 

It is being distributed by Norma 
Paxton, 32 Warren Street, New York 
City. 


Display for Yale Padlocks 

An attractive counter display for 
the No. 324 Hermatic Padlocks, “the 
padlock the size of a watch” is being 
offered by the Yale & Towne Mfg. Co., 
Stamford, Conn. It is known as the 
H8 and carries ten padlocks packed in 
small individual boxes. 
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The cardboard box container is neat 
and compact. 
and the slipping of the cover into posi- 
tion to act as a tray and turning the 
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include radio vise No. 22 and steel 
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It requires only opening | 


easel out at the back to support the | 


container in an upright position. The 


display is now ready with its outspoken 


appeal to the customer. 


New Vises of the E. C. 


Stearns Co. 


E. C. Stearns & Co., Syracuse, N. Y.., 
is marketing three new products which 





Reading matter continued on page 144 
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folding saw vises No. 501 and 502. 
The radio vise is constructed to be 
especially adaptable for radio work, 
but will be found convenient also for 
all kinds of small work. It requires 
very little space. Width of jaws is 1% 
in. with an opening of 1% in. and an 





over all length of 4% in. and over all 
width 2% in. The finish is in royal 
blue enamel. 


They are packed '3 dozen in a paste- | 


board box with a weight of 1% Ib. 


each. 








| 
| 


The folding steel saw vise 501 is | 


made of channel steel. The loops on 
the ends are built high enough to per- 
mit the setting of saws with any make 
of saw set. A 





end holds the saw firmly in place while 
the facing of the front jaw with rub- 
ber is designed to prevent vibration. 
It is finished in black japan, baked on. 
The length of the jaws is 11% in. 

No. 502 is made without the rubber 
jaws. 

They are packed 1/6 dozen in a box 
with a weight of 1% lb. 





Easy Control Feature of New 


Rolls Racer 


The Rolls Racer illustrated here is 
described by the manufacturer, Lewis 
Kk. Myers & Company, Valparaiso, Ind., 
as “the Rolls Royce of the Sidewalk.” 

The body is of clear maple trimmed 


in cardinal, royal blue, and natural 


thumb screw at each | 


the 
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wood finish according to the type of 
coaster. 

The construction is steady. Axles 
are %-in. solid steel bars. The body is 
braced fore and aft with steel rods 
and the wheels are steel disk type with 
full sized rubber tires. Wheels are on 
roller bearings. Split pins are used in 
place of nuts. A _ nickeled steel hub 
cap gives the necessary trim to the 
wheels. 

The joy-stick control is arranged to 
come back parallel to the bottom of the 
wagon giving the youngster control of 
the coaster at all times. When the 
stick is released it cannot fall forward 
far enough to touch the ground and 
consequently most of the danger of 
accidental breakage is eliminated. 

The front wheels swing on an arc of 
approximately 110 deg. which allows 
for turning on the sharpest curve. The 
coaster is equipped with a small tool 
box which can also be used for carry- 
ing lunches, books or items in which 
the boy is interested. 





Husky Self-Contained Car- 
Owner Set 


“Husky No. 55 Handy Ratchet Set” 
is the way the Husky Wrench Co., Mil- 
waukee, Wis., with export office, 280 
Broadway, New York City, is helping 
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motorist solve the problem of 
carrying necessary tools conveniently. 


It is highly nickel plated and comes in 


|Christmas wrapping if desired, with a 


view to providing a practical gift. 
Six sockets from % in. to % in. Hex 


_and one 7 in. extension slipped into the 





hollow handle of a 9 in. long ratchet. 
This makes a compact and fully self- 
contained car-owner tool, which can be 
easily slipped into the side pocket of 
any car. It is made of selected steel 
and carefully hardened. The ratchet 


is of durable construction and reverses 
by means of a push-thru plug. Six 
sets are packed in a handsome display 
box for dealers. 
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Stearns “Pistol Grip” Saw Set | ‘ 


with Oscillating Plunger 


Patented April 8, 1924 





This is the only Saw Set on the market having an oscil- 
lating plunger which enables the user to set the plunger to 
the pitch of the tooth, so that when setting a saw the 
plunger comes in contact with the tooth at the proper 
angle and does not interfere with any other, either ahead or 
back of the one being set. It is, therefore, the only Saw 
Set which makes it possible to set the teeth on both sides 
alike, thereby clearing the saw equally on both sides and 
preventing it from cutting or running to one side, as the 
carpenter usually calls it. 


Hardened Anvil and Plunger. 
Finely tempered Steel Springs. 


Nickelplated Finish. Packed one in a box with Direction 
Sheet. 





Circular and Price Upon Application 





No. 695 
MANUFACTURED BY 


E. C. STEARNS & CO. Syracuse, N. Y., U. S. A. 
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10,000 Expert Locksmiths 
Prefer 
THE SEGAL KEY-CUTTER 


The Segal No. 800 Rectifying Key-Cutter 
is used by locksmiths everywhere be- 
cause of its speed, accuracy and sim- 
plicity. 
Many hardware dealers use the Segal 
because it is a profit maker that occu- 
pies little space and turns out a perfect 
key of any kind in less than a minute. 
Any boy can run it and produce perfect 
keys. 

sl Equipped with a Segal you can offer 
your customers a real convenience—per- 
fect keys in the shortest possible time. 
You will attract new customers because 
people who buy keys will buy hardware. 


Your jobber handles the Segal. 


Booklet on request 





Cuts all makes of flat as well as Operates by 
hand or power 


cylinder or paracentric keys 
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A Complete Line 
of Money-Makers 


RADUALLY the list of popu- 
lar, fast-selling items is being 
extended in the lines known as 
CRECOTTE and MARION. Use 


this line-up as your Buying Guide: 


Men’s, Boy Scout, House and 
Miners’ Axes, 

Nail Hammers, Hatchets, Ball Pein 
Hammers, 

Marion Steel Forged Lines, 

Repair Links, 

Coal Shuts 

Grab Hooks, Circle Hooks, 

Ice Tongs, Skidding Tongs, 

Grass, Sheep, Mule and Hedge 
Shears, 

Grass Hooks, 

Indiana Hickory Hammer and 
Hatchet Handles, 

Glass Push Plates, 

Malleable “D” Shovel Handles, 

All Metal Dolly Trucks. 


If your jobber can’t supply you, 
write today for further informa- 


tion and catalog “H.” 


MARION TOOL WORKS, Inc. 


Subsidiary of Chicago Railway Equipment Co. 


Marion, Indiana, U. S. A. 





meed CRE-COTTE 


CRECOITE 

















Can You Afford 
This Lost Motion? 


S it hurting your business 

and yourself to have your 
customers waiting around 
while you laboriously thread 
their pipe by hand? 
The Oster Power Drive will 
help you overcome this diff- 
culty. Hooked to an ordinary 
light socket, its revolving arms 
cut off, thread and make up fit- 
tings at the turn of a switch. 
Equipped with 1/3 h.p. motor, 
built-in scroll chuck and aux- 
iliary centering guide. No 
separate vise or pipe rest nec- 
essary. A complete unit in 
‘itself. 
The hand tools you already 
have can be used—we recom- 
mend the Oster Bull Dog die 
stock to save backing off after 
the cut. 
See this convenient time and 
labor saver at your supply 
house or write us direct for 
complete information. 


OSTER 


The Oster Manufacturing Co. 


Manufacturers of the most complete line of 





pipe threading equipment in the world 


1976 East 61st Place 
Cleveland, Ohio 
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! Combination 
Depth and 
/Angle Gage 
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A tool that combines the fea- 
tures of a depth gage and pro- 
tractor. Consists of spring 
tempered rule—3/16 inch wide 
and 6 inches long, graduated 
in 32nds on one side and 64ths 
on the other—mounted in a 
turret. The head of the gate is 
25, inches across the base, 
inch thick and is marked with 
30, 45 and 60 degree lines on 
either side of the center. 


As a reference tool or for use in 
duplicating angles or cham- 
fers, No. 236 is going to find a 
ready welcome. 


Send for Catalog No. 23 “A” 


THE L. S. STARRETT CO. 
W orld’s Greatest Toolmakers 
Manufacturers of Hacksaws—Unexcelled 


Steel Tapes—Standard for Accuracy 
ATHOL, MASS. 
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A profit-paying pipe depart- 
ment in less than a square 
yard of floor space 


Are you making money on your pipe sales? 


You can. You can start a profitable pipe depart- 
ment earning money for you in less than a square 
yard of floor space. 


The Willie Williams Portable Power Pipe Ma- 
chine is the speed champion in its class of thread- 
ing pipe from 14” to 2”. The Willie threads, cuts 
and reams pipe, bolts and nipples in one single 
setting of the machine. Turns out a 100% high- 
grade, perfectly - cut 
thread in less than half 
the time required by 
hand. 


The Willie saves time, 
prevents waste mate- 
rial, boosts your repu- 
tation for “‘quality pipe 
and quick threading 
service” and earns dol- 
lars of profit for you 









Write to-day for new 
32-page booklet de- 
scribing the profit-making 
features of the Willie 
Williams. 


Williams Too! Corporation 
Erie, Pa. 


Canadian Plant: Brantford, Ontario 







WILLIE 


PORTABLE POWER 


IILIAMS 


PIPE MACHINE 
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PORTERS BOLT CLIPPERS Gt Ponti any cnan 
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A line of high-power, hand- 
operated, cutting tools, known 
in every civilized country for 
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quality, durability and effi- 
ciency. 
= Sold by all good hardware 














and tool stores and carried in 
stock by leading hardware ~ 
jobbers everywhere. 


i H. K. PORTER, INC. 
Everett, Mass. 


CHAIN CUTTER 


NUT SPLITTER SIDE CENTER CUT SIDE CUT 





ELEC. WIRE CUTTER 
WITH SEARCH HOOK 


il\: 

















Reg. 
Brands 


DANIEL 


BOONE 


AMERICAN 
BEAUTY 


DAISY 


| SUN- 
FLOWER § 


‘PEERLESS 


BEAUTY 


IN ORDER TO BETTER SERVE THE TRADE WE HAVE REBUILT 
OUR NASHVILLE, TENN., FACTORY, MAKING IT THE BEST EQUIP- 
PED HICKORY PLANT IN THE WORLD, AND IN SIZE SECOND 
ONLY TO OUR LOUISVILLE, KY., PLANT. 


HERCULES 












a> ROYAL- 












SINCE 1855 


Reg. 
Brands 


PERFECTION 


TRIUMPH 


SUCCESS 


EAGLE 


OAK 
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Bores Any Arc of a Circle 


Here illustrated is the wonderful Forstner Auger Bit and 
a sample of the work it does. 





Unlike other bits it is guided entirely by its circular rim, 
instead of its center. That is why the 


FORSTNER sa\vinc AUGER BIT 
Can Be Guided in Any Direction 


regardless of the grain of the wood or the knots in the 
wood and will bore any arc of a circle and leave a true 
polished surface. 


This bit takes the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. 


It is unequalled for such work as core boxes, fine and deli- 
cate patterns, veneers, screen work, scalloping, fancy scroll 
twist columns, newels, ribbon moulding and mortising. 


This bit has many new uses, is a geod seller and returns 
a worth-while profit. Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 





oN FNILF \ Ca Ca Ca Ca CaCala Ca Cai TFA) KKKKAaAnrACS Sai a ee a V7 0 iO San Cian 
SBSSEGSooGSoGGSGQGGCSCSCSGSSESCSSoSosososeosoesooooocosos 
(A) Ud), by. ellis), Neb”, Nee YO NO NS y, Ne), Nl PNY, NOL PAA HALAL) 7) ee Nee OS y » es Re Ns NS NE , NS a, a, AALAND] 


= — —= 


ROYAL and CHENEY GRINDERS 


_ ) Dealers Who Sell Good Tools 
fs Can Sell Good Grinders 








Royal No. 4 





The users of good edge tools know the importance of keeping 
them sharp. They are quick to appreciate the excellence of the 
two grinders illustrated. ; 
When you sell an edge tool show the customer one of these grind- 
ers. Let him turn the handle himself to demonstrate the smooth 
and quiet action. If he is not already supplied with a grinder 
he is a very good prospect. ; 
The Royal Grinder is attractively finished in royal purple. It is 
a high grade grinder in every way. 

To take care of the demand for a good grinder that sells at a 
lower price we have produced the Cheney. 
Both of the above grinders offer full value. Your customers will 
feel that their money is well spent. 


S. CHENEY & SON 
Manlius, New York 





Cheney No. 4 
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For 
Piping 
Installations 


Thousands of dollars 
are expended each 
year for the replace- 
ment of costly unions, 
valves and kindred 
pipe fittings, because 
of the use of improper 
tools. 


These tools score, 
damage and often 
render such fittings 
unfit for further use. 
The use of a COES 


TRADE -~MARK 


Ce 
ODEL? 5 
REO U.S. PAT. OFF 

Wrench saves them. It 
also saves much time 
and labor. Once ad- 
justed the Key-Model 
“stays put.” There is 
no slipping—no scor- 
ing—no damage of 
any kind. 


The Key-Model is the 
only adjustable 
wrench large enough 
to safely handle this 
class of work. The 
KEY (an _ exclusive 
feature) tightens the 
strap securely in 
either of the two posi- 
tions of the bar. This 
wrench handles the 
widest range of work 
of any wrench made. 


Four sizes: 28”, 36”, 48” 
and 72.” The 72” size is 
supplied only on special 
order. Your Jobber will 


supply you. 


Coes Wrench Co. 


Worcester “In business since 1841” 


Mass. 


Selling Agents: 
i: er OPC. coc vccceeseenee™ 29 Murray Street, New York 
JOHN H. GRAHAM & CO............. 113 Chambers St., New York 
PERE, SUMED s conccccccovees 8 Rue de Rocroy, Paris, France 

































































They've Wiped Out 
Sales-Resistance 


Some Hollow Screws can be 
sold on price—but they have 
to be sold on price. 


They only seem to have the 
‘call’ where a Dealer hasn't 
the stock of Quality screws. 


And then you meet the sales- 
resistance which always goes 
with the line you have to ex- 
plain. 


It's a time- and profit-wasting 
job where one line has the de- 
mand, as in Hollow Screws. 


‘lake the line of least resis- 
tance by taking on the 30% 
stronger “ALLENS.” It only 
takes a letter to start things! 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Pacific Coast Distributor: W. J. McRae, 
320 Market Street, San Francisco, Cal. 
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Approved! 


by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


COMPANY 


BOSTON 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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Known Wherever 


Grinding Tools 
Are Sold 


It is natural that any product of The 
Cleveland Stone Company should be 
respected wherever sold. For more 
than three-quarters of a _ century, 
“Cleveland” Grindstones have been 
familiar grinding tools on the farms 
throughout the nation, as even today in 
huge industrial plants Sterling grind- 
ing wheels are uniformly in service. 


To the hardware dealer this fact alone 
recommends a Cleveland Stone Com- 
pany product—and in addition he has 
the assurance that the purchaser will 
recognize the familiar name and have 


_ justified confidence in it. 


The jobber in your locality has Cleve- 
land and Sterling grindstones in stock, 
or can get them for you quickly. Or, 
write to the company for the attractive 
prices and discounts which you may 
enjoy through your jobber’s service. 


The Cleveland Stone Company 
Artificial Abrasive Division 


Cleveland, Ohio 


Grinding Wheel Factory, Tiffin, Ohio 


Branches 
NEW YORK CHICAGO 
283 Front Street, 23 S. Jefferson Street 
Grindstones Only 


Harvest King 


Frame of heavy angle, 
steel 14” x 1%” x \” 
strongly braced and is 
equipped with our stand- 
ard high grade selected 
“Cleveland” Grindstone. 
Shipped folded complete, 
stone crated separately 
to save freight. 





Sterling 


Substantial light running, 
mounted with a ‘“‘Cleve- 
land’’ Grindstone, genu- 
ine Berea or Lake Huron 
grit, which we alone 
manufacture. 19 to 22 
inches in diameter, 1%” 
to 24%” thick. Frame can 
be set up in a jiffy— 
merely by manipulating 
one bolt. Shipped knocked 
down and crated. 
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GRIFFIN— 


the hinge that is designed 
and made for lasting beauty 
of finish, pleasing simplicity 
in design, lifelong endur- 
ance in service—the result 
of more than thirty years of 
experience in the manufac- 
ture of hinges. 


Griffin Hinges are made in 
a wide variety of sizes and 
designs—each butt wrapped 
in moisture proof paper and 
packed one pair in a box 
with screws to match. 


Write today for our price 
list and the catalogue of the 
complete Griffin Line. 


October 29, 1925 





We also manufacture 


Cellar Window Sets. Hasps 
and Safety Hasps. Door 
Handles and Door Holders, 
Brackets, Push Plates, 
Drawer Pulls, Door Stops, 
Sash and Screen Lifts, Bar- 
rel Bolts. Corner Braces, 
Corner Irons, Washers, ete. 


GRIFFIN MANUFACTURING CO. 


45 Warren St.NewYork ERIE, PENNA.’ 


WAREMOUSE 


74 W. Lake St.,Chicago, Ii 
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The Customer with a Hobby 


He usually has one little plot, carefully cultivated, grow- 
ing every sort of a vegetable that’s sold by the package. 
Perhaps a set of tools—good tools—a few garden imple- 
ments and a deep-seated faith in his hobby—/is home. 


He isn’t so hard to please—just a little economizing, doing 
his own repairs during the week-end, and depending on his 
home-town dealer for supplies—-and advice. 


, : 4h 
MINTED §Cre! 
WIRE CLOT" 


If you pass his home some time this Summer look over his 
rescreening job. “Perfect” was a good selection. You will 
be glad you recommend it. 


Your Jobber stocks “Perfect.” 
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“LUDLOW. SAYLOR WIRE CO. 
ST. LOUIS, MO. 
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Mr. Jobber, Here’s the Ladder Dealers Want 


In these times dealers feel that they must | ‘hea 
safeguard the interest of their customers. bo get : 
They realize the importance of selling them gts 
step Ladders that have proven absolutely 

safe under every condition of service. We 
are building this safety into every Step 
Ladder in the Super-Strong Line. Our new 
Patented Steel Step Support used in the 
construction of every 






































Trade Mark 


SUPER-STRONG STEP LADDER 


grips and reinforces each side-piece at the point of greatest strain and holds 
the ends of each step as securely as the grip of a vise. 


No nails to work loose, no slots or grooves cut in the side pieces to weaken 
them. Strong Steel Tie Rods pass under and firmly support every step 
and a nut securely locked by a Patented Locking Device keeps the ladder 
tight and rigid at all times. These features which do away with the 
cutting of the side pieces add 36 Per Cent to the strength of the ladder. 


3esides Step Ladders our line includes Orchard Ladders, Extension 
Re Ladders, Fruit Ladders, Roof Ladders, Painters’ Trestles, Decorators’ 
ie gs Ladders, Scaffolds, Brackets, Adjustable Jacks, etc. 


Every Jobber and Dealer should send for Complete Catalog. 






The Superior Ladder Company 


516 E. Madison St., (Lincoln Highway) 
Goshen Indiana 


To Sell 
amg To Install 
To Operate 


Super-Strong 


Monarch Pattern 
Made in All Standard Lengths 


Eas 


The “‘Blue Special’’ House Force Pump 


TTRACTIVELY painted in blue and gold, the 

“Blue Special” has an instant appeal to the eye. 

Its snappy appearance, however is but one point in 
its favor as a real sales producer. 

Other Selling Points 4 fae 

Brass tube cylinder. Brass cased plunger rod. Brass stuffing box gland. = ae i. . z 


Brass valve seat. Extra long lever mounted on swinging bearer makes 
pumping easy. Compression cock and back outlet tapped for one inch pipe. 
The “Blue Special” (Fig. 516) is one of a complete line of Deming Hand 
and Power Pumps for all uses. Send for complete catalog. There is no 
obligation. 


THE DEMING COMPANY Established 1880 Salem, Ohio 
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notice 


“Casement Hardware Head- 
quarters” has completed de- 
cided improvements in hard- 
ware for screened casements, 
that every dealer in builders’ 
hardware will want to know 
about at once. For con- 
venience the following in- 
guiry blank is provided: 


THE CASEMENT HARDWARE CO., 
224 Pelouze Bldg., Chicago. 

Please send me at once, without obligation, all new data 
and prices on the most practical and economical hard- 
ware for casement windows. 





Name 


Address 








Ready! The hardware items 
mentioned above are now 
ready in quantity and may 
be had promptly for Fall 
building orders that now 
await dealers. Inquiries will 
be answered in twenty-four 
hours, you. can make deci- 
sions promptly from data 
supplied, and orders can be 
filled without delay. 


By all means send the coupon today 





THE CASEMENT HARDWARE CO., Chicago 


Casement Hardware Headquarters 
for Twenty Years 
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You’ve got to show me! 


Ever hear that? Ever deliver a line 
of talk that would sell ice skates to 
an Arab, then have the customer turn 
on you with a dubious, uninterested 
stare and say, “You’ve got to show 
me’’? 


Here’s something, though. Put a 
New Britain display carton on the 
counter. This one’s labeled in 
chrome green and black so it will 
stop them all. Watch them pick up 
a set and look it over. They’ll soon 
find out that it’s just what they want, 
and anyone can see that the NONE 
BETTER Socket Wrench Sets are 
made right. 


Machined from high grade steel, and 
properly tempered, they can’t slip, 
and one look usually means a sale. 


The fact is, in their display cartons, 


, this line sells itself. Try it! 


Send for complete catalog of the nine sets in 
their attention compelling display cartons. 





The New |= oe 
° ° » — —> 
Britain Machine 


Company 


Connecticut 


No. 201 
Display 
Carton 


0). 


SOPOGPO VO GPO GOGO GOGO O08O 


oN 
= 








© 
O 
© 
O 
© 
O 
o 
O 
© 
O 
© 
O 
© 
O 
© 
O 
© 
O 





POPOPO GOGO GOGO O20G0 8209000 














October 29, 1925 


NEW $1 OVEN 
PROVES UNUSUAL 
SALES LEADER 


More than 12,000 Aunt Sarah Ovens Sold 
in First Two Months On Market. 





Hardware dealers are showing unusual inter- 
est in this new one dollar bake oven that does all 
kinds of baking over the single flame of any type 
stove. This product, The Aunt Sarah’s Oven, has 
been onthe market only twomonths;butalready 

| more than 12,000 
are in daily use in 
American homes. 

Hardware mer- 
chants have been 
quick to acclaim 
this oven one of 
the greatest dollar 
household articles 
ever offered to the 
trade. 





ee 


Aunt Sarah’s Oven 


Housewives See Advantages 


The Aunt Sarah’s Oven has become an im- 
mediate sales leader because of its popular re- 
tail price and its many sales attractions. Since 
it is used over the single flame of any stove, it 
cuts down fuel consumption by one-third to 
one-half. This also means less heat and con- 
sequently new kitchen comfort in baking bis- 
cuits, cakes, pies, puddings, roasts, potatoes, etc. 

No longer is it necessary to repeatedly draw 
the food from the oven to noteits progress. Aunt 
Sarah’s Oven bakes out on top of the stove. 


Made for All Baking Purposes 

This oven is equipt with a two-level rack. The 
high level is used for baking of biscuits, pies, ete. 
and for browning and broiling. The low level 
is used for meats, spa- 
ghettiand similar dish- 
To} { Fru || es. Acooking chart show- 
: ing heat regulation and 
rack levels for all foods, 
High Level LowLevel accompanies each oven. 


Made To Last 


The vented double bottom and double lid provide a 
constant flow of heat which assures baking under prop- 
er conditions. Aunt Sarah’s Oven is made of rust-re- 
sisting, polished blue steel and is 11% in. in diameter. 
Attractive colored sales literature, counter stands and 
handy iron display racks are provided by the manufac- 
turer. Complete details will be sent as soon as request Is 
made to Jackes-Evans Mfg. Co., 1902 N. Main St., 


St. Louis. 
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RECORD CONSUMER SALES 


Reported by Witt Dealers 





Month after month, Witt dealers 
throughout this nation are reporting an 
amazing increase in Witt Can sales. 


The reason is clear. The Witt Guar- 
antee, wired to the handle of each Witt 
Can and Pail, protects the buyer—and 
builds confidence in your store. 


Already, the Fall demand for Witt 
Cans exceeds all former records, and 
every sale will pay live dealers 3 to 5 
times the usual profits on Cans and 
Pails. 


Don’t wait. The Ash Can season is 
here. If your Jobber cannot supplv 
you, write at once to— 


Department D 
THE WITT CORNICE CoO. 
Cincinnati, Ohio 


Manufacturers of 


afut hg “A ong as red 


Wii i 


CORRUGATED 
"CANS and PAILS: 
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Stewart’s Iron Fence, NM 
Selling Stewart’s Fencing and Iron Products is simply a 
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Gates and Ornamental Iron Work 





matter of taking orders from your customers and forwarding 
them to our factory for attention. 

Many hundreds of Hardware Dealers have opened the way 
\ to a profitable field by encouraging the adoption of iron fences 
$Iill for permanency and beauty. 
Ava We make all shipments direct. You do not have to stock, 
WH rehandle or invest any capital. 
ANN Most everything that can be made of iron is manufactured 
= at our plant including grilles, balconies, stoop railings, window 
= Uae guards, sidewalk gratings and all styles of fence protection. 
mill National advertising is reaching millions of builders and 
@\\\ home owners. Write us for our interesting dealer’s proposi- 

tion and let your trade know you can take care of their re- 

y quirements. 
\Nuads 


THE STEWART IRON WORKS CO., Inc. 
225 Stewart Block Cincinnati, Ohio 
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“Meets a Tremendous Demand” 








Here’s 
the 
Way 


to put this Quick- 
Profit making ‘‘Beil 
Family’’ to work for 
you—send fer prices 
of the Model Order— 
just large enough for 
average 


requirements, 

consisting of: 

8—No. 5402, 2-cup 
(Baby Bell) 

6—No. 541, 4-cup (Ju- 
nior Bell) 

8 — No. 542, 8-cup 
(Madam Bell) 

4 12-cup 


— No. 543, 
(Senior Bell). 











Dealer 
Helps— 

We furnish a 
beautifully - col- 
ored 3-piece win- 
dow poster at- 
tractively featur- 
ing the ‘Bell 
Family.”’ Also 
electrotypes for 
local newspaper 
and handbill ad- 
vertising. Request 
them with your 
order. 











Dealers Say: 





The “WEST BEND” 
Bell Percolator Family 


—those 


attractive 


that 


percolators 


everyone likes for personal use, 
as well as gift purposes. 


The “Bells” are positively 
the quickest sellers in alu- 
minum today! 


They move unusually fast, 
at a better-than-ordinary 
percolator profit, because 
they are priced right—just 
in between the “cheap” per- 
colator so poor in quality 
and the “high-priced” per- 
colator so rarely purchased. 


The “Bells” are unusually 
attractive and distinctive in 
design. They are _ solidly 
and substantially made. 
There’s a size to meet every 
percolator desire and need 
—Senior Bell with its big 
12-cup capacity; Madam 
Bell, whose 8-cup capacity 
just about hits the average 


family; Junior Bell with the 
4-cup capacity for the small 
family, and Baby Bell for 
individual use, the size for 
just a cup or two. 


The spreader—found only 
in the highest grade perco- 
lators— saves coffee. It 
spreads boiling water over 
all the ground coffee in the 
coffee basket. Every par- 
ticle of flavor is extracted, 
and grounds are kept from 
overflowing. 

Just check over this con- 
struction: Stock is heavy, 
hard, thick aluminum—with a 
lustrous silvery finish; design 
is unique, with a broad, flat 
base that prevents tipping: 
the handle is indestructible 


and will not burn. The inset 
is strong and substantial. 


West Bend Aluminum Co. 


West Bend, Wisconsin 


‘‘Their exclusiveness creates the tremendous demand.’ 








Have You Placed Your Order? 





The Climax Cleaner proposition for 
spring is the most interesting in our 30 
years of business. If you have ordered 
you know this—if you haven't ordered 
write at once. 


The Climax Cleaner Mfg. Co., Cleveland 
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WALL PAPER CLEANER 
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Allisteel Safes 


OU can insure many things— Se 
but the best insurance will never HE 
replace your business records. 


ce GF Allsteel Safes, tested and ap- e a Dp: . « ©. 
24] proved by the Underwriters’ Labo- 9 fF | Rim Nig ht Latch With J Immy P roof Bolt 
2: g§ Yratories, have brought their con- ee | 

tents, uninjured, through countless severe fires. 


The Allsteel mark on office equipment is 
your guarantee of permanent satisfaction. 


Write for a copy of the GF book: ‘‘Safe- Sen 
guarding the Vital Records of Business.” ee i | 
THE GENERAL FIREPROOFING CO, R25 | 
Youngstown, Ohio sets | 

Dealers Everywhere + Canadian Plant: Toronto, Ontario 
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JIMMY PROOF and Priced to Please You and Your Customers 


No. 03509. For Doors % to 1% inches thick. 
No. 03510. For Doors 1% to 2% inches thick. 


CASE—tThe case is solid cast bronze and extends over 
the opening between door and jamb. 





BOLT—tThe bolt is of the usual latch bolt form with 
beveled head and automatic spring operation. When the 
door is fully closed the bolt automatically is projected 
through the loop of the strike and securely holds the door. 
Position of the loop fully protects against the successful use 
| of any tool to retract the bolt. 


CYLINDER LOCKING PINS—The cylinder is screwed into 
a bronze housing and securely anchored by two steel locking 
pins. Any attempt to turn the cylinder by a pipe wrench or 
other device forces the pins against the screw threads on 
the inside of the housing, thus preventing it from being 
turned or twisted off. 


EAGLE LOCK CO. 


General Sales Office 
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fFeeese2ee22 fitach this coupon to your firm letterhead '***FtF7% 
- The General Fireproofing Co., Youngstown, Ohio (HA) ' BRANCHES— 
' a Awe a ee a copy of your book ; 521 Commerce St., Philadelphia, Pa. 
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Carload— 


That’s how fast the Dandy Food Choppers are 
selling nowadays, with the Selective Knife Head 
bringing the sales for the year up to approxi- 
mately one quarter of a million! 


This last carload, pictured above, was being 
loaded for Shapleigh Hardware Co., of St. 
Louis. It’s apparent that Shapleigh’s customers 
are going to be among those present to profit 
by the ever-increasing popularity of this, unique 
food chopper. 


Last week the first chopper advertisement of a new 
campaign appeared in Good Housekeeping, featuring 
the Selective Knife Head. “Just set the lever to positions 
1, 2, 3, or 4, and the Dandy chops any size cut you may 
desire. No wing nuts to take off or cutters to remove 
and change—and the knives are self-sharpening.” How 
many choppers are you prepared to sell on that appeal? 


Write for quotations. 


NEW STANDARD CORP. 


MT. JOY, PENNA. 


Manufacturers of the Famous 
New Standard Triple Action Ice Cream Freezer 
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Read what 101 


freezer dealers say 


We. wrote to 125 of last year’s 
Alaska Grey Goose Freezer 
dealers picked at random from all over 
the country. Read what 101 answer: 


3 dealers said: Best ever 
" ” Best on market 

2 - “ Splendid 
33 . " Fine 

17 " ™ Very satisfactory 
1 - " Couldn’t substitute 
12 “: e Good 

17 All right 

2 . ” Well pleased 

1 _ ™ Prefer it 

6 “ ” They like it 

3 " —° No complaint 

3 - ss Appeals very much to every 


woman 


Scored big success—will now be advertised in 
leading national women’s magazines 

As the up-to-date freezer dealer from 
Akron, Ohio, said: “The new Alaska Grey 
Goose surely does appeal to every woman.” 
This super-freezer is enameled a beautiful 
French grey, which makes it a thing of 
beauty and preserves the wood from wear. 





It gives a_ smart, 
modern appearance to 
your store, and women 
love it. Has all the 
Alaska points of su- 
periority—the open- 
spoon dasher _ that 
makes ice cream in 
four minutes. Covered 
mechanism to prevent 














pinched fingers. 

Every Alaska advertisement this year 
will mention the Grey Goose, and tell 
women to ask for it. Be sure you have it 
to show them. 


It comes. packed " individually which 
keeps it clean, and new. Sizes 1, 2, 3, 4, 
6, 8 and 10 quarts. Write us for prices. 


THE ALASKA FREEZER CO., INC. 


Dept. B-3, Winchendon, Mass. 


Makers of the Alaska, the Alaska Cottage Special, the Alaska 
North Pole and the Alaska Household Electric 
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READING MOWERS 


: 2 si 
. 
af Ps 


LAWN 


Prices Ready for 1926 
Write for Catalog 
Our Guarantee Back of Every Mower 


READING HARDWARE COMPANY i 
— ae READING, PENNSYLVANIA SAN FRANCISCO 


HICAGO 























LORE ‘Complete 


You can reach every fence buyer with the 
Cyclone line. 





9 





‘Complete Fence” is made up specially 
at Cyclone factories according to buyers’ 





diagrams. Built in many attractive styles Cectene fapaiel Com- The 

° . “—“ , ote 4 5 t tive, se Tag’ 
to suit individual buyer's tastes. Includes Gignified. suitable gga Meee SA 
fabric, steel frame work and fittings. Semen Same grape. . 


Complete directions to make erecting 
easy are furnished with every job. 


Write for No. 14 catalog. 
CYCLONE FENCE COMPANY 


FACTORIES AND OFFICES: 

Waukegan, Ill. Cleveland, O. 
Newark, N. J. Fert Werth, Tex. 
Pacifie Ceast Distributors: 

Standard Fence Co., Oakland, Calif. 
Northwest Fence & Wire Works, Pertiand, Ore. 
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Anchor -*; Brand ~ 


SELLING TALKS 
Unit P ricing = 


In our August 17, 1925 Price 
List, Anchor Brand Wringers 
and Rolls are priced singly, 
instead of by the dozen, as 
formerly. 

We believe this will be a con- 
venience to the Trade but 
want to caution all Buyers to 
order in full carton lots. 
(Three Wringers. ) 


We ask all our Jobbers to adopt our new practice and thank you for your cooperation. 


LOVELL MANUFACTURING CO., Erie, Pa. 


Largest Manufacturers of Clothes Wringers in the World 
Warehouses and Sales Offices 
BOSTON CHICAGO NEW YORK 
52 Pearl St. 62 E. LAKE ST. 86 Warren St, 



























RINCCO Bath Room Fixtures make an ideal gift for the holidays. 
There isn’t a day in the year that they do not contribute their 
share to the enjoyment of the home, 


A practical tumbler holder—a convenierft soap dish—a pleasing 
No. 03352 WHITE FINISH towel bar—a neat little robe hook—an easily cleaned glass shelf— 
No. 3352 NICKEL FINISH all these and other 


INGCO Bath Room Fixtures 





can be had to harmonize in the complete equipment of a bath room. 


And as RNS Bath Room Fixtures are always made of Solid 
Brass and never rust or wear out they are a constant reminder of 
the giver. 


Your Jobber will supply you. Send for Catalog. It shows over 300 designs. 


AMERICAN RING COMPANY 





Waterbury Connecticut 
BRANCH OFFICES: 
: ondin New York, 2 Hudson St. Boston, 170 Summer St. 
No. 03769 WHITE FINISH San Francisco, 116 New Montgomery St. Chicago, 29 E. Madison St. 


No. 3769 NICKEL FINISH 
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CHROETER 


SE “812-814 WASHINGTON AVE. SLLOUIS 





Own Manufacture 


is = SPECIALTIES 9 3.7% 





No. 3504—Motor Driven Grater 








eee 
No. 4—Home Rowl Nut Cracker. 


. No. 720—Nut Cracker. No. 10—Electric Motor Driven Scroll] Saw. 


SCHROETER BROS. HARDWARE CO. $t- Louis, Mo. a, re 


(Patentees and Manufacturers) e wWJe . 

















Many Sales Helps for the 
Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 
ume, diversity and high quality, has great business value for 
the dealer-reader. 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will : 
give you many valuable ideas on salable merchandise and 
successful selling methods. 
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not found in other lines. 
that will eliminate unprofitable competition. 
Line has solved this important problem for them. 


Write now for catalogue and price list and ask about our exclusive sales proposition for the Jobber. 


To 
Factory and Main Office: Hartville, Ohio 
Sam’l P. Megahan, Mer. 


Window 
Screens are 
all packed in 
heavy, dust- 
proof cartons. 
Convenient to 
handle in your 
warehouse 
and for re- 
shipment. No 
more com- 
plaints, no 
more damaged 
or soiled 


MACHER 
is first to use 
the carton for 
screens, 








The Dust Proof 
CARTON 


Screen Doors 
are made in 


-mrost wanted 


styles and in 
all standard 
sizes. It will 
pay you well 
to investigate 
the SCHU- 
MACHER 
roposition 


WwW. 


w2Zn zd 
> 


POR y+ 


Why have so many jobbers taken on the Schumacher Line 
of Screen Doors and Window Screens in the Past three 


years? 


Answer: Quality, Prompt Shipments, Exclusive Sales 


Proposition, 
Profits. 


Increased Volume of Sales and Larger 


The Schumacher Line offers many strong a features 


We realize that the jobber is looking for a line o 


THE F. E. SCHUMACHER CO., 
Pittsburgh Sales Office: 34 Haberman Ave. 





Window Screens and Screen Doors 
Jobbers throughout the country have found that the Schumacher 








RED X 
PRODUCTS 


FOR THE AUTOMOBILE, BICYCLE AND SHOE REPAIR TRADES 


The reason these products are easy to sell is because they are 


very well known. 


For 76 years they have given downright satis- 


faction to every customer at a generously good profit to every Job- 


ber and Dealer. 


The Red X Line of 








3 IN 1 Cement 

Patching Cement 

Vulcanizing Cement 

Relining Cement 

P. P. & B. Cement 

Bicycle Rubber Cement 

Wood Rim Cement 

Tire Gum for mending 
punctures in casings 

Airtite Solution for Bi- 
cycle Tires 

Rim & Gasket Shellac 

Paint & Varnish Remover 





ELECTRICAL, FRICTION, WHITE MASON, 
AND RUBBER TAPE 





Auto Body Polish 

Auto Metal Polish 

Auto Nickel Polish 

Top & Cushion Dressing 

Neatsfoot Oil Solution 

Carbon Remover 

Penetrating Oil 

Radiator Seal Compound 
(Liquid) 

Radiator Seal Compound 
(Powder) 

Griptite Patching Outfits 
Rim Cement 


Gasket Shellac 
Nut Loosener 








is also a trade winner wherever sold. Sales are increasing yearly 
because quality is steadfastly maintained. Look over the long list 
of products, check the goods needed and place your order now for 


early Spring delivery. 


tion. 


We stand squarely back of every transac- 


Cuts Furnished for Your Catalogue on Request 


ST. LOUIS RUBBER CEMENT CO. 


3951 W. PINE BLVD., ST. LOUIS, MO., U. S. A. 
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PUT IT ACROSS 
The Counter 


A flux is an essential for any soldering 
job, yet most customers have to be reminded 


of it. 















\ 






Without a flux any soldering job is bound 
to be a failure. 







































NOKORODE in convenient packages is the U. & & For. Re 
key to soldering satisfaction. = oe 
| The M. W. Dunton Co. Our sales proposition carries a real profit to the 
670 Eddy Street, Providence, R. I., U. S. A. dealer. 
Radiovise 
iovis i 
Original 
and 
Genuine. 
Safety 
Attachment 
This special vise which retails readily at 
$5.50 shows the greatest value of any vise MAX SIEVERT 
made for radio, automobile garage, small (Sweden) 
workshop and general home use. 
Made with a Swivel Base and Jaws of BLO W TORCHES 
steel 334 ins. wide which open to 4 ins. and STOVES 
Weight 19 Ibs. 
Over 400 Types—The Best by Far 
Write for prices and details. 
We also carry a full line of Swedish Quality 
ROCK ISLAND MFG. CO. a 
ROCK ISLAND, ILL. | ceeenen RIN : 
Order from your jobber to-day, or write. 
SCANDINAVIAN 
- nw 
V A Type and Size WESTERN IMPORTING COMPANY 
iemmmieand so E Henneni Ave. 116 Broad St.,N. Y. Govating Bae 























immediate sale possibilities. Their excel- 


Repeat Order 
_— lent quality and improvements guarantee 
Q U A L | T Y ee a large and more satisfactory business of 
repeat orders. 


They make good in service and make 
friends with their users. Their “friends” 
are your best assets. 

Handles, Frames and Bolsters are one 
piece, powerfully braced. Screws are made 
of solid high grade steel. Bars forged 
—— open-hearth steel with oval front and 
ack. 


We will be glad to send you prices. 


BEMIS & CALL CO. Springfield, Mass., U. S. A. 


Bac’ Bemis & Call Wrenches offer more than 





Cnn 


EAA Ree 
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WINSLOW'S 


get the call when the ice gets 
prime. Can You supply them? 


Why not complete your stock—Now? 


The Samuel Winslow Skate Mfg. Co., Worcester, Mass. 


New York Office and Salesroom, 34 Warren St. 










One of 
Winslow’s 
Skating 
Outfits for 
Men and 


Women 




















Vt Marks _ 
on all Polished _ 


as plainly as aPencil onPaper , 


SV ats0M vere 


Does away with Price Labels 


Marks distinctly on- 
Agateware,Glassware, 
Tinware,Cutlery, Steel, , 
and all Metal Surfaces. 4 








‘tools popular 





|The Crescent Christmas 
_card idea opens up a larger 
| market than ever before for 
'holiday trade in tools. It 
'gives them the real Christ- 
| mas touch. 

‘Order promptly through 
| your jobber and get your 
share of the business. 


. | CrEscENT Toot ComPANY 
The name A/atsdeZ on a Pencil means Standard of Merit, | 24 Marrison St., Jamestown, N. Y., 





creme LEN OS RR ER Originators of the 


} Qs CRESCENT 
Lvaisde/{. PENL, COMPANY * _ TOOLS 


PHILADELPHIA — U.S.A. 


lueKin OFKIN = Orig 


Te ALUMINUM RULES SANTHIAE RIN 


“aad Wed OF SPECIAL HARDNESS, DURABLE AND HOLD SHAPE WELL 

dee Sunken black markings. Brass joints. Rust proof. Light weight. With or | 
= i without FOLDING END HOOK. 

DISPLAY No. 12, a substantial, attractive, colored card, carrying only four 

Aluminum Rules, as shown. It is the smallest assorted stock any dealer could 































Ale em 
Five l Mmm © 4CH 
a 

: ae) carry and sells the rules on sight. 


ur A Tapes, Rules, Mechanical Tools 


— mi ry 





i rae [UPR fPULE CO non voir con 


for 
Catalog. 
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Tell Your Customers There’s No 
Greater Lock Security Anywhere ! 


With a Keil Lock you can go to the limit in talking safety, security 
and protection, for it’s the most remarkable lock ever made. 
Show your customer the double action of the solid bronze and steel 
‘bolts, how they shoot out perpendicularly, then turn and rest hori- 
zontally in locked position; how they defy entry by jimmy, saw or 
wedge, excepting by the proper key. 
No other lock offers such protection. Booklets, counter display cards 
and advertising make Keil Locks extremely easy-selling. 

Write for Full Particulars 


FRANCIS KEIL & SON, INC. 


401-425 East 163rd St., New York, N. Y. 


October 29, 1925 








Est. 1876 


PERFECTION at last 


in HOSE NOZZLES 














(Patented April 21, 1925) 





THE KEYSTONE MFG.CO. BUFFALO, N.Y. U.S.A. 


KEYSTONE “SOC-KIT” 


Eight different size auto sockets, socket screw driver 
and g-in. hex. steel handle in a handy pressed case 
of heavy gauge enameled steel. 





























GUARANTEED “Keystone Quality.” Send for Discounts. 
made of heavy wrought brass 2 
throughout, rugged, durable, this The Keystone Manufacturing Co. 
New Sherman Diamond Nozzle Buffalo, N. Y. 
is free from sand holes or flaws 
Sales Representatives—Surpless, Dunn & Co. 
and bears our unqualified guar- Mew Yask Chicago 
antee for good workmanship 
and material. 
H. B. Sherman Mfg. Co. 
~~ Battle Creek, 
Mich. 
Now, More Than Ever Before 
ns 
Th SHERMAN 


©“ DIAMOND 


it is essential that you study your 








It will throw more water far- 
ther. Each nozzle tested 
under water pressure. Even 
spray. Straight stream and 
tight shut-off. 


Your Jobber can furnish Sher- 
man “Diamond” in display 
cartons, for counter. 

H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 





Market Report carefully and con- 
sistently. Every important price 
change in the trade is recorded in 
these columns weekly. 


The MARKET REPORTS as found 
in HARDWARE AGE are the most 





authentic published. 
Use them as a buying guide. 














Do you realize that no one factor 
will draw people to your store like 
attractive window displays of sea- 
sonable merchandise? 


Hardware Age is continually re- 
producing such window displays— 
its representatives are always on 
the lookout for new ideas. 


Hardware Age, 239 West 39th Street, New York City 


Good Window Displays 


And many dealers who require 
their own copy of Hardware Age 
find it highly profitable to subscribe 
to extra copies for their sales 
force. 


The cost, $3.00 per year, is re- 
turned over and over in better win- 
dows and increased trade. 
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Do You Sell Poultry Supplies? 


The Patterson & Young 
Incubator Moisture Guide 


Scientific — Accurate — Practical 
Solves the Moisture Problem in incubation. 
Is NOT a Hygrometer—BUT Records Evapo- 
ration. Approved by Agricultural Colleges, 
Experiment Stations and Thousands of Satis- 
fied Users. Selling for the first time through 
the Regular Trade. Wide Demand exists 
wherever Incubators are used. Ask Your 
Jobber. 


The Moisture Guide Co. 
Attachments included for all turning trays. 217 E. Olive Ac. Springfield, Mo. 


Pat. Applied. 
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ARMSTRONG’S 
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Improved Nipple Holder Quick Sales That Spell 
PROFIT and PRESTIGE 





No. 20 for No. 2 Stock ACCURACY—of course, plus exclusive features 

» D3 that make for greatest convenience in use; K & E 
Range /4—1" Right or Left Measuring Tapes have the approval of the build- 
No. 30—for No. 3 Stock ing trades, who know that K & E products stand 
Range 1—2” Right or Left up under hardest usage. It pays to show our 


line in one of our 


, , ; - intl Attractive Display Trays 
The right nipple = always “ j which brings out its fine appearance and clinches many 


when you Carry one of these tools. profitable sales. The fine reputation of our goods will 


add to the prestige of your store. 


Send for information re. Tray 52. 


Bridgeport ‘WEW YORK, 127 Futon Street, General Office and Factories, HOBOKEN, N. 3.) 
Conn. SES, SS MSS see, 


Drawing Materials, Mathematical and Surveying Instruments, Measuring T apes 

















A Real Tool Stock must include hand 
Screws. To insure Satisfaction they should a ey 


bear the name 







Hard Maple Jaws 





Ly — MARK 
7Or Sensen 


“JORGENSEN” Adjustable Steel Spindle 
Hand Screws do away with the warping, 
swelling, sticking trouble and expense of wood 
screw clamps. They are factory assembled 
and tested and cannot be taken apart. 

Nearly all Manual Training Graduates of 
the past fifteen years or more know them 
favorably by experience. 

The _— obbers have them ready for you. 

will send you our Catalogue 5B and 


ios oe a We \ 
a Q r~? F 10” x 8” Display Cards on request. 
The J ijust to 
Adjustable Clamp. Compan ae seas 
’ P. P y ight k, 
. 216 N. Jefferson St. “Chicago, Illinois or straight wor 
from the Home Workshop Department 2'° N. Jefferson St. Chicago, Illinois 





a x ee ea . 30t 
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The Improved air duct increases the heating 
capacity about 30 per cent in our 


WASHINGTON 
HOME FURNACE 


Placed above the floor, hence saves 
the cost of digging cellar. 








“The caster that is always ready to roll 
in any direction.” No swiveling into 
position. Cannot jam or scratch. The 
large surface ball carries the weight, re- 
volving upon smaller anti-friction balls. 
Absolutely noiseless. 


Produces circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one- 
third less.) Made in the same plant 
in which we manufacture 100,000 
Washington Stoves and Ranges an- 
nually. Can ship promptly, as we 
now manufacture fifty furnaces per 
day. 


Hot Blast Fire Box 


Correct location of water pan. Most 
beautiful and most expensively con- 
structed furnace now on the market. 


Gives the consumer an excellent value 
and the retailer a handsome profit. 


From your Jobber: send for Cataloque 





“No—This is not 
a Victrola” 


“Roll Along on Acmes’’ iin - Taiene area” 
THE SCHATZ MFG. CO. Gray & Dudley Company 
Poughkeepsie, N. Y. NASHVILLE, TENN. 
AGENTS: “We melt more than 100,000 ounds of 


J. C. McCarty & Co., 29 Murray St., New York City Southern pig iron per day. 




















Made for the Hardware Trade Mu ilt <in oe Q ualit y" 


The hardware dealer who realizes the ad- 


vantages in buying all his Brushes and | ae CH EN / ere) LS 


Brooms from a company who cater e+rclu- 


















sively to the hardware trade will find us the | rT - 7 
| right people to do business with. | NO-CHIP" wHite ENAMELED HANDLES 
Pes Brushes and Brooms . NEITHER 
| Wire—Bristle—Fibre | * ’ “y 


Whatever the requirements of your cus- | ‘Gp NOR 
tomers in Brushes and Brooms for General i 
Use—for Automobile Owners and for In- 
dustrial Purposes, remember we can serve 
you promptly and every item in the MIL- 
WAUKEE line is of absolutely dependable | ASK FOR 
quality. SAMPLES 


Send for Catalog No. 20. 


MILWAUKEE 
Brush Mfg. Co.., Milwaukee, Wis. | ‘‘Merchandise of Distinction’ 
| % a 

oe UCHN'S 6 EO eee 


FAMOUS 


Lt is 


COMBINATION CAN OPENER, BOTTLE OPENER, CORK SCREW 


me VAUGHAN NOVELTY MFG. CO. “cu rcxco” 


Mo. 095 Ho. 0132 No. 0140 \ No. 099 


TN eat Taal 


, 








1664 1614 
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The Dealer Who Says 
‘*“SURE 


We've got 
them” 


is the dealer who knows 
from experience that Lit- 
tleford Salamanders move 
fast and net him a liberal 
profit. Salamander season 
is here. Cash in on the 
demand by sending us 
your requirements. Little- 





Poultry Netting 


Always proves true to 
its name 


Any bale otf Superior 
Poultry Netting rolled out 
on your floor will run straight 
to the very end. Every bale 
has absolutely straight sel- 
vage. This one feature alone 
will give you a _ tremendous 
sales advantage, and it will 
overcome a disadvantage that 








Lib I ford Salamanders are . many dealers have had to 
Loera made in three standard ea with so ay At 

. . ” ” ” e Same ime, Superior 
Discounts SIZES, 15”, 18" and 20 Poultry Netting gives you an 
diameter. Knocked down, evenness of hexagonal mesh 

on they occupy minimum and heavy bright galvanizing 

that further increases’ the 


storage space. Write now 
for prices and discounts. 


Orders | LITTLEFORD 
SALAMANDERS 


Manufactured and Sold by 


LITTLEFORD BROS. 


402 East Pearl Street | 


good will of jobber and dealer 
and makes the consumer 
come back for more of the 
same kind. 


Quantity 











In all standard sizes, and 
as heavy as 1%4” No. 14 wire 
for the black fox industry. 
G. F. Wright Steel & 

Wire Co. 


CINCINNATI, OHIO Worcester, Mass., U. S. A. 
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If you like quick 
turn-over here’s 
the item you want. 





Take Your Profits 


Take your profits from Bathwhite. The line is 
moderately priced. It is well made and durable. 
The finish is ideal—and retains its attractiveness 
indefinitely. 

Bathwhite is nationally advertised to help speed 
turnover. We supply display boards free with as- 
sortment orders. Each item individually packed to 
save you time, money and trouble. 

Let us send you more information—catalog and 
prices. Write today. 


E. H. TITCHENER & CO. 


Dept. 4 Binghamton, New York 


A sidewalk and pave- 
ment ice-chopper made 
just like a chisel. Not 
a straightened hoe affair 
but a laid steel tool. 


Cities all over’ are 
standardizing on them 
more every year and 
each year they buy 
more. 


Write us today. 


The L. & I. J. White Co. 


125 Columbia St. 


> 7 | xX T U R EF ~ y Buffalo, New York 


BATHWHITE 
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REG. U. S. 
BULLDOG “%! 
OFFICE 











Triple 
Rollers 
Cut 






Operated by 
foot pressure 


Pat. Nov. 10, 1908; April 18, 1916 


The BULLDOG Mop Wringer and Pail is built in the 
oldest mop wringer factory in the country by men of long 
experience. P 

It has many features of real merit and every part is 
constructed to stand long, hard, continuous’ service. 
Tested and approved by Good Housekeeping Institute, 
conducted by Good Housekeeping Magazine. Two sizes: 
14 and 20 qt. 


Big sellers to Housewives and Janitors. 
Write for Folder and Prices. 


BUSHNELL NOVELTY CO. 
MANSFIELD, OHIO, U. S. A. 


Pioneers Established 1896 












Taplin 
Double Dasher 


CENTER DRIVE 


The IRON frame gives 
great rigidity. It cannot 
give, bend or pull out of 
shape. The IRON drive 
gear and pinions provide 
the solidity and bearing 
surface to keep the gears 
in perfect mesh. Undoubt- 
edly the most durable and 
easiest running egg beater 
made. 

A handle comfortable to 
grasp. No sharp edges to 
hurt the hands. 


Eight Beating Blades of 
Correct Design. Center 
Drive, Lustrous Rustproof 
Finish. Attractive White 
or Ebonized Handles. 





The Taplin Mfg. Co. 
New Britain, Conn. 


New York Office, 
71 W. Broadway 











—atthe Metropolitan 
Edison Co., Reading, Pa. 


Adaptable~ 


OU can move Lupton Steel 
Shelving about, alter the 
position of its shelves, or add to 
it as needed—all in short time. 
For this, and other reasons, Lup- 
ton bolted Steel Shelving isa per- 
manent investment in economy. 
Branch Offices in Princ ipal Cities 
Write for Catalogue “‘D’ 
David Lupton’s Sons Co. 
2235 E. Allegheny Ave. 


£ Philadelphia 


STEEL SHELVING 
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DRAWING INKS 


You Don’t Realize That the Demand 
Is There Until You Feature Them! 


RTISTS, Architects, Engineers, Con- 
tractors, Students, etc., are all | 
steady customers. ae 
The fact that they come to you for other [| ~ 
merchandise makes it doubly easy for 
you to supply them with *Higgins’ 
Drawing Inks. ; 

*In Blacks, White and 11 Brilliant Colors. By >: 


CHAS. M. HIGGINS & CO. 













Se eo Se 







Brooklyn SF 
+ 


271 
Ninth St. N. Y. 











London 
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Every Chevrolet Ownera Prospect 
For These Socket Wrenches 


This display 
board enables the 
motorist to select 





easily the wrenches MIcoLthr:= 


(Reg. U. 8S. Patent Office) 


needed for his 
Chevrolet. 


There is no 
charge for the 
board. 


The investment 
is small—the 
“turnover” rapid. 







Write for cata- 
log 500. 





ne 3 


Catalog and Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 


WALDEN - WoRCESTER 


| aya Incorporated 
Li a 475 Snrewsbury Street 


Worcester, Mass., U.S.A. 



































Smaller Inventory 


More Profits— 


That’s what the new Heller 
he HELLER book tells you—how you 
can use Heller service to make 
SYSTEM larger profits. No guess-work. 
No theory. Experience speaks— 
the experience gained by 34 
years in the hardware field. 


of er 
vroyits 





Carry less stock—put it out 


| where it can sell itself—that's 
what the Heller system will do 


FREE '" for you. 











You can read our new book in 
ten minutes—you won't get through thinking about 


Moe’s No. 8 Fountain, with thick insulated 


double walls to retard freezing, making an ex- ne Sa geeron t g Procticall Helofull | 
cellent drinking fountain for the winter months. lentenction’ 11 ee — _— 
Equally desirable in summer, as it keeps the water Write for “The Heller Syatem of Larger Profits.” It’s NEW! 
cool and fresh. Has a large filler opening so It’s FREE! Write to-day!! Use coupon. 
it can be flushed out and kept in a sanitary con- W. ll HELLER & COMPANY 
dition. This is a highly important feature. ; / 

| 767 Bryant St., Montpelier, Ohio 


A great favorite with the poultry raiser. 
20 Vesey St., New York City 


tS ee ee 


Write for New Catalog of ““Moe’s Line’ of Poultry 
Equipment—Everything for Chicks and Chickens W. C. HELLER & CO., Montpelier, Ohio. 27A 
Please send the new book, “The Heller System of Larger 
Profits.” 
HOEFT & COMPANY, Inc. iad od. hctscbaeceninstididshuens boiecekbowdlbead 


9305 Davis St. North Chicago, III. SKE PEK RTAS DRE Man Secdeb ne bccnncenasabbeceeseon 
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| Add These Three Profitable 


Articles to Your Line 
Brookins Oil Measure 


The flexible metal hose of the Brookins 
Oil Measure reaches any oil intake 
without a funnel. The flow of oil is 
started and stopped at will by the handy 
thumb-valve control. A specially de- 
signed lip prevents. spilling. And 
there is a size to fill any crankcase 





in one operation. 


Brookins Portable Drain Tank 

— : The new Brookins 
7 Portable Drain Tank 
makes easy work of 
draining any crank- 
case without drain 
pits or racks, with- 
out the bother of buckets 
and without working in grease. 
Can be drawn anywhere as easily as a sled and the 
drained oil is always under cover and out of the way. 
Several cars can be drained before it is necessary to 
empty the tank. It hold about 5 gallons. 


Brookins Gasoline Can 


Made in two and five-gallon sizes. Equipped 
with flexible metal hose that puts gasoline in 
any gasoline tank without a funnel. Just the 
thing for carrying gasoline to tractors in the 









to the pumps. Carries any distance without 
spilling or splashing. 

Brookins Service Station equipment is sold by leading jobbers 
everywhere. Write us for descriptive matter. 


The Brookins Mfg. Company 


342 Xenia Ave. Dayton, Ohio 








field or to automobiles that cannot be brought | 








Brings Boat Owners 
to Your Store 


We guarantee every can of 
Jeffery’s No. 7 Marine Glue to 
stop all kinds of leaks and make 
any boat perfectly watertight 
and leakproof. 

Equally adaptable for wood 
boats or steel—from a canoe to 


a yacht. 
Our 
JEFFERY’S 
Waterproof Marine Glue 


is a big seller wherever boats are used—lakes or sea- 


re. 
It is Nationally advertised and our famous Sam 
“Does your boat leak?” has brought responses from 
parts of the world. 
We furnish dealers and marine supply stores with 
Booklets bearing their name and address that tell all 
about this glue and bring boat owners to your store. We 
— all inquiries to the nearest dealer. Write for 
iscounts. 


L. W. FERDINAND & CO. 
150 Kneeland St. Boston, Mass. 

















Young America’s 
First Choice! 








al _ 
N We're telling the story of KoKoMo Skates 1 
to youngsters all over the country through 
the columns of leading juvenile publica- 
tions. And the children of America have 


chosen KoKoMoS! 


There are plenty of reasons for this 
choice, too: Strong, truss-frame con- 
struction, “‘rocking-chair’’ movement and 
new self-contained ball bearing wheels. 
KoKoMoS are distinguished by the RED 
DISC around the hub. 

Stock these leaders now and reap the 
i profits of quality. { 
~ Write today for the KoKoMo Cata- - 


log on skates and on our quality 
line of toys and games. 


KOKOMO STAMPED METAL CO. 


KOKOMO, INDIANA 


[AGIAoMO] 


























A National Selling 


Foree for Your 


Sporting Goods 


Hardware Age is read by the 
hardware jobbers, their fivest 
salesmen and by the best hard- 
ware dealers and jobbers in 6059 


towns and cities. 


Regular selling messages in the 
Sporting Goods. Issues of Hard- 
ware Age will help you gain co- 
operation in selling your sporting 
goods from a body of merchants 
of country-wide location and 
highly developed selling power. 


Hardware Age 


239 W. 39th St., New York, N. Y. 
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Mr. Charles P. Perin 


OF 


PERIN & MARSHALL 


Takes pleasure in announcing 
that he and associates have 
formed a company engaged in 
the manufacture of electrolytic 
iron on a quantity basis. 


For information relative to the 
financing of this company in- 
quiries should be directed to 
their fiscal agent 


F. J. Lisman & Co. 


20 EXCHANGE PLACE 
NEW YORK 


TELEPHONE, BOWLING GREEN 6740 
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Furniture Necessities of the 
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Then Ask Voursett 
ses Q Kempton, 
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Rubber Chair Tips 


of six different styles and sixteen dif- 
ferent sizes in a neat showcase display 
box. They prevent injury to the 
floors and muffle noise without leav- 
ing a mark, 

Our Catalogue shows our complete 
line of rubber specialties with prices. 
Send for it. 


Elastic Tip Co. 


370 Atlantic Ave. Boston 




















FROST'S 


Friction Catches 
The Most Practical 
Friction Catches 
for Small Doors 


Most practical not only 
because they do their work 
well but because they 
are very easy to install. 
Special tools are not. re- 
quired. 


Let us send you a sample. 
Put it on any small door 
in your own home and it 
will prove its practica- 
bility. 

They sell well because 
they work well. 


C. L. FROST & SON 





Grand Rapids, Mich. 








345-347 Summer Ave., N.W. 








Service 





SCRATCH BRUSHES 





A. complete line designed especially for the 
Hardware Trade. 

Our modern ‘facilities and more than fifty 
years’ experience assure you of first quality and 
excellent service. 

Write for catalog and prices. 
THE HEROLD BROTHERS CO. 


ESTABLISHED 1874 
1104 W. 9th ST. CLEVELAND, O. 














214 HARDWARE AGE October 29, 1925 


A Good Money Maker! 4 A PRICE SENSATION 


SO-NO-MOR POULTRY PINS This All Steel “Junior Scooter” 
Can Net You 100% Retails at $1.50 


Built to meet a price demand. Volume production 








The Best Thing on the Market for makes it possible. Steel throughout, 74%” wheels, 

T » P | Fi h F ] 1%” tires, oe ” —_ a pee — ote 
russ ou try Enameled erry ed. en ordering spec 

sted , Fish, Fowl, etc. JUNIOR SCOOTER. wane READY 
Approved by the proving plants of Modern Priscilla and OCTOBER 15th. 








May be shipped 
direct from the 
factory through 
your jobber. 


Today's Housewife, also by the thousands of housewives 
who are using them. Stock now for Thanksgiving. 














Write Today for Particulars WIRE FOR 
Sel > - YOURS TODAY 
eae METALCRAFT CORPORATION 
SONOMOR MANUFACTURING CO. 4127-33 FOREST PARK BLVD. ST. LOUIS, MO. , 
337-339 Boulevard of the Allies, Pittsburgh, Pa. JOBBERS: Get in touch with us at once on this big special 











American Steel & Wire pom | i 
Company {| (RELIABLE PLASTER - 


f 118. SEY WHEE PACKED - 














Denver, Birmingham, Dalles i | nem 7 | 
U. 8. Steel Produste Os. 7 RELIABLE PASTE co. 
San Francisco, Los Angeles, < CHICAGO j 
BARBED: Ellwood Glidden, Am. den, Am. Spec ee 
Wauk tt. Sew Perfect, cfm, ,Olldden, - A new goamentont way to handle Plaster 
NAILS, SPIKES, STAPLES, TA CKS, Hot Galv’d Nails. Paris Packed in three sizes: 
ZINC INSU re TED FENC Ste ———- Royal, Anthony, One pound, two pound and five pound packages in an aonaetes 
BANNER (f ~ suner? we STEEL ‘POSTS. onl of 360 pounds as follows: 40 1-pound packages; 60 2- 
CONCRETE “REINEO MENT pound packages; 40 5-pound packages; and costs no more to 
BALE TIES: Old reliable brands. handle than bulk Plaster Paris. Write for prices today. 
TELEPHONE WIRE. RELIABLE PASTE CO. 
WIRE for every purpose. 3223-25 Cottage Grove Avenue Chicago, Illinois 





Quick Delivery. Write us for selling plans. Dry Paste—Paint and Varnish Remover—Calcimine 

















TU Ce eC LOOLS 


pk i! T W Ice Tools : 


~ 


There’s a Mine 


of Information 


Genuine Tinners Fire 
Pots bearing the trade 
name “Torrid” are 
made by Diener. 
None others are genu- 
ine. Be sure the Fur- 
nace you buy has our 
name on the tank. 


GEO. W. DIENER 
MFG. CO. 
CHICAGO 


Makers of Fine Blow 
Torches and Fire Pots 


tea 
i Waa ¥ 


—_———————————— 






























































provide adequate storage facilities for 
shelf tae make it pone and con 


venient for clerks and stock men to handle with ° ° . 
absolute safety—to insure quick service for whole- vitally-important facts, live mer- 
sale or retail trade — install one or more —_ ® 
BLADDERS, chandising ideas and sales-produc- 
, Deep tread steps, full length hand grips, tires, ° ° 
overhead track system, firm construction throughout, ing methods in HARDWARE AGE 
eliminate vibration and noise and produce a ladder . i 
of ample strength for safety, convenience and . each week. Make it a habit to read 


efficiency One style only—neat of design— ‘ 
7/ attractively finished ~any height — your business paper regularly and 


: 
yy sangeet, Cra — ; cH LAro. thoroughly. 
































October 29, 1925 


HARDWARE AGE 215 











HEIMERDOINGER | 
Improved Grass Shears 


One dealer says: “It outsold any other grass shear 
we had in stock five to one.” 
You can profit also. See your jobber. 


W. C. HEIMERDINGER CO. 


114 W. Market, Louisville, Ky. 


A Good Furnace 


for Your Customers 


Fitted with improved ‘‘BB’’ burner, and patented 
“‘NEVER LEAK” pump. Reservoir and bottom 
are of seamless drawn steel, and are welded te- 
gether. Ring reinforces bottom. Bushings also 
welded into place. Reservoir has funnel, 
filler plug has patented ‘“‘DUST PROOF’ cap. 
Ask for catalog on the full “ALWAYS RE- 
LIABLE”’ line of furnaces and torches. 

Also a full line of plumbers’ tools. 


Jobbers supply at factory prices. 
OTTO BERNZ CO. INC. 
Newark, N. J. 


Offices in New York City, Fort Worth, Denver, 
Francisco, Los Angeles, 











Covered by patents. 
““B’’ KEROSENE- 
GASOLINE. 
Three quarts. Helena, Mont., San 

Seattle and St. Thomas, Ont. 

















Why not let us help you 
increase your sales and profits? 


Silverlite 
Special 
each .79 






Sar 


Polychrome Finish Ash Tray 

Our Price without Watch $1.25 

Our Price with Watch 2.35 

If you want to increase your profits write for our 296 page catalog illustrating 
hundreds ef bargains in clocks, cutlery, silverware, etc. 

Write now. Don’t delay. Counter Catalog Free. 
JOSEPH HAGN COMPANY 
Manufacturers—Distributors— Wholesale. 


Dept. HA, 223-225 West Madison St Chicago, Illinois 





COMBINATION 
SOLDERING AND TINNING FLUX 


It’s easier and more profitable to sell the 
best known products. Ruby fluid is preferred 
because it is non-corrosive, non-explosive and 








Free Sample 


and our latest non-injurious. 
prices sent on Order from your jobber or write to 
request. The RUBY CHEMICAL COMPANY 


68 McDowell St. Columbus, Ohie 























WHITCO 


for 


Transoms 


for 


Casements 








spce:. VINCENT WHITNEY(OMPANY rz. 
Sea Francisco MANUFACTURERS VY HARDWARE J SPECIALTIES — 











ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 


eighth of an 
inch for 
drainage in 
the gutter. 

These hangers are 
widely used _ through- 
out the United States. 







> 
’ 






Write for catalog No. 
27, which also illus- 
trates and _ describes 
conductor hooks and ©) ead 
fasteners. ° 


@F eresereo: 








503 














Free sample _ gladly 
furnished. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 


He} 
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TY Ensign Bickford is the ORIGINAL 

SAFE safety fuse—tested and tried by 
time and experience. 

FUSE We manufacture various 


brands of fuse, among 
which you should find 
one adaptable for your 
work, 








The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 





Osborne High Grade Punches 






Belt Punches - Arch Punches 
Spring Punches _ Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our p, “ducts. 

We stand back of every tool we make. Try us. Write for Catalog 
and ces. 





©. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 
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BOLT 
CLIPPER 


“VICTOR” 


Send for Catalog 


ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 
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Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


ANTI-Borax Compouns Co. 
Fort Wayne, Ind. 





| 
) 











STRATTON ™** “gum * 
HANDLES 


Fer Small Tools, Utensils, Electrical Goods. Bete. 
Enemehag, both beked ond air d. 


STRATTON MFG. CO. ~siomosl Maine 








HACK “J LENOX” saws 
re ee 


UNIFORMITY DISTINCTION 
“The Sooty in Lhe Plaid Bav” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 





















WILLIAMS, 
WRENCHES 
J. H. 


& CO. 
“The le’ STANDARD FOR 


Wrench Peop. 
New York BUFFALO Chiesge (ALFA CENTURY 













— 











Robertson “Horse Shoe Magnet Hammers 


Neg me ag magnet wae holds Poe 

tack in position for driv- mmm 

ing. Seaaaen Somneer Meseat ee 
t 

i meet @ ee og EF a C) Panama-Pacific Exposition. 























Better Machine Screws 
for the Hardware Trade 


HARVEY HUBBELL, INC., Bridgeport, Conn. 














Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Write for prices. 


Spargo Wire Co., Rome, N. Y. 


Bronze 
and Copper 














Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
9 Jones Street Rochester, N. Y. 





Makers of Every 
Kind of Screw, 


Deven Nut and Bolt. 


The Corbin Screw Corporation 
The Americen Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 














Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


amnwemes DD. Landreth Seed Co., Bristol, Pa. 





THE FOWLER & UNION 
' HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plont of 
1000 MILITARY RD., BUFFALO, N. Y. 











CUTS CLEAR THRU 12 GAUGE STEEL— 
NO. 30 BENCH SHEAR 


Made with patented compound 
lever principle. Jnsur- 
passed for cutting heavy 
sheets. Blades are remov- 
able for sharpening 


Write for folder. 
BARTLETT MFG. CO. 430 E. Lafayette Ave., Detroit, Mich. 






(Searight Patent) 


long. 
Cut. 4%”. 

















enh 
Established 1863 
35-37 Wooster Street, New York 








the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 

maker. Send for our special offer! 






DAZEY CHURN 4 


- o MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 











Watch the Weekly Market Reports 


in this paper and you'll buy Hardware right. 
Remember meney saved at the buying end is as 
good as money made at the selling end. 
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INDEX TO ADVERTISERS 


——— 





THE ADVERTISERS INDE is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correstly. 


Ne sllowance will be made for errors or failure to insert. 
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BUSINESS OPPORTUNITIES 


HELP WANTED 


SALES ACCOUNTS WANTED 





STOVE DEALERS—HERE IS your opportu- 
nity to buy the famous Wickless Red Star Oil 
Stoves below regular prices. We have a large 
stock of these stoves which we wish to reduce 
and will sell at a sacrifice for spot cash. All sizes 
from 2 to 4 burners. Also water heaters. WAX- 
HAM LIGHT & HEAT CO., 550 W. 42nd St., 
New York City. 


FOR SALE—HARDWARE, HOUSE FUR- 
NISHING, sporting goods, lumber, building ma- 
terial and coal business. Situated in the center 
of a summer resort and lake region of Northern 
New Jersey. A growing business in a growing 
section. Address ESTATE OF JOHN WILLS, 
Stanhope, N. J. 








FOR SALE—The best located, money- making 
exclusive hardware business in the state of Idaho. 
In splendid financial condition. Invoice about 
$22, 000. Address Box G- 792, care of HARDWARE 
Ace, New York. 





FOR SALE—Half interest in general hardware 
business, in Southern Michigan. Reason ill 
health. For particulars address Box G-796, care 
of Harpware Ace, New York. 





SMALL, WELL-ESTABLISHED lock manu- 
facturing business for sale. Equipment ample to 
do much larger and profitable business. Address 
Box G-791, care of Harpware Ace, New York. 





HELP WANTED 


SALESMEN WANTED—A large manufactur- 
ing concern doing a national business with hard- 
ware and electrical retailers, has several openings 
in its sales organization. Territories open are in 
the East and Middle West. Permanent position; sal- 
ary and commission with opportunities for ad- 
vancement. A knowledge of the retail hardware 
business is essential. Prefer men who have had 
past experience or are now employed in a retail 
hardware store as salesmen or in charge of a 
department. The position requires men who are 
neat appearing, aggressive, tactful and ambitious 
—who like to sell and who can sell. Age 35 to 
40. Unless you have a good past record and are 
willing to work hard, do not reply. Address Box 
G-810, care of Harpware AcE, New York. 





3 STOVE SALESMEN WANTED with retail 
or road stove experience to sell the complete 
Monogram line of gas, combination, oil and_ coal 
ranges and heaters in Indiana, Michigan and Ok- 
lahoma territories. THE QUINCY STOVE 
MFG. CO., Quincy, Illinois. 


SALESMAN WANTED—Calling on hardware 
trade to sell our line of shingle brackets. am- 
ples furnished free. Write for further informa- 
tion. Address NEWARK LADDER & 
BRACKET MFG. CO., 317 Springfield Ave., 
Newark, N. J. 


SALESMAN—MANUFACTURER OF COM- 
PLETE LINE of builders and shelf. hardware 
has opening for young man in their New York 
branch. Experience preferred. Address stating 
age, previous experience, etc., Box G-820, care 
of Harpware Ace, New York. 











WANTED SALESMEN EITHER FULL OR 





PART TIME calling on jobbers and depart- 
ment stores, to sell the famous Bo-kay Polish 
and mops and a full line of fly swatters. This 
is the polish with “The Fragrance of Flowers— | 


Not the Odor of Ojils.”” See our two-page, four 
colored insert in this issue of Harpware AGE. 
For territorial arrangement, communicate direct 
with Bouquet-Brownson Co., Inc., St. Paul, 
Minn. 





YOUNG MEN TO SELL POWER LAWN 
MOWERS-—Should have an automobile. We 
have at the present time two openings, one in 
the New York district and another in the Phila- 
delphia district. Wonderful opportunities for the 
right men who are willing to work. Liberal com- 
mission. Will grant exclusive distributor con- 
tracts to men who can prove ability to handle. 
Address Box G-812, care of Harpware AGE. 
New York. 





MANUFACTURER DESIRES an experienced 
specialty salesman to cover New York, Pennsyl- 
vania and New Jersey to sell sleds, wheelbarrows 
and a complete line of clothes reels to the hard- 
ware, furniture and department store trade. 
Strictly commission basis. Preference given to 
those acquainted in this territory. State present 
connection and give references. Address Box 
G-801, care of Harpware Ace, New York. 








FOR GOOD SALESMAN. An 
established sales organization have an opening 
for an experienced salesman to sell hardware 
and mechanic’s tools of standard make to the 
wholesale trade in New York State and northern 
part of Pennsylvania. State age, experience and 
compensation desired. Address Box G-816 care 
of Harpware Ace, New York. 


SALESMAN FAMILIAR WITH hardware 
jobbing trade to sell nationally advertised line 
of kitchen glassware especially packed to grocery 
and hardware jobbers. Commission and drawing 
State full par- 


OPENING 





account. Territory unrestricted. 
ticulars in writing. Address Box G-819 care 
of Harpware Ace, New York. 





SALESMAN — NEW YORK HARDWARE 
jobbing house offers excellent opportunity to 
young man with hardware experience to sell in 
Central and Southern New Jersey. Resident in 
above territory preferred. Give age, hardware 
experience and references. Address Box G-743, 
care of Haroware Ace, New York. 


WANTED —A BUTLDERS’ 
MAN of good education, ambitious, for position 
in Philippine Islands: good opportunity. Address 
Box G-811, care of Harpware Acr, New York. 





HARDWARE 








HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular line of 
labor saving Magic Weeder Hoes to hardware 
trade. REICHARD MFG. CO., Bangor, Pa. 


SALESMAN WITH SEVERAL YEARS’ ex- 
perience and familiar with the general and build- 
ers’ hardware trade, department and furniture 
stores. Jobbing and retail in the state of Texas 
desires to secure line of merit on Commission 
basis, with headquarters at San Antonio, Texas. 





Address Box G-805, care of Harpware AGE, 
New York. 
SALESMAN WISHES TO REPRESENT 


manufacturer in Metropolitan district for build- 
ers’ hardware and marine hardware. Has had 
wide experience in selling hardware jobbers and 
retailers and is thoroughly acquainted with lines 
mentioned. Address Box G-814, care of Harp- 
WARE AGE, New York. 





SALES REPRESENTATIVES 
WANTED 


SALESMEN WANTED (by manufacturers 
rated over $300,000, and in business over twenty- 
two years) to sell a high grade moderately priced 
line of aluminum cooking utensils to the retail 
trade. Have choice territory open. Will consider 
only experienced salesmen who are acquainted 
with retail trade that handle aluminum ware. 
Salesman will have exclusive sale of line in 
territory assigned him. Full commission paid 
weekly, including commission on mail orders. 
We give salesmen real co-operation and have a 
splendid proposition with a future in it for the 
salesman. The right man can establish a trade 
that will continually grow. Will only consider 
men who have made good in the selling field. 
Salesman can conveniently handle one other line 
in connection with ours. State fully your selling 
experience and territory you cover. LEYSE 
ALUMINUM COMPANY, Kewaunee, Wisconsin. 











POSITIONS WANTED 


POSITION WANTED—YOUNG MARRIED 
MAN, PROTESTANT, 12 YEARS’ WHOLE 
SALE AND RETAIL HARDWARE EXPERI. 
ENCE: 9 YEARS AS OWNER OF gor 
BUSINESS; DESIRES a ge FIRES WIT 
RELIABLE FIRM WHER E ADVANCEMENT 

OR INTEREST WOULD BE_ POSSIBLE. 
HIGHEST REFERENCES. ADDRESS BOX 
veri CARE OF HARDWARE AGE, NEW 








RETAIL HARDWARE CLERK with thorough 
knowledge and over twenty years’ valuable_ ex- 
perience in all branches of the business—both 
buying and selling. Ten years in last position. 
Good salesman and worker for employer’s in- 
terests. Highest business reference as to char- 
acter, ability and qualifications. Address Box 
G-777, care of Harpware Acre. New York. 


DO YOU WISH A _ PACIFIC COAST 
SALESMAN? Experienced hardware salesman 
thoroughly acquainted with local merchants and 
territory maintaining offices at San Francisco: 
has automobile. 12 years association with hard- 














ware firms. Give your proposition in full. 
References exchanged. Box G-817 care of 
Harpware Acr, New York. 

SALESMAN IN METROPOLITAN  DIS- 
TRICT desires to represent manufacturers of 
hardware specialties, tools, etc. Suitable for 
hardware trade. public utility corporations, fac- 
tories, etc. Would handle these products either 
on commission or on consignment basis. est 


references. Several years’ experience in the line. 
Address Box G-754, care Harpware Ace, ew 
York. 





SALES ACCOUNTS WANTED 


BOSTON OFFICE AND REPRESENTA- 
TION. Inquiry wanted from party desiring 
Boston branch; this advertiser serving as repre- 
sentative and clerk. Connection wanted with 
onlv one concern. Office and services at fifteen 
dollars per month. Established office, first-class 
building. and excellent business location. Tosenh 
T. Lynch, 176 Federal Street, Boston, Massachu- 
setts. 








SALESMEN WANTED—MANUFACTUR- 
ERS AND IMPORTERS of a line of exclusive 
staple hardware articles, proved good sellers, 
practically without competition in this country, 
have several good territories still open for com- 
mission salesmen to carry as a side line. Must 
have established trade and best connections with 
wholesale and retail hardware trade. State de- 
tails of territory and submit references. Address. 
Box G-808, care of Harpware Ace, New York. 





SIDE LINE SALESMAN OR MANUFAC- 
TURER’S REPRESENTATIVE wanted for 
Ohio, New York State, Pennsylvaia, Oklahoma, 
or any part of these states. Well advertised 
line selling to wholesale and retail hardware and 
general store trade. Commission basis. Write to: 
Sales Manager, 525 N. Ada St., Chicago, Illinois. 
State territory you cover, lines handled and 
references. 





SIDE LINE SALESMAN calling on _hard- 
ware, house furnishing and _ stationery jobbers, 
also wholesale druggists’ sundries. Unusual line 
of picture hangers and glass push pins, retailing 
at 5c. and 10c. per card. We have available very 
desirable territory for men having a good trade 
following among jobbers. Liberal commission. 
References and selling experience required. Write 
for terms and state territory you cover. Stransky 
Products Corporation, 261 Canal St., New York. 





MANUFACTURER OF WIDELY KNOWN 
quality household line wants aggressive repre- 
sentation in South, Middle West and Pacific 
Coast among high class hardware, department 
store and house furnishing trade. Liberal com- 
mission Proposition and exclusive territory. Give 
full particulars in first letter. Address Box 
G-815, care of Harpware Acre, New York. 





SALESMEN WANTED BY ESTABLISHED 
MANUFACTURER to carry a side line of hard- 
ware specialties on commission. Middle Western 
states and Pacific Coast. Must have following 
among hardware jobbers and large retailers. 
State line now carried. Address Box G-818 care 
of Harpware Ace, New York. 





WANTED—A WELL KNOWN MANUFAC- 
TURER of high grade mechanics’ tools desires 
sales representatives for the states of Florida, 
Alabama. Georgia, South Carolina and Tennessee. 
Commission on all sales. Address Box G-821, 
care of Harpware Acre, New York. 
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Bean ale Sharpener” 





MAKE FIRST KEYS WITHOUT TAKING LOCKS APART 


BEISSER KEY MACHINE 


Add profits to your store without extra expense. Your errand 
4 & ms will make all kinds of keys with the BEISSER KEY 
NE, turning idle moments into money. 


ERGHMAAN No. pani ee. 


Put in a Ke 
Late Grindin Mak 1 y 
Machine $ e$ a to $8 00 § — day Profits. 






Sf aM \ar— 
C7 et >a 


The Berghman 
Skate Grinding Machine 





Write today! 





Beisser Key 








Sel! Berghman Skate Sharpeners is designed for shop use. Standard outfit Machine Co. 
includes a % H. P. two-year guaranteed 
Satisfy the demands of your motor mounted on a steel table and also a 407 East 
customers who desire to sharpen jig for holding all styles of skates. On the F Ss 
their own skates. Adjustable to left of the motor is a cotton buff for polish- ort 5t., 
all types of skates. Sell rap- ing and on the right is an 8” alundum Dept. 105 
idly and give you a good profit wheel. Write for price specifying voltage 
at the retail price of $1.00 and kind of current. Detroit, 
 Saagey dozen in display Mich 
Ox. er your season su ° 
~ . -_ BERGHMAN COMPANY 
5427 Fulton St. Chicago, Il. 














REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies and garage 
owners like these cabinets. 
They prevent mixing of bolts 
or screws. 

Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


American Bolt & 
Screw Case Co. 


MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 


2411 N. 10th St. 





























St. Louis, Mo. 
Dayton, Ohio 
Donley Screen Door Guards Handy Craft 
Prevent bulging and sagging. ~~ 
Add to the life of the door. rive The New Steel Building 
sizes to fit any door. 
75 cents and $1.00. Toy for Boys 
The Donley Manufacturing Co. Retails for 75 Cents 
10585 Quincy Ave., Cleveland, Ohio THE HART & COOLEY CO., New Britain, Conn. 





























American Can J. L. norehenae MFG. CO. 
} Bull Dog-Grip” — = an am, Mass. 
Manufactured by ‘ : Tubular and Bifurcated 
‘vu. S. Clothes Fall y- * apes t. i ——_— R J V E 4 q 


ales 
Syrace, ELEVATORS 
Oil, Molasses and DUMBWAITERS 
Dairy Gates 
Perfection Pattern. Write for our catalog 
Made in All Styles. Energy Elevator Co. 


1015 Union Bank sian Pittsburgh, Pa. 
211 New St. Philade! I inde inthe nein or 























The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 















































RAZOR CO. 

J. gts, MASS. samen “pai 

Syracuse, New York 

. Economy 
Hose Attachments a SCYTHES GRANITE 
= oes Pang iy ne Scythes since 1812, Axes since 1800 : 
4 Zooasey Mfg. — RIXFORD MFG. CO CUTTING TOOLS 
Philadelphia’ 4 Pa. East Highgate, Vt. Trow & Holden Co., Barre, Vt. 











CRAYONS 


FOR BEVERY PURPOSD 


| STANDARD ey 


= ' SS 
Send for our Catalogue of 
AXES . 
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We built our home to live ) 
in, and we want it to last 
for our lifetime. To get a 


roof that would be perma- 
nent we selected logically 
“the Shingle that Never 
Curls.” Happily, it afforded 
all the other qualities we 
wished. It is especially at- 
tractive with its natural 
slate surface and deep rich 
coloring. 


This Shingle sells better 
because it gives more! 


HE home builder will buy this shingle—will 
keep on buying it—because it answers every 
requirement he makes of a shingle. 











“The Shingle that Never Curls” is permanent. It 
means a roof that will last a lifetime. It protects; 
this means a comfortable home. It is artistic; this 
means an attractive home. It is harmonious, with 
three splendid natural slate colorings; this means 
that it is suitable for any design or type of home. 


The Carey Asfaltslate Shingle—the Shingle that | 
Never Curls—will put new life into your building 
supply business. Send the coupon for sample and 
complete information. 


The Philip Carey Company 


521-541 Wayne Avenue Lockland, Cincinnati, Ohio 














Big size Ca 

Asfaltslate Shingle— 
more than 50 per 
cent larger than or- 
dinary shingle, ap- 
plied with full 5 . 





inch exposure makes 
x 8 3-ply roof. 








ASFALTSLATE THE PHILIP CAREY COMPANY, 
521-541 Wayne Ave., Lockland, é 
By ed | Ni Cincinnati, O. ; 
L Gentlemen: Please send copy of 
oe You Build’’ booklet and sam- 
ple to 


I So ia i Ba a 





THE SHINGLE THAT NEVER ‘CURLS - 
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XS ¢: Folberth Automatic Windshield 











Cleaners! Cash in on Rain and Snow. 


There are over 17 million motor cars regis- 
teredin this country. Only 2 million, approximately, 
are equipped with automatic windshield cleaners. 


This means that millions of motorists are prospects 
for Folberth Automatic Windshield Cleaners! 
GET YOUR SHARE OF THIS BUSINESS! 


Folberth advertising in “The Saturday Evening 
Post” and other leading publications; Folberth 
Counter Cards, Window Display Material; 
and Folberth Sales Co-operation combine to 
help you increase your sales and profits in 


Folberth Automatic Windshield Cleaners. 


Ask your automotive supply jobber or write 
us direct for complete details. Get ready now 
for the great fall and winter demand! 


THE FOLBERTH AUTO SPECIALTY COMPANY 
Cleveland, Ohio 


FOLBERT Fi 


utomatic 
WLADSHIELD CLEANER 
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Now is the Time to Buy 


BLACK BEAUTY 


Roasters and Drip Pans 











: ; —— mn 4 Splendid items for 
= y % No. 10 
Priced to sell quickly A waikce Atle tt, 


and bring repeat ee Y  DoublcReccter 
aoe stant demand. 


business. 

















Black Beauty 3-Piece Double Roasters 


No. 10—11 x16 x8 —Retails for about $1.25 each 
No. 20—12% x 17% x 91%4—Retails for about 1.50 each 


Black Beauty 2-Piece Double Roasters—No Basting Racks 


No. 1— 634 x 934 x 51%2—Retails for about 35c each 
No. 2— 8 x12 x7 —Retails for about 45c each 
No. 3— 9 x14 x7 —Retails for about 50c each 
No. 5—10 x15 x7 —Retails for about 60c each 
No. 6—10% x 1534 x 8 —Retails for about 65c each 
No. 7—13 x18 x8 —Retails for about 80c each 








You can buy these at a price that gives good profits. 


Black Beauty Quality Drip Pans—Sanitary 


Write for our complete 





Made in 16 sizes. Those _ 
listed below are fastest sell- | No. 24 catalog which also 


ing numbers as shown by ee shows our full line of qual- 
our sales records. sia f ity tin baking pans. 


Fastest Selling Sizes 
9x17 
10x10 
10x12 
10x14 
10x15 


SEND IN A TRIAL ORDER TODAY 


{li leading hardware jobbers handle our products 


EDWARD KATZINGER COMPANY 


1949 N. Cicero Ave. Chicago, Illinois 












































